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3.0 OBJECTIVES 
After studying this unit, you should be able to: 

to explain importance of information in marketing decision making; 

to state meaning and components of marketing information system; 

to identifjl marketing managers' information needs and understand as to how one 
should go about developing 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. 



3.1 INTRODUCTION 
Mnrketing lnformntion 

and Research 

We have observed in the preceding units that marketing management is 
esserltially a decision making process. Be it marketing planning, organization or 
co~ltrol, the marketing manager has to make decisions as to which markets to 
enter, how ~nucll to sell different types of products, how to organize marketing 
activities, what marketing strategies to use and how to deal with sho~tfalls in 
sales observed at llle end of a given period. Earlier the decision making was quite 
sirnple and a straight forward task because of slnaller scale of operations and 
lower level of co~npetition in the market. But tlle decision making today has 
become very complex in the wake of increased competition and fast changing 
marketing environment. It is 110 longer possible for the marketers to make 
decision simply on tlle basis of their gut feelings or past experiences. They need 
to collect all the relevant information before arriving at any decision. Somebody 
has riglltly said that the success of any business depends i~pon tlle quality of 
decision making, and tlle quality of decision making in turn depends upon the 
quality of information used in the decision making. Little w~rprising that marketing 
managers are today constantly seeking high quality informatio~~ to improve the 
quality of their decision-making.Tllis essentially requires an efficient marketing 
information systeln and marketing research. 

Tlle present unit aims at discussing as to wliat marketing information system is 
and how one goes about designing a marketing infonnation system. Marketing 
research which is a major component of marketing information and most widely 
used by the marketing managers to collect various types of informatio~~ for 
decision nlaking is discussed ill detail and tlle unit ends with a note on usage of 
marketing research in India. 

3.2 MARKETING INFO ATION SYSTEM 
AND ITS COMPONENTS 

Marketing Managers often conlplain that there is not enough marketing 
information ofthe right kind for good decision making. At the same time, the 
problem of some managers is that they suffer from oversupply of wrong kind of 
infor~nation and they have to waste a lot of time in searching the right kind of 
information from the whole lot of infor~nation supplied to them. Another nlajor 
con~plaint made by the marketing lnanagers is that the required infor~nation is so 
widely dispersed Il~roughout the organisation that they have to make a great deal 
of efforts to locate simple facts. Important marketing information is quite often 
suppressed by the si~bordi~lates if they feel it will unfavoul-ably reflect on their 
performance. Marketing managers in many organizations are equally critical of 
the fact that the important infor~nation arrives too late. All these proble~ns 
co~npound t l~e marketing manager's decision making tasks and, ~~nless  
satisfactorily solved these call severely affect the business performance. A 
properly planned and executed marketing information systeln goes a long way in 
assessing the information needs of marketing managers and supplying them with 
the required information iu time to facilitate better decisioil making. 

Marketing information system can be defined as a set of procedures and 
methods for the regular and planned collection, analysis and presentation 
of information for use in making marketing decisions. As a set of 
procedures and methods, ~narketing inforrnatio~~ system ellsures timely collection 
and supply of objective, reliable and valid ii~formatio~l to the marketing managers 
on a regular basis to enable them to make informed decisions. Marketing 
infonnation system is an elaborate system that comprises of various subsystems 
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used by an organizatioli forcollecting, processing and storing information 
required from time to time by the marketing managers. 

Figure 3.1 shows various components of the marketing information system and 
also depicts linkages of the marketing information system and its sub-systems 
with the marketing environment and marketing managers. Marketing 
managers make decisions keeping in view the marketing environment wliicli 
comprises of target market customers, competitors, distribution channels, 
general publics and the broader environmental forces such as demographics, 
technological breakthroughs, income levels, economic policies, marketing 
legislations and political ideology and stability ofthe ruling government. 

Marketing information system is so designed that it collects the relevant 
information on a regular basis form the marketing environment external to the 
organization and supplies the same after necessary editing and processing to 
the marketing managers to aid their planning, organization and control 
activities. Marketing decisions made by tlie company executives and action 
plans developed by an organization in the light ofthe collected information 
soon get conveyed to other players in the market and all sucli information 
becomes a part of the larger marketing environment. Other firms using their 
marketing information systems come to know of these competitive actions and 
other market, and evolve their marketing policies and strategies. Like in the 
case ofthe first firm, the decisions made and actions taken by tlie competitors 
soon become part of the larger environment and get known to other 
participants in the market. The process thus continues in a circular way, 
enabling each organization to know through its marketing information system 
as to what is happening in the market and how it should respond to the 
changing milieu. 

Components of Marketing Information System 

As shown in Figure 3.1, a company can make use of four subsystems - also 
called as the components of the marketing infomzation systenz - to collect 
tlie information about its marketing environment. The four components are: 
internal reporting system, marketing intelligence system, marketing 
research system and analytical marketing systenz. These are discussed in 
detail in the following paragraphs. 

a) Internal Reporting System: Every company has a system of reporting 
events and decisions within the organization. This is known as internal 
reporting system. The internal reporting system supplies management 
with variety of information, including tlie ones related to mal-keting 
operations and decisions. The internal reporting system basically 
disseminates result data such as orders received, sales made, inventory 
levels, accou~its receivables and bills payables. Tlie system enables the 
marketing managers to know as to which one of its products and brands 
are selling well in wliicli markets and in which seasons. All tliis 
information can be very ~~seful  to tlie managers in deciding as to in which 
product lines and markets to invest more, and from which pl-oduct lines 
and markets the firm should divest. The system can be extremely useful 
to the marketing managers if it is able to provide all such information 
quickly and accurately. 

Not much additional costs or efforts are needed to evolve tliis system in 
an organisation. Wliat is required is simply greater cooperation among 
various departments in preparing product, market and period-wise sales 
and expense statements, and passing on tlie same on a regular and timely 
basis to the marketing managers so as facilitate their decision making. 
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I Figure 3.1: Marketing Information System 

Source : 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 informal search of 
information on a continuous basis from various sources - both internal and 
exter~ial to the organisation. Managers, for example, can gather valuable 
information by talking to different executives working in the company, company 
sales force, 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 collecting the market information. Just walking around tlie market place and 
observing what products are displayed in the window displays and shelves in tlie 
retail stores, which types of people are buying which types of productslbrands and 
how competitors are,advertising and promoting their products in tlie market can 
provide valuable insights to the marketing managers in devising their marketing 
strategies. Reading newspapers and magazines, buying competitors' products, 
and buying marketing reports from marketing research agencies and industry 
associatio~is are other ways of gathering information about market developments. 

( c) Marketing Research System: While tlie other two systems discussed above 
provide information of general nature to the marketing managers, marketing 
research system aims at collecting and disseminating informati011 relating to a 
specific marketing problem faced by the decision makers of the firm. First a 
formal plan is developed to decide as to which specific information is needed and 
then this information is collected from such specific secondary and primary data 
sources as can supply the required information at ~ninirnu~n costs to the firm. 

Though marketing intelligence system appears quite similar to marketing research 
system, the two systems are different from each other. While marketing 
intellige~lce system collects information of general nature on a regular basis, 
marketing research system is employed for gathering specific information as 
required to solve a speczjic marketingproblem. The other major point of 
difference between the two subsystems is that while the former collects 
information more on a regular basis through ways such as daily reading of 

and Research 
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newspapers or frequently visiting the marketplace to observe retailers' and 
competitors' behaviours, marketing research studies are conducted mostly on 
adhoc basis as and when some a specific marketing problem arises. 
Furthennore, while marketing intelligence system employs informal methods of 
data collection, marketing research makes Lise of more jbrmal and scient$c 
methods of data collection so as to ensure higher degree of accuracy and 
reliability of the collected infornlation. We shall refer to some of these aspects i l l  

more detail in Section 3.5 while discussing meaning and nature ofmarketing 
research. 

d) Analytical Marketing System: It is concerned with building and using 
marketing models and techtiiq~~es to analyse the information available with the 
organisation and/or to better understand, predict and control the marketing 
process. It so happens that the three systems describe above provide so 
voluminous data to thz managers that is not possible for the marketing managers 
to directly assimilate and use them in decision making. Analytical ~narketing 
system comes to a great rescue to the marketing nlanagers by condensing and 
simplifying the collected data, and presenting them in a form easily understandable 
to the marketing managers. 

Activity A 

Talk to marketing manager in your film (or else in some other firm you can easily 
approach) about different types of information used by him during the last three months 
for making marketing decisions. Try to ascertain as to which one(s) of the f o ~ ~ r  
co~nponents of the marketing information system explained above are used in the firm 
for generating and dissen~inating the required to information the marketing manager. 

INFORMATION NEEDS IN MARKETI[NG 
Marketing information system plays an important role in providing all that information that 
the marketing managers need in making strategic as well as tactical marketing decisions. 
Marketing managers need a variety of i~lfor~nation so as to be able to discover market 
opportunities and threats, select target markets, develop suitable marketing mix strategies 
and periodically evaluate the firm's marketing perfdrmance. Exactly what information is 
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needed depends upon the specific marketing management task being faced by the manager Marketing Information 

and his accumulated experiencehowledge and time frame involved in tlie decision making. and Research 
I 

Broadly speaking, a marketing manager faces two broad types of marketing tasks: 
(1) nzarket opportunityhhreat analysis, and ( 2 )  search ,for causes/alternatives, ,for 
making marketing decisions. Each of these types of marketing management tasks 
along with the specific inforn~ation needs is discussed below. 

( 3.3.1 Market Opportunity Threat Analysis 
The first task relates to market opportunity/threat analysis. This is accomplished 
by undertaking either situation analysis or company performance analysis. 
Situation analysis involves a detai.led analysis of various components of company's 
marketing environment. The information needed by the marketing manager to 
understand marketing environment is as follows: 

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

( a Competitive environment: Extent and liature of competition in the market. 

Support environment: Availability, quality and cost of power, labour, raw 
~naterials, compone~~ts and ~nacliines; quality and costs of advertising and 
research services, availability and costs of middlemen, etc. 

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

/ Technological environment: Level and cost of technology adoption. 

.a Socio-cultural environment: Religions, languages, education levels, aesthetics, 
beliefs and attitudes, lifestyles and business customs. 

Political and legal environment: Ideology of different political parties, stability 
of goven~ment, various marketing legislations. 

I Most of this i~lfor~nation is usually collected from the external secondary data sources. 

The other kind of analysis il*dertaken to ilnderstarid market opportunitiesltlireats is 
referred to as company performance analysis. By undertaking an analysis of thc 
company's past performance, a manager is able to identify productslbrands and 
market segments where company is doing well, and as such constitute opportunities 
for the cornpany for further growtl~ and investments. Product lines or market segments 
where company is not performing well or where company is witnessing constant 
decline in its saleslprofits represent areas of threats and concerns for the company. 
For undertaking such an analysis, a ~narketiiig manager requires sales and nlarketing 
expenses data for the colnpaliy as well as for the industry as a wliole. For an effective 
analysis, overall sales and marketing expenses figures alone are 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 colleqted from the 
company's accou~iting records and tlie trade and indust~y publications. 

3.3.2 Search for Causes or Alternatives 

Tlie other kind of managerial task faced by a nlarketi~ig manager relates to search for 
causes or alternatives pertaining to a marketing problem. In case a lnarketing 
manager finds a product not performing as per the compa~iy's expectations, he needs 
information about possible causes of poor product performance in the market. Since 
the reasons might relate to short term as well as long term factors, and ~niglit have 
their origin in price and non-price factors sucli as product quality, image, promotion or 
distribution; a marketing manager needs detailed infor~nation on all sucli aspects before 
he car1 be sue as to what exactly are the factors responsible for poor product 
performance. In a similar vein, a marketing manager requires infortnation from a 
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variety of sources such as customers, retailersldistributors, salesman and competitors 
to identify possible alternatives for improving the product acceptance and sales in the 
market. The information needed in this connection is generally collected from the 
secondary as well as primary data sources both internal and external to the company. 

Once the marketing manager knows as to what reasons are responsible for poor 
performance of a product in the market and what alternatives exist to improve the 
company sales in future, he needs to make a final decision about the specific course of 
action to be taken among several alternatives. To be able to make a final decision, 
marketing manager requires information about the possible costs and outcomes 
associated with each ofthe identified alternatives along with the information about 
uncertainties associated with each outcome. Most of this information is collected first 
hand from the sources internal and external to the organization. 

DEVELOPING AN EFFECTIVE MA TING 
INFO ION SYSTEM 

To be useful to the marketing managers, it is imperative that the marketing information 
system be carefully designed and set up in the organization. A system developed 
haphazardly 01. copied blindly form other organisations might prove to be a drag on the 
company resources. The following steps can be helpful in developing an effective 
marketing information system: 

I) Determining Decision Makers' Information Require~nents: The first and 
foremost step in designing an efficient and effective marketing information system 
is to ascertain information needs of the decision makers. The system should be so 
designed that it is able to timely and efficientlysupply the information requi~.ed by 
the managers in decision making. A marketing information system should be able 
to supply the information for making both the strategic and tactical decisions. 
Strategic decisions are the decisions which have long term implications and 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. The tactical marketing decisions, on 
the other hand, are the decisions having short term implications and are made at 
the lower levels of management. Sllould a company 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 a stipulated date, etc. are the 
decisions which come under the category of tactical decisions. 

The determination of information needs of the managers is a delicate task and 
sllould be handled with utmost care. Supply of more information is as 
dysfunctional as is the provisio~i of less than sufficient information for effective 
decision making. 

2) Establishing Data Collection and Storing Procedures: Elaborate procedures 
sl-lould be laid down to ensure timely and efficient collection, processing and 
storage of infor~nation in the organization. In the absence of such procedures and 
guidelines, either right type of data might not be gathered or else these might not 
be properly processed and stored to be of any use to the decision makers. Tllere 
should also be a clearly laid down provision for periodically updating the data so 
as to keep the management abreast of latest developments in the market. 

3) Determining Procedures for Information Utilisation: Procedures are also 
required in respect of the analysis and usage of the collected marketing 
information in the organization. Marketing managers should be well aware of 
what information is available in the organization and how they can use the same in 
decision making. Steps must be taken to ensure that the information is timely 
supplied to the managers as and when the require it. The decision makers should 



be made familiar with the procedure used in data collection and processing stages 
so that they can assess the extent to which they can rely upon tlle information. 
The system sl~ould be so designed that it is user friendly and, if required, 
managers on their own should be able to retrieve and make use ofthe stored 
information. 

4) Proper Linkages among Compone~its of Marketing Information System: 
Each of the four co~npo~lents or sub-systems of the marketing information system, 
viz., internal reporting system, marketing intelligence system, marketing research 
system and analytical marketing system, should be properly linked with each other 
and their should be utmost coordination among them to ensure attainment ofthe 
colnlnon end, i.e., provision oftimely and reliable information to the marketing 
decision makers. In a nutshell, what the company should strive for is an integrated 
marketing information system. 

5 )  Efficient, Reliable and Flexible System: A good marketing system is one that 
is able to provide quickly and reliable information to the decision makers at the 
minimum possible costs to the company. Furthermore, the marketing information 
should be so designed that it is capable of coping with the changing marketing 
environment and informatio~l requireme~lts ofthe decision makers in the 
organization. 

In brief, a good marketing information system is one that is user oriented. It should be 
able to meet the ~nanagers' current as well as future infor~nation needs. Both the 
operating and suppol-ting systems should be installed as capable of supplying 
information required for day to day decision making as well as for strategic marketing 
analysis and planning. 

Activity B 

FIold discussions with tlle marlceting manager(s) in your organization so as to ascertain 
wlletller a system exists in the organization to collect and provide the information 
required by the marketing managers and, if yes, to whal: extent the system can be 
considered effective in ~neeting their information requirements. After talking lo the 
managers, answer each of tlle questions given below. (Alternately you nlay get in 
to~~cl l  with another organization and complete this activity in respect of that 
organisation). 

a) Does the organization have a formal marketing information system? 

b) Which of the conlponents of a marketing information exist in the organization for 
collecting and analyzing the marketing information? 

c) Is the ~narketing information system able to quickly provide the information to the 
nlarketing decision makers? ( >Yes ( )No 

d) Is the marketing information system able to provide the managers all the 
infornlation they need for effective decision making? ( >Yes ( )No  

e) Do the managers find the iufor~nation supplied to tllellt as reliable and accurate? 

f) Is the information supplied easily understandable and usable by the marketing 
managers? ( >Yes ( )No 

Marketing Information 
and Research 
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NATURE 

In the preceding sections, we observed that marketing researcli is one of tlie 
components of marketing i~iforrnatio~i system. Since marketing researcli is an 
important way of collecting information needed by marketing managers for decision 
making, we must discuss it in detail. 

Simply speaking, research means a systematic and objective investigation of a 
subject or a problem in order to discover relevant information or principles. When 
applied to solving marketing problems, it is known as marketing researcli. In order 
to understand the'term marketing researcli more tliorouglily, let us have a look at a 
few definitions provided by the experts in tlie field. 

Green, Tull and Albaum (1997) defined marketing research as "The syste~natic and 
objective search for and analysis of i~ifonnation relevant to tlie identification and solution 
of any problem in tlie field of marketing." 

The definition provided by Malhotra (1 999) - a leading marketing ~.esearcll expert i n  
the United States - is almost similar. According to him, iiiarl<eting research is "the 
systematic and objective identification, collection, analysis and use of information 
for the purpose of improving decision making related to the identification and 
solution of problems (and opportunities) in marketing." 

Let us also have a look at the definition provided by American Marketing 
Association (AMA) which is considered to be the leading body of marketing 
professionals and academicians in 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 
a new definition ofmarketing research wliicli is give11 below in Exhibit 3.1. Though 
the new definition is more elaborate, it is riot as succinct as the earlier one. For 
purposes of better comprehension, we can continue to fall back upon AMA's earlier 
definition of marketing researcli. 

I Exhibit 3.1 

I AMA Redefines Marketing Researcl~ 

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

Marketing research specifies the information required to address these i s s ~ ~ e s :  designs the method for 
collecting information; manages and implements the data collection process; analyses the results; and 
communicates the findings and their implications." 

Source: "New Marketing Research Definition Approved", A4arketing News, VOI. 2 I ,  January 2, 1087. 

Tliese definitions clearly point to the following three liey c1hn~acteristic~s of 
marketing research which enable 11s to differeiitiatc 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 llint marketing rescarcl~ is a Sornial arrd ylarined 
process. It is decided beforehand as to what ilte nrarketing problem i s  and 



what information is required to be collected to solve the given marketing 
problem. It is also decided in  advance as to whicli methods will be used to 
collect the desired information and from whicli sources. These aspects that we 
will explore in detail in Section 3.7. Unlike in marketingresearcli, one does not 
go in for collecti~ig information systematically under the marketing intelligence 
system. Moreover, while using marketing intelligence system one is neither 
clear as to wliat information is to be collected nor one l<nows what source(s) 
and inetliod(s) to be used for collecting tlie information. One collects the 
information whateves he or she comes across while talking to the salesmen, 
dealers or custoniers and lnoving around the market. 

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

c) The other major characteristic of ~narlceting researcli is its clear cut focus on 
a given marketing problem. Tliis is quite in contrast to internal reporting 
and marketing intelligence systems where information of general iiature is 
collected witliout any specific problem in mind. For instance, wliile going 
tlirougli tlie montlily sales report or talking to a salesman, one miglit come to 
know that sollie products are not doing well in tlie market. This insight though 
i~seful is not a part of niarketing research as it has not been collected 
pi~rposively in a formal manner. The rnanage~nent lias conic to know of this 
development j ~1st by chance while casually glancing over the monthly sales 
rcport or talking to salesman in a routine manner. 

PURPOSE OF MARKETING RESEARCH 

The basic purpose of marketing researcli is to facilitate decision inakii~;: procclss. 
Marlteting researcli lielps the decision maker by clarifying the sit~lation or pr~ble~i i  
hc is confronted with and by diag~iosing the reasons responsible lol.!Iie protiem ~ n d  
idenlifying various alternatives that can help solve the given marketing problelii. I n  
tlie absence of marl<eting researcli in  tlie present day marketing environment, 
neither the marketing proble~ii would be correctly identified, nor is it likcly ihat a 
right marketing decision would be arrived at. By identifyinga number of alternates 
to choose from along with tlie lil<ely outco~ne of each choice, marketing researcli 
makes tlie task of making. 11ial.keting decision much easier. 

Marl<eting research not only makes tlie decision making process sinipler, but it also 
reduces tlie risks associated with the decision-making proccss. Tlie risks arise 
because of uncertainty of what will Iiappen in future. For instance, it is never 
certain as to how the custo~ners or distributors would beliave in  fi~ture or the 
manner in which tlle conipetition will react. To tlie extent tliat researcli provides 
information about tlie fi~ture, it anticipates ilie fi~ture and provides tlie manager 
with a soi~nd basis for liis decision-making. However, one cannot overlook tlie fact 
that researcli callnot provide perfectly exact or accurate information. U~icertainty 
about the expected outcome oftlie decisions will always reliiain there, no matter 
how nii~ch inforniation one has collected to base one's decision on hard facts. 
Example provided in Exhibit 3.2 is a case in point. But since tlie ~narketing 
research is based on scientific ~nelliods of data collection and analysis, its tindings 
and projections, at the least, provide a definite trend of scenarios for filture 
clecision-mal<ing. 

Marketing Information 
and Research 
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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 nlid 
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. The decision 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. This happened because of occurrence of three unforeseen events. Firstly, the youlhful 
car market segment did not grow as rapidly as the market research had indicated. Secondly, the recession 
also set in at about this time and people began looking for more economical means of transportation. 
Thirdly, there was a sudden 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. 
This example highlights the fact that despite best research effort the outcome can still be unpredictable. 
As Reynolds, a former Ford executive, commenting on the Edsel fiasco, commented, " If  is hard to see 
how anyone could, given the kind of car market !hat existed in 1955 and 1956 have anficipated such 
trends ... ". 

The third purpose of market research is to help firms discover market opportunities 
which can be profitably exploited. These opportunities may exist in the form 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 someti~ne back introduced a dairy whitener (as a 
substitute for milk) called 'Every Day' for making tea and coffee. The product turned 
to be a big success for being most convenient to use in offices where tea and coffee is 
consu~ned in large quantities, but fresh milk is not easy to procure. Every Day fulfilled 
a slot 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 improve the quality of 
marketing decisions? Give one or two specific instances, describing the marketing 
situations/problems in which marketing research was used. Alternately you may get in 
touch with anotller organization and colnplete this activity in respect ofthat 
organisat ion. 

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

3.7 SCOPE OF MARKETING RESEARCH I 

Marketing research is quite pervasive in nature and call be used by the marketing 
managers at all levels of managerial hierarcliy for discharging various managerial 
responsibilities. Be it marketing planning, organisation or control; rnarketingresea~.ch 
comes to a great help to the marketing lnatlagers in performing their duties. At the 
marketing planning stage, marketing research can be used to develop an ui~derstanding 
ofthe market situation and identi@ market opportunities and threats. It can also be 
used for estimating market and sales potentials, fixing sales targets and marketing 
budgets, dividing the market into different segments, selecting the target niarket(s) and 
developing appropriate positioning and ~narketing mix strategies. 



Eq~~al ly  important is the use of marketing research in organization and control of 
marketing operations. Marketing managers make use of marketing research to decide 
about tlie appropriate organizational structure - product or area based, laying down 
sales territories and determining the number of sales people to 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 witli tlie sales targets for purposes of marketing 
control. If any shortfalls in sales targets are detected, reasons responsible for such 
shortfalls can be identified with the help of marketing research. With an equal zest, 
marketing research can be employed by the marketing managers to explore 
alter~iatives to correct the shortfalls in sales in future. 

The other way of understanding the scope of marketing research is to have a look at 
its applications in various marketing decision areas. Based on the nature of marketing 
decisions for wliich it is used, marketing research is classified as (a) market researcli, 
(b) colisulner researcli, (c) product researcli, (d) pricing researcli, (e) advertising 
research, (f) distribution research and (g) sales research. Each of these types of 
marketing research applications are discussed below. 

i) Market Research: Market research is a part of marketing research, and as 
such it should not be confi~sed witli 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 is a study of market that is undertaken with a view to determine 
size and growth of tlie market, and to identify factors affecting the market. 
Before entering into a market, a marketing manager needs to ascertain whether it 
is wortliwliile to enter into the market. Even at tlie marketing planning stage, it is 
essential tliat managers know the nature of tlie market and various threats and 
cliallenges present in it. It enables the marketing manager to know as to wlio 
broadly speaking its customers are anci whether their needs and wants are 
Iiomogeneoi~s or heterogeneous. Besides gauzing tlie market potential, forecasting 
sales, and estimating market share that a company can possibly attain given its 
marketing programme; market researcli helps marketing manager in - 
understanding tlie extent and nature of competition present i n  the market. It also 
supplies the information relating to distribution infrastructure and other support 
services available in the market. Througli provision ofall tliis information, market 
researcli enables a marketing manager to ascertain the opportunities and threats 
present in the market. 

ii) Consumer Research: You know tliat marketing is an activity wliich is primarily 
concerned with identifying and fulfilli~ig customer needs and wants. Marketing 
researcli should, therefore, precede marketing planning and organization. 

The u~lfulfilled needs and wants should be first identified and translated into 
technically and economically feasible product ideas, which then should be 
marketed to tlie customers. To be able to decide about promotion, pricing and 
distribution decisions, you as a marketing manager should know wlio the 
customers are for your products (wlietlier housewives, teenagers, children), what 
tlieir socio-economic profile is in terms of income, education, cultural, religious 
and professional background; and where they are concentrated in terms of 
location. Besides this information, it is also important for you to know the process 
by wliicli a prospective customer arrives at a decision to buy your product. If you 
know the sequential steps in the purcliase process and tlie influencing variables at 
each stage, you can design appropriate strategies to exert a positive impact on 
them, and thus ensure an actual purchase of your products. All tliis is 
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iii) 

iv) 

v) 

vi) 

acco~iiplislied through the use of consunier research - a specialised and distinct 
application of marketing research. 

Sometime back, Doordarshan conducted audience researcli 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 a detailed questionnaire in the leading national newspapers 
and invited viewers to fill it in and send it back to them. Using this information, 
Doordarshan developed plans to revamp its programmes and timing schedules to 
cater to the large majority of viewers. 

Product Research: The other important application of marketing research 
pertains to product development and planning. It is known as product researcli. 
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 variants of tlie basic product, accessories and 
attachments which need to be offered to the customers. Product research is 
equally used by the marketing managers for evaluating new product ideas, testing 
product positioning a~id estimating future sales levels. 

Pricing Research: Pricing research is used to fix the wliolesale as well as retail 
prices of tlie products. Price research helps in estimating the level of demand at 
different price points. Such an analysis reveals tlie extent to which customers are 
sensitive to price changes, and provide valuable clues to the marketers in deciding 
the final price of the product. 

Advertising Research: 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 be small, while in others it may run into 
crores of rupees. Irrespective of tlie actual amount spent on advertising, each 
company wants to maximise the return on every rupee that it spends on 
advertising. Advertising research lielps the firm to accomplish this objective. It 
provides infor~nation on the most cost-effective media and provides insights for 
determining advertising budget. It is also used for measuring effectiveness of 
specific advertisements; advertising campaigns and the entire advertising strategy. 
Another important use of advertising research is to collect infortnation on the size 
and type of audiences for different advertising media such as different radio 
programmes, TV channels, newspapers and magazines. This information is used 
to refine the advertising strategy to make it more relevant and sharply focused. 
Advertising research is also used for determining the image that tlie customers 
hold about the cotnpaliy and its products. 

Distribution Research: Distribution research helps in identifying different types 
o f  distribution channels and retail outlets that are available in the market and 
assessing their quality and costs. On the basis of comparative information for 
different channels and different types of outlets, one can clioose tlie combination 
that is most suitable for a company's product. 

Let us consider an example. A firm is marketing refrigerators tliro~~gh distributors 
and retailers in tlie Eastern zone. The understanding between tlie firm and 
distributors is that tlie latter will provide after sales service to the customers. 
Analysing tlie sales figures, tlie firm finds that tlie sales level in Eastern zone is 
much lower than in tlie other zones. Marketing research reveals tliat one of the 
reasons for this low sales performance is the poor after sales service provided by 
the distributor. I11 a liigli value durable product such as refrigerator, quality of after 
sales service is an important factor influe~ici~ig the customers' purchase decision 
regarding the specific brand to buy. Based on tliis research finding, the firm can 



decide to do away witli the distributor and instead open its own branch office. 
The new distribution channel comprising branch office and retailers is 
operatio~lally more expensive, but the company 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 more than 
compensated by increased sales and higher customer satisfaction. 

Distribution research can also be useful in determining the best possible location 
for setting LIP a warehouse. A marketing manager can study the movement 
patterns of goods to different cities and identify high and low sales potential areas. 
The finding coupled with information on rail/road connections can be helpful in 
deciding the ideal location for the company's wareliouse in a given region. 

vii) Sales Research: Sales research is undertaken by a company to ascertain its 
sales performance. More specifically, sales analysis enables a company to know 
tlie extent to which company has been able to achieve its sales target and where 
it stands in coniparison to its competitors i n  the marker. When analysed in terms 
of brands, customer groups, sales territories arid time period, sales research can 
provide useful insights as to whicli brands with which customers groups in which 
sales territories and time periods are doing well. This in turn can be helpful in 
identifying areas for future investments and divestments. Sales research is also 
used for analyzing costs and profitability associated witli different brands, 
customers groups and sales territories. This enables the marketing manager to 
know whicli brands, ci~stomer groups and sales territories are more profitable and 
where tighter cost control measures are needed. 

3.8 MARKETING RESEARCH PROCESS 
Marketing research is undertaken in  order to improve the understanding about a 
marketing situation or problem, and improving the quality ofdecision-making. But much 
depends on how well tlie 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 fol lowing five steps: 

i) Problem definition 

ii) Determining research design 

iii) Field work and data collection 

iv) Data analysis 

v) Report preparation and presentation 

3.8.1 Problem Definition 

A problem is any situation which requires further investigation. However, not all 
marketing problems need formal investigation or research. Many proble~ns are ofa  
routine and trivial liatilre whicli can be solved immediately after ascertaining relevant 
facts already available witli the company. Suppose your distributor wants 90 days 
credit against tlie usual 60 days because he is facing certain financial problems. You 
call immediately check this distributor's past records in honouringliis outsta~idings and 
ascertain the genuineness of his problem and make a decision. 

Sometimes marketing managers face marketing problems where tliey do not have 
facts with them. What tliey have is some 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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always turn out to be correct, but the problern may not be important enough to justify 
substantial time, money and effort being spent on solving it. This usually is the case 
with marketing problems which are of routine nature and do not entail much costs. 

But when the problem is critical, spending resources on marketing research is 
warranted. Also when the problem 'is such that the manager has no past experience to 
guide him (as in the case of a new product launch) or when the decision is likely to 
have a critical impact on the future of the company (such as diversification into new 
markets), it is worthwhile to undertake research and make decisions on tile basis of  
research results rather than depending on gut feelings or hunches. 

It is imperative that you properly define the problem to be investigated. Problem 
identification and definition is the first 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 the problern, and can result in collection of wrong 
information. It is correctly said that 'a problem well defined is half-solved.' A clear, 
precise and to the point statement of the problem itself provides cues for the solution 
and enables the researcher to identify specific information needs to solve the 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 problelns being 
researched and useless results generated. 

Contrast the two following statements of the same marketing problem: 

a) Wrong problem definition 

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

Market ................... .... : West Zone 

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

This is a poorly defined problem because it does not specify as to what 
information needs to be collected by the researchers. 

b) Correct problem definition 

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

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

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

Market segment ........................ : Non-office customers, i.e., professionals such as 
lawyers, doctors, accountants, consultants, 
journalists and 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 a 2 per cent growl11 rate as against 
the projected 5 per cent. 

Marketing research problem ....... : To find out the reasons for the s h o ~ ~ f a l l  in the 
growth rate in the non-office market segment 
and suggest a specific strategy to achieve a 10 
per cent market share in this s e g ~ n e n t  by 
December 2003. 

This is correct definition of the problem and researcher can determine in advance 
as to what information he is expected to supply to the decision maker. 



3.8.2 Determining Research Design Marketing In for lna t ion  
and  Research 

Once a problem has been correctly and precisely defined and the researcli objectives1 
i~lformation needs clearly stated, the next step is to determining the researcli design. A 
researcli design is a plan tliat guides the conduct ofan investigation and collection of 
lieeded information. The decisions concerning data sources, data collectiori methods 
and specific research instrument and sampling plan that you will use for collecting the 
data come under the purview of the researcli design. 

a) Data Sources 

There are two important sources of data viz., secondary data and primary data. 
Secoridary data are tlie data tliat have been already collected in the past and you can 
make use of tliem in solving your ~narketing problem. A great deal of data such as 
those relating to population size and growth, major competitors in tlie market, total 
industry sales and market shares of different competitors ancl type of distribution and 
marketingsuppol-l services available in a market is collected and publislied periodically 
by tlie government organizations, trade and industry associations and research firms. 
Various goverliment depal-tments and ministries such as Planning Commission, Central 
Statistical Organisation, Reserve Bank of India, Census Co~nmission as well as private 
organizations sucli as FICCI, CLI and PHD regi~larly collect and disseminate a variety 
of information, One can also make use of the dataco~npiled by international bodies like 
WTO, UNCTAD, Internatio~ial Labour Organisation, World Bank and International 
Monetary Fund. Sucli data are especially useful for the firms operating internationally. 
With develop~nents in infor~iiation teclinology, many a secondary data are nowadays 
available online. 

Since seco~idary data already exist in an accessible form, tliese only liave to be 
located. You n~ust always first check whetlier any secondary clata are 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 tliese 
were origi~ially collected perhaps for another purpose. Tlie data must also be checked 
for reliability, relevance and accuracy. 

Activity D 

Talk to tlie marketing executives i n  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 sources that your 
organization migllt liave used in ~iiaking marketing decisions. In case you are not 
employed in an organization, you may get in touch with another organization and 
co~nplete tliis activity. 

Primary Data refers to original data collected specifically for tlie current researcli. 
Primary data can be collected from customers, retailers, distributors, lnanufacturers or 
other infomatio~i sources. Though collection of primary data is a costly and time 
co~lsu~ning process, it does pay itself by providing usefill insights and perspectives to 
the ~iiarketing managers in solving marketing problems. Primary clata may be collected 
tlirougl~ any of tlie three methods: observation, interviews and experimentation. 
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In observation method, the researcher gathers information by observing, i.e., 
noting down things and behaviours. This method is generally used to observe buyer 
behaviour in a shop or to assess the impact of shelf placemelit and point of 
purchase promotional material. For instance, you, may like to observe the movement 
of sliopping traffic through a department store, the number of shoppers wlio 
stopped before a particular display, etc. The obvious limitation of the observatioll 
method is that it allows observation ofonly overt behaviour. It provides no cues as 
to why a customer behaves in a particular manner, what product attributes appeal 
most to him, whether he would like to buy the product again, etc. 

Interviewing nzeihod is used when one wants to collect information about 
consumer motives, perceptions, attitudes, past behaviours and fi~ture intentions -all 
of wliich are not observable. The interview method can also yield information about 
the socio-economic profile of your customers. The interviews can be conducted'on 
either s~nall group of persons or a large group of persons. 

The mail questionnaire is appropriate when your sampling units are distributed 
over a wide geographical area and tlie cost of reaching them personally is very 
high. In such case you can send a questionnarie (list of questions), wliich the 
respondents f i l l  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 have to mail 1,000 questionnaires to get back thirty filled-in 
questionnaires. Another drawback is that you have no way of checking tlie 
authenticity and accuracy of the response. The respondent may f i l l  totally wrong 
information and you may never be able to detect it. 

Experinlentation method is basically a simulation of the real-life situation, but in a 
controlled environment in which you systematically introduce certain elements to 
study their impact. This method is used for finding the best sales training technique, 
the best price level, the most effective advertisement campaign, etc. However, its 
use requires an extremely skilled researcher to ensure useful results. Also, this 
method is expensive. 

b) Resenrclt Instrument 

In  the observation method, tlie researcher may use a camera, tape recorder or tally 
sheet (that is a sheet in wliicll the number of times an event occurs is recorded). 
Whatever the instrument used, tlie researcher inlist ensure that the itistri~~ne~it is 
appropriate to the occasion and is reliable. 

In the survey method, the most commo~lly used instruinelit is the questionnaire. 
This is a written and organised format containingall tlie questions relevant to 
soliciting tlie required information along wit11 tlie spaces provided to record the 
answers. The preparation of a questionnaire requires great ski I I .  To check that the 
questionnaire serves the research objectives, it should be tested on a limited scale 
and this is technically known as apilot survey. The objective of a pilot survey is to 
weed out unnecessary questions, questions which are difficult to answer, and 
improve the phrasing of certain questions which are difficult to comprehend. 

Tile wording of tlie questions is a vely important in ensuring correct response. 
Clearly worded and precise questions are not only easy to understand, but they also 
increase respondents' cooperation in providinganswers. Consider the following 
three alternatives in this context : 

a) Where did you buy this toothpaste? 
I 

b) Can you please tell lne the na~ne of the shop from where you bought this 
toothpaste? 

c) From which shop did you buy this toothpaste? 



On the other hand, suppose you are trying to find out the custom& perceptions 
about the perfornlance of foreign brands of televisions versus Indian brands. The 
manner in which you phrase the questions is extremely critical as it can influence 
the response. Consider the following three alternatives: 

a) Do you think there is any difference in the performance of Indian TV sets as 
compared to foreign sets? 

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

c) Most people feel that foreign TVs perfor111 better than Indian ones. Would 
you agree with this statement? 

The first one is a better alternative for being neutral in wording. The phrases 'by 
and 'c' are not good choice as these entail interviewer and respondent induced 
biases. 

It should, moreover, be kept 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 is free to give 
answer in his own words. "How would yozr 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 as tingling? Yes/No" is a close- 
ended question because here respondent is not free to provide answer in his own 
words. He gives his answer si~llply by ticking one of the alternatives provided at 
the end of the question. 

'The advantage of i~sing the open ended questions is that they give the respondent 
freedom to answer in his or her own words. And this often provides information 
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 
scope for misinterpretation. 

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

Activity E 

Using open-ended and closed-ended questions, construct a brief questionnaire for 
gathering information about consumer attitudes towards coffee and their coffee 
consu~nption behaviour. 

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 is also 
known as the 'population' or 'universe'. For conducting marketing research, you 
would rarely gather information from the entire population. Rather you would select a 
small group of persons or units - referred to as sample. A sample is, therefore, a small 
group of persons or units which has all the characteristics ofthe population used for 
conducting the research. The reasons for not using the population for marketing 
research are: 
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a) number of units in the population may not be known, 

b) population units may be too many in number andlor widely dispersed, thus making 
research an extremely time consuming process, 

c) it may be too expensive to include each population item. 

When the number of items in the population is small and known (say, the number of 
I 

cinema halls, colleges, government hospitals in a city), you may use the population as 
your source of information. But in most cases, a representative group which has all the 
characteristics of the population and is known as sample is drawn from the pop~~latio~i 
and this is used for conducting research. Having decided to use a sample, your next 
step is to draw up a sampling plan. There are three decisions to be made in connection 
with the sampling plan: 

e Who in the populatio~~ should be surveyed, i.e., determining sanzpling unit, 

e How many units are to be surveyed, i.e., determining satnple size, and 

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

The choice of sampling unit will depend on the product with which you are dealing 
and the kind of information you need. In case of a product such as lipstick if you need 
information on the reasons which motivate a customer to buy your brand, your 
sampling unit would obviously be a female. But would the population comprise all tlte 
females? Obviously not, because all the females do not use lipsticks. You then need to 
collect information about females who use lipsticks in terms of their socio-ecouoniic 
background, education, occupational profile (student, housewife, professional), age and 
marital status. The sample which you choose must be representative of the universe in  
terms of all these characteristics. If you want to find out the montllly sale of all brands 
oflipsticks in a particular market, your qampling unit would be the distributors or retail 
outlets who deal in cosmetics. Suppose the product being researched into is toys for 
the under 7-years age category. Who wo~~ld  constitute your sampling  nit: the cllild 
who actually plays with the toys or the parents who exert a strong influence in tlte final 
decision to purchase a particular toy? Here you would have to consider not only the 
kind ofi~tformation that you need, but also who is most likely to have it and his ability to 
communicate, and choose your unit accordingly. 

Activity F 

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

your sampling unit? What socio-economic variables would you consider in detailing the 
profile of your customers? 

....................................................................... ......I ......................................................*.. 

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

In deciding on the sampling size, you have to make a trade-off between the desired : 

accuracy of the results and your budget. The larger the sample, the Inore accurate are 
the results likely to be, but the cost would also be correspondingly ltigll, Anotller factor 
affecting the sample size is the kind of research which is being conducted. In an 
exploratory research, even a small sample may be sufficient. In focus-group 
interviews, for example, sa~nples of sizes 8 to 12 persons are sufficient becailse here 



the purpose is to just Icnow about tlieir views rather than making any quantitative 
estimate of their consumption levels or intensity of given marketing problems. 

A marketing researcher has to decide as to which sampling method he would use 
for selecting tlie given number of units from 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 units on the basis of his or her judgment. Generally a 
researcher prefers those units which are either conveniently located (such as shops 
on tlie main shopping street) or such units which in his or her opinion are 
knowledgeable and will be willing to provide information. Non-probability sampling 
is mostly used in exploratory research where a representation of the universe is not 
important. But where true represelltation is important, probability or random 
sanipling is used. Random sampling enables the researcher to make an accurate 
estiniate of tlie populatioli characteristic but it is more expensive than non-probability 
sampling. The cost that you can bear and the degree of accuracy which you require 
liave to be weighed to arrive at a decision. 

3.8.3 Field Work and Data Collection 

This is the stage where tlie research design has to be converted from the planning 
stage to that of implementation. It involves goingto tlie field and beginning the data 
collection work. Two stages in  field work are: ( I )  organising the fieldwork and 
(2) supervising the data collection work. 

Organising Field Work: It has to be decided how l~iany people will be assigned to 
tlie field, what will be their qualifications, what will be tlieir geographical areas of 
coverage and , how they will be trained. It is necessary to select those persons who 
are familiar with the place where the survey is to be done. Preference should be 
given to those persons who delnograpllically match with the profile of the 
respondents to be interviewed. Appointilig a Inale to interview the female 
respondents regarding their cosmetic purchase behaviour will be a mismatch. 
Females will not feel free in expressing their feelings about various brands of 
cosmetics or motives for using a particular brand. It will be desirable that a female 
fieldworker is appointed to carry out this task. 

Before sending the fieldworkers to the field for conducting interviews, it is always 
desirable to properly train tlicln and acquaint them with the survey objectives and 
procedures. Specific instructions concerning sample selection can be issued to them 
such as selecting every fourth household in a lane, all flats with an even number in 
an apa~tlnent 'block' etc., to ens~lre that they select tlie sampling units as per the 
sampling plan. 

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

Apart froni actually accompanying team members on data collection missions, the 
supervisor can also make random check to ensure that the data collected is genuine. 
The check can be conducted either over telephone (wherever possible) or by 
visiting the sampling unit. The supervisor 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 the field workers do actually 
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collect the data from the genuine source of inforrnatiol~ and notjust fill i n  the data 
using their own i~nagination and ingenuity. 

The collected data has also to be checked for its objectivity and accuracy. The data 
lias to be carefully checked to ensure that there is no disto~Tion because of the field 
worker's bias or the respondent's bias. Respondent bins arises because people 
generally like to project an image about themselves and their life-style whicli is 
more flattering than the reality. This bias would operate Inore in q~~estions relating to 
income; possession of certain items (VCR, air-conditioner), and habits relating to 
life-style (frequently traveling abroad, visiting clubs or restaurants). Interviewer 
bins arises because of the interviewer's own pre-conceived notions and ideas. A 
female interviewer may select more of female respondents in her sample because 
she may feel that it is easy for her to gather infortliation from women rather than 
men, thus introducing interviewer bias in sample selection. 

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 guidelines for tackling such situations. Field worker can be instructed to 
visit a designated respondent a given nu~nberof times andlor visit the respondent at 
other times of the day when lie or she is more likely to be at home. If the 
respondent is still not approachable, he may eventually be dropped. On not finding 
the designated respondent at home, the field workers Inany a time si~bstitute him or 
her by a person living next to his house. This, however, is 1101 a good policy and can 
lead to over representation of one particular type of persons who happen to be at 
home at the time of visit of the field workers. 

3.8.4 Data Analysis 

After yo11 liave collected the data, you need to process, organise and analyse the 
raw data so as to make them easy to understand and use in decision-making 
process. There are four phases involved in data analysis: 

b) Tabulation and graphical representation 

c )  Data summarisation 

d) Statistical inference 

e)  Correlatio~i and additional dataanalysis. 

Data Editing: The collected data are first edited to ensure some minimu~n quality 
standards. Each and every filled i n  questionnaire is screened to ascertain wl~ell~cr 
answers provided by a respondent are adequate and consistent wit11 each other. It is 
also checked whether different respondents liave used the same unit for answering 
the given question. Suppose we are editing the answers to a question "What is your 
income?" If we find that while some have ariswered this question in terms of 
monthly income and otliers have provided annual income figures, then we should 
edit the answers to ensure that all answers are in the same illlit -either in monthly 
income value or the income annual figure. This call be done by either converting 
monthly income figures into annual income figure by ~nultiplying the mo~~tlily 
reported incomes by 12, or else the reported anili~al incomes can be converted into 
monthly incomes by dividing the reported annual income by 12 to maintain 
consistency in the answers provided by the respondents. Questionnaires are also 
checked to see whether most of the questions have been answered or not. 
Questionnaires with too many answered questions are dropped from further 
analysis. 



Tabulation and Graphical Representation: To draw inferences for use in 
decision making, data are tabulated and presented in terms of graphs. Individual 
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 a frequency distribution as 
illustrated in Table 3.1 

Above 200 I 4 I 

Table 3.1 : Frequency Distribution 

The frequency distribution may involve a single variable as in Table 3.1 or it may 
involve two or more variables which is known as cross-classification or cross- 
tabulation. You can make use of different types of graphs and diagrams to provide a 
bird's eye view of the information contained in the tables easily understandable, 

r 

No. of units 
sold in April 2005 

Up to 100 

101-120 

121 - 140 

141 - 160 

161 - 180 

Data Summarisation: The frequency distribution presentedper se may not yield any 
specific result or inference. What we want is a single representative figure which can 
help us to make useful inferences about the data and 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 the data in single figure. Exhibit 
3.3 provides an example of how the collected data are summarized to aid the decision 
making process. 

No. of shops which 
achieved this sale 

18 

25 

33 

29 

19 

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 wishes to introduce the concept of a single-day pack i.c., a 
pack which contains only that number of bread slices that is usually eaten in a single day. This 
strategy would help to keep thc price of the pack well within the family's limited budget. The firm 
has many opinions on the ideal number of slices that the pack should contain - ranging from three lo 
as high as twelve. The firm decides to hire a proressional marketing agency to conduct market 
research and recommend the number of' bread slices it should pack. 

The research agency goes about the task in two steps. In the first step, it randomly chooses five 
families (who are consumers of  bread) in each of the  four colonies in the city. These families are asked 
to maintain for one week a record of  the exact 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 (5 families in 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 slices to be packed in each pack. 
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1 Step I I 
Family 1 

Day Number of bread slices consumed 

Monday 4 

Tuesday 3 

Wednesday 2 

Thursday 5 

Friday 6 

Saturday 5 

Sunday 3 

I Mean = 
4+3+2+5+6+5+3 - - -  28 = 4 .  

7(no. of days) 7 

I Step I1 

I In  a similar manner, mean values for rest of lhe sample units are computed. Suppose the mean values 
for 20 sample units are as follows: 

Rearranging these mean values in a frequency distribution, we have: 

Mean value Frequency 
(No. of bread slices eaten daily) (No. of families) 

The mode in this frequency distribution is 8. Eight slices is the most commonly occurring consumption 
pattern. The agency's recommendation is to pack eight bread slices in the single-day pack. 

Statistical Inference: These procedures involve the use of sample data to make 
inferences about the population. Tile three approaches used here are: estimates of 
population values, hypotheses about populatio~i values and tests of association between 
values in the population. Statistical inference as an analytical tool for marketing, 
decisions is gaining wide acceptance. 

Correlation and Additional Data Analysis: Besides having a sulnlnary o f  the data, 
the marketing manager also would like information on inter-relationships between 
variables and the qualitative aspects ofthe variables. The interrelationships among 
variables can be  examined with the help of correlation and other statistical tools and 
techniques. 



Correlation coefficient measures the degree to which the change in one variable is 
associated with change in the other variable. AS a marketing manager, you would like 
to know if there is any relation between the amount of ~noney you spend on advertising 
and the sales you achieve. Correlation coefficient, in this case, would tell you the 
extent of relationship between these two variables, whether the relationship is directly 
proportional (increase or decrease in advertising is associated wit11 increase or 
decrease in advertising) or it as an inverse relationship (increase in advertising is 
associated with decrease in sales and vice versa) or there is no relationship between 
the two variables. However, it is important to note that correlation coefficient does not 
indicate a causal relationship. Sales is not a direct result of advertising alone, there are 
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 aRer further 
investigation. You may tind a correlation between the height of your salesmen and the 
sales, but obviously it is of no significance. 

For deternli~ling casual relationship between two variables, you may use regression 
analj~sis. Using this technique you can predict the dependent variables (say sales) on 
the basis of the independent variables (say advertising expenditure). 

So far we have considered relationship only between two variables for which 
correlation and regression analysis are suitable techniques. But in reality you would 
rarely find a one-to-one causal relationship, rather you would find that the dependent 
variables are affected by a number of independent variables. Sales is affected by the 
advertising budget, media plan, co~lte~lt of the advertisements, number of salesmen, 
price of the product, efficiency of the distribution network and a host of other 
variables. For determining causal relationship involving two or more variables, multi- 
variate statistical techniqtres are applicable. The most ilnportarlt of these are the 
~nultiyle regrsssior~ alzalysis and discriminant analysis. Marketer also use these 
days cluster analysis and factor analysis for studying relationships anlong variables 
or observations. Because of space constraints, we are not providing any details here 
concel.ning these techniques. You can consult any standard book on lnarketing 
research to gain familiarity with these techniques. 

3.8.5 Report Preparation and Presentation 
The final step is the research report preparation and presentation. A typical format of 
the report may comprise of the followi~lg 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) Exectltive Summary of conc1usion.s and reconzniendutions: This section 
contains lnairl findings of the research study. On the basis of the findings of the 
study, recommendations are made to assist marketing managers in  their decision 
making. 

c) Sa17p1e design: This section provides a detailed description of the sampling 
method used in the study and profile of the respondents in terms of their 
geographical location, socio-economic status and other characteristics. 

d) DetailedJindings and observations: In this section, collected data are 
presented in a form which is easily comprehensible to the user. The data may be 
presented in tabular form or graphically in a bar chart, pictogram or pie diagram; 
or in a combination of all these. 

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

A nleeting is fixed with the marketing managers and an oral presentation of the report 
is made to enable the marketing managers understand the findings of the study and its 
ilnplicatio~l to decision making. 
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Despite importance of marketing research in decision making, its usage has somehow 
been conspicuously low among Indian busi~iess firms in the past. Only a few big firms 
(especially the ones which were subsidiaries 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 liad set up marketing 
research departments within the firms. Presence of a seller's market in the cou~itry due 
to highly restrictive industrial licensing policy and restrictions on imports was amongst 
the major reasons responsible for this phenomenon. Constant scarcity of products and 
lack of market competition provided a sort of monopolistic and oligopolistic powers to 
the then existing firms. As the firms were able to easily sell all that they were producing, 
there was hardly any incentive for these firms to be innovative and make use of 
marketing research. Moreover, as the majority of the Indian firms were operating on a 
small scale, they were in direct touch with their customers and felt hardly any need for 
marketing research. Indian firms, moreover, did not show much interest in ~narketing 
research as they lacked a professional approach to decision making. The firms were 
managed largely by people who did not have professio~ial qualifications or specialised 
training in marketing. Since the managers did 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. Especially since the eighties, tlie Indian 
market has undergone a significant meta~norphosis as a result of changes in the 
government policies and other developments in the country. Due to entry of a large 
number of Indian as well as  foreign firms in the market, co~npetition has considerably 
hot up. 'The erstwhile seller's market has now paved way to buyers' markets for a 
variety of  products. Technological upgradation has received a new thrust in the 
economy and has provided a spurt 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 
commu~~ication and channel arrangements have emerged on the scene. A shift from 
price to non-price competition has also started taking place in the market. All these 
changes have made the marketing tasks today greatly complex and risky. Marketers, 
especially those in 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 ma]-keting research in marketing decision making. 

In the absence of any latest information, it is difficult to categorically state as to how 
much Indian firms spend on marketing research. Nonetheless based on whatever little 
information is available, it can be observed that marketing research expenditure in tlie 
country still continues to be quite low in comparison to what is incurred by the firms in 
other countries. In a study of 130 Indian business firms in tlie mid-eighties, Consulting 
and Research Enterprise (CORE), Hyderabad, found that v~liile about 40 percent of the 
firms had spent less than Rs. 1 lakh, 46 percent were spending between Rs.1 lakli and 
Rs.10 lakhs. 011ly about four percent of  the surveyed firms had expenditure more than 
Rs.10 lakhs. As a percentage of sales, tlie expenditure on marketing research was 
abysmally low, ranging from less than 0.01 percent to a ~naximum of 1.3 percent. For 
the majority of  the firms (viz., 91 percent), tlie expenditure was just 0.4 percent or even 
less (see Table3 -1). The study further reported that as against industrial goods firms, tlie 
consumer goods firms were spe~idi~ig more on marketing 1.esearc11. 

A similar conclusion was arrived at by a niarketing research professional-Mr. Ranjit Chib. 
According to his estimate, a majority of regular research spenders (1 50 out of I 70) had 
a research 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, 
obvious that majority ofthe Indian firms have so far been small marketing research spenders. 



Table 3.3 contains information about the major uses of marketing research in India. 
New product decisions constitute the most frequent usage of marketing research, 
followed by research applications such as estimating market share, gathering 
competitive information, demand estimation, product modification, ~neasuring customer 
satisfaction, and diversification decisions. It is quite surprising that despite heavy 
advertising expenditure, firms do not make much 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 alllong the major 
applications of marketing research in the country. 

Table 3.1: Marketing Research Expenditure by Indian Firms in 1985-86 

Sonrce: As reported in Sanjay K. Jain, "Marketing Resewch in India: A Perspective", Manageme~zt & 
Change, Volume 1, No. 1, 1997. pp, 71-100. 

Expenditure 

Marketing researclz expenditure ( Rs.) 

Less than Rs. 1 lakl~ 

Rs. 1 lakh to Rs. 10 lakhs 

More than Rs. Rs. 10 lalchs 

Marketing resenrclr expenditure as 
percentage of sales 

Up to 0.01 

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

Respondents 
(percentage of firms) 

40.0 

46.0 

14.0 

100 

28.0 

Table 3.2: Volumewise Break-lip of the Regular Spenders of Marketing 
Research in Iiidia 

0.02 to 0.09 

0.10 to 0.40 

More than 0.40 

Approximate number 
of companies 

34.0 

29.0 

9.0 

100.0 
1 

Category Volrime of spending 
(Rs.1 

A1 

A2 

B 1 

B2 

Sonrce: Same as Table 3.1. 

C1 

C2 

Note: Inclusive of expenditure on both in-house and outside research. 

More than Rs. 50 lakhs 

Rs. 25-50 lakh 

Rs. 10-25 lakh 

Rs. 5-10 laMl 
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1 

5 

10-12 

D l  Rs. 20,000 - Rs. 1 lakh 100 

Rs. 2-5 lakh 

Rs. 1-2 lakh 

18-20 

30 
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Table 3.3 : Areas of Most Frequent Use of Marketing Research in India 

Source: Same as of Table 3.1. 

Area 

New product decisions 

Estimating market share 

Gathering competitive information 

Demand estimations 

Product modification decisions 

Measuring customer satisfaction 

Product positioning decisions 

Diversification decisions 

Market segmentation decisions 

Advertising tlieme/message decisiolis 

Pricing decisions 

Customer service decisions 

Product elimination decisions 

Evaluating advertising effectiveness 

Channel modification decisions 

* Refers to firms that reported using marketing research frequentlylalways in the given area. 

Percent of Firms* 

58 

49 

47 

46 

44 

43 

42 

40 

3 8 

3 1 

30 

27 

21 

20 

09 

Information regarding the way Indian companies get marketing research conducted is 
presented in Table 3.4. It is evident 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-house research staff. Advertising 
agencies, consultants and syndicated research services come next in order of 
importance. 

It may be mentioned liere that while tlie 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 bee11 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 types of products. While industrial goods and 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. 

The last two decades have witnessed phenomenal growth in tlie importance of 
outside agencies for meeting the marketing research needs of Indian firms. Seeing 
growth in demand for various types of marketing research services, a number of 
marketing research agencies have been set up in the country. 'These research 
agencies provide customised as well as syndicated research services to 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 
colnmon information needs of a group of firms. 



Table 3.4: Ways of Conducting Marketing Research in India 

Source: Same as of Table 3.1. 

Way a firms get 
research conducted 

Firms' sales staff 

Marketing research agencies 

In-house marketing researchers 

Advertising agencies 

Consultants 

Syndicated research services 

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

In recent years, marketing research has undergone several changes. It has come up as 
a versatile tool for market analysis, planning, and control. In the past, generally big 
multinational companies used to be the users of marketing research. But of late, Indian 
companies liave also started making use of marketing research. 'The number of smaller 
co~npanies as well as industrial goods firms using marketing research has considerably 
increased. Another noteworthy change pertains to larger use of marketing research in 
non-traditional areas such as family planning, immunization programme, literacy 
campaign, energy conservation, nutrition, and liygiene plans, Various government 
departments and social organizations liave started realising that such studies are 
imperative for effective development as well as execution of social welfare schemes. 

Percent 
of firms* 

59 

52 

44 

3 5 

34 

22 

Qualitative research has fast gained importance in India. I11 the wake of market place 
getting too cluttered with products and advertisements, marketers are finding pure 
demographic profiles oftheir customers highly insufficient. Marketers have come to 
realize that their customers are more than simply being niales or females or belonging 
to a particular age and income group. They have unique personality, life style and 
aspirations. Marketers have, therefore, started demanding qualitative descriptions of 
their customers. Psychographics, as it has come to be called, is being increasingly 
used to develop a qualitative profile of the customers which the marketers find very 
useful in segme~iting their market and evolving positioning and advertising strategies. 

Nature of firms using 
the research mode 

Firms of all sizes, industrial 
goods and service firms 

Large firms, consumer goods 
firms 

Large firms, industrial goods 
and service firms 

Smaller firms 

- 
Larger firms and consumer 
goods firms 

It may, however, be pointed out that conducting marketing research in India is not an 
easy task. Being a big and diverse country, a national survey requires India to be 
divided into at least 1000 sampling districts and interviewing at least 10,000 people 
spread over a vast area. This implies employing a large field force and spending 
considerable time and money in completing the research projects. Multiplicity of 
la~iguages requires translation of a questionnaire in a minimum of five to six languages. 
Itifrastructural problems also come in a big way in executing the national surveys. As 
the communication and transport networks are not yet fully developed, it becomes very 
difficult to reach tlie people residing in far-flung areas. And if such people are 
excluded from the survey, the sample ceases to be tlie true representative of the 
country's population. Absence of secondary data is another problem. Though census is 
conducted after every ten years in the country, yet the full results are never released in 
time. Non-availability of suitable sampling lists forces tlie researchers to make use of 
non-probability sampling methods which in turn adversely affects the reliability and 
validity of tlie collected data. 
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Attitudinal problenis 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 mangers to be 
holding the opinion that researcli findings do not represent the real world and marketing 
research data are not reliable enougll to be used in decision making. Respondents 
considered gut feeling to be of more importance than marketing research results in 
decision making. Especially the executives from the smaller co~npanies more strongly 
held this belief. Further, many executives opined that benefits of marketing researcli 
are not high enough to just@ tlie costs incurred on marketing research. The surveyed 
marketing managers also complained that marketing research often takes too long to 
be of any real use. 

Notwithstanding these problems and attitudi~ial constraints, use of marketing researcli 
in India is poised for phenomenal upsurge in the coming years. With liberalizatio~i of 
government's industrial and trade policies and hotting up of the co~npetition in the 
market, more and more business firms as well as public utilities and non-profit making 
organisations would start making greater use of marketing researcli. 

SUMMARY 
Information is an important input used in making marketing decisions. Marketers need 
a variety of information about their customers, competitors and support service 
providers in the market. They also need infor~nation about macro marketing 
environment. Marketing information system wliich is a set of procedures and methods 
for tlie regular, planned collection, analysis and presentation of information IleIps the 
marketing managers in their decision making endeavours. Marketing i~lformation 
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 is able 
to provide relevant, up to date and objective information to the decision ~ilakers on a 
regular basis. 

Marketing reseal-ch, which is a part of broader marketing system, is a planned and 
objective process of collecting and disseminating information relating to a specific 
marketing problem faced by the decision makers in a firm. Marketing research helps 
the decisio~l maker by clarifyirtg the situation or problem he is confronted with and by 
diagnosingthe reasons responsible for the problem and identifying various alternatives 
that can help solve the give11 marketing problem. 

Marketing research is quite pervasive in nature and can be used by the marketing 
managers at all levels of managerial hierarchy for carrying out different rnarlagerial 
tasks. Be it marketing planning, organisation or control, marketing researcli conies to a 
great llelp to the marketing managers in performing their duties. Some of tlie major 
applicatio~is of marketing research include: market research, consumer researcli, 
product research, pricing researcli, advertising researcli, distribution researcli and sales 
research. 

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

Witli liberalistion and opening up tlie markets, Indian firms have started making 
greater usage of marketing research. A number of research firms have come into 
existence and provide both the syndicated and c~~stomised research services to their 
clients. In view of India being a vast and diverse country, doing research in the 



country is not a simple task and it is beset with several infrastructural and attitudinal 
problems. But with competition fast hotting up in the market for almost all types of 
products, marketing research is poised for significant growth in future. 

3 . 1  KEY WORDS 
Analytical Marketing System: It is concerned with building and using marketing 
lnodels and techniques to analyse the information available with a tirm andlor 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 Information System: It is a set of procedures and methods for the 
regular and collection, analysis and pl-esentation of information for use in 
making marketing decisions. 

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

Marketing Research: It is a systematic and objective process of collecting and 
disseminating information relating to a specific marketing problem faced by the 
decision makers in a firm. 

Primary Data: Data which are collected originally for the current investigation. 

Questionnaire: A list of questions along with spaces to obtain the information from 
the respondents. 

Respondents: An individual in his personal capacity or representing an institution 
who fulfils all the requirements of a sampling unit and is used for collecting data. He 
is known as respondent because he responds to the questionnaire. . 

Sample: A s~nall 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: Data whicl~ have already been collected by an agency or 
individual and is available 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 a questionnaire. The data may be 
gathered personally, over telephone or by mail. 

3.12 TERMINAL QUESTIONS 

1) What are the different types of information that a marketing manager needs for 
making marketing decisions? 

2)  What is marketing information system? What are its major components? 

3) What considerations one should keeping mind while designing a marketing 
infomlation system for a fir~n? 

4) What is marketing research? How does it differ froin marketing informatiod 
system? 

5 )  Discuss some important uses of marketing research. 
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6) What steps are involved in conducting a marketing research study? Briefly 
discuss them with the help of a hypothetical marketing research project. 

7) Write a note on the state of art of marketing research in India. 

8) Differentiate between the following: 

a) Marketing infonnation system and marketing intelligence system 

b) Customised and syndicated researches 

a 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 answers to the University for 
assessment. 'These are for your practice only. 

3.13 FURTHER READINGS 
Aaker, David A., V. Kurnar and George S. Day, Marketing Research, John Wiley & 
Sons Inc., New York,l 999. 

Beri, G. C., MarketingResearch, Tata McGraw Hill Ltd. Publishing Co., 1993. 

Boyd, Harper W., Ralph Westfail and Stanley F. Stasch, Marketing Research: Text and  
Cases, 7th edition, Richard D. Irwin Inc. 1999. 

Green, Paul E., Donald S. Tull and Gerald Albaum, Research for Marketing Decisions, 
5th edition, Prentice Hall ofIndiaLtd., New.Delhi, 1997. 

Jain, Sanjay K., "Marketing Research i n  India: A Perspective", Management & Change, 
Volume I, No. 1,1997, pp. 71-100. 

Jain, Sanjay K., "Marketing-Research Services Marketing" in Ravi Shankar, ed., Services 
Markeling: The Indian Perspective, Excel Books, New Delhi, 2002, pp. 528-554. 

Luck, David J. and Ronald S Rubin, Marketing Research, Prentice Hall of India Ltd, 
New Delhi, 1995. 

Malhotra, Naresh K., Marketing Research: An Applied Orientation, Pearson Education 
Asia, New Delhi, 1999. 

Rao, Sushila, "Marketing Research in India: The State of the Art", Business India, 
November, 17-30,1986, pp. I 1  1-1 12. 




