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19.0 OBJECTIVES

After having gone through this unit, you sho‘uid be 'aiale’toi‘

® .state the importance of data analysis in the marketiﬁg reéearch process
® evaluate the steps involved in the analysis procéSS | |
explain the need for classification and tabulation of data

d d 1i
‘ efine a good research report and list the rules to be followed while writing- a report
discuss the contents of the report format . . B i

prepare a checklist for informal and formal ofal presentétions'

19.1 INTRODUCTION

Dat i . . .

Ieleiaiiu(;:tuon' tlt]hough Very important, is not an end in itself. Having collected the

important st?: eli etrh from the. primary source or secondary source or from both, the next

intelligently 1;0 Itlhatiggﬁtlygfmeamh process is to analyse it properly and interpret it
_ J inferences car ' A .

initiate appropriate action. 1 be drawn and the marketing executive can

Analysis i . '
manigulsa t«;nan b;: c;newed as tpe ordering, the breaking down into constituent parts, and the
he researchgpgdj e;l:a t% ol:)ttlam‘ answers to the research question or questions undf;rlying
. lightly interwoven with analysis is i ion: it i '
relat : ; ) ysis is interpretation; it is
sep afi;‘;c atr’la_lymsﬂ that it may be considered as a special dspect of analysis r:fh :rli;ﬁ
> activity, The process of interpretation involves appreciating the results of - :

- an 1 1 1
alysis, making inferences relevant to the research relationships studies, and drawing

co i i i i
pr::il:l?g :tbmfxt ﬂ]’tase relationships. Since analysis represents the end of the research
-(short of writing the report), everything done prior to this stagé must be construed

-as having been done for the sole putpose of analysis, Form a decisional context, all

analysié or potential analysis, even at the beginning stage of planning and designing the Data Analysis aud
: Report Writlog

project,

In this unit you will le.
the mass of data, the steps one should follow for data analysis. You

important guidelines to prepare presentation of a research report.

arn the importance and procedure of classification and tabulation of
will also learn the

19.2 CLASSIFICATION AND TABULATION

In the previous unit, we have discussed the process of data collection. The collected data,
generally, is not in an easily assembled form. Hence, their prominent points are to be
brought out. As a rule, before the work of analysis can start, the marketing researcher
has toclassify and tabulate the information collected, or, if secondary data (published or
unpublished) have been employed, rearrange these into new groups and tabulate the new
arrangement. ‘

A first step would be to arrange as much of the material as possible-in file folders by
subject, corresponding to the main headings of the planned research report, e.g. prices,
competitors, consumption, etc.

Often, bits of material such as articles will contain information related to more than one
subject. Cross-reference sheets inserted in the appropriate folders will help the researcher
find this material when he needs it.

If questionnaires have been used during field research, they will probably also contain

data that would fall under several subject headings. Since this data must be tabulated
befare it can be used for further analysis, the questionnaire should be kept together at this

point rather than being filed in a subject folder.
Much of the data that has been collected may be statistical, and will also have to be

consolidated in preparation for analysis.

19.2.1 Classiﬁcation

Classification means grouping the mass of data into different classes or groups on the

basis of their similarities and resemblances. When the researcher arranges the material
according to subject matter, he is actually taking the first step in classifying it - arranging
it in categories, Before analysis can be carried out to any extent, it is necessary to
continue the classification process in much greater detail, especially when a survey has
been carried out or a substantial amount of statistical data has been collected. The reason
is that hundreds of individual items of data can be involved, and unless they are grouped -
in some meaningful way, it will not be possible to discover any patterns or draw any

“conclusions.

Very often it is useful to classify data in terms of size or amount (number of empldyees,
annual salés, population, annual income, value of purchases, etc.). It can also be relevant
to classify data in many other ways - geographically, by years, or in terms of particulat,
qualities. Classification helps in achieving the following objectives:

® It decides the mass of data based on characteristics and resemblances so as to enable

comparison, - ‘
o It pinpoints the most significant features of the data at glance,
@ It prdvides to give prominence to the important inforrnatiori, and
® It provides a basis for tabuiatior_l and analysis of data.
Once ’the areas of classification have been chosen, the data can be grouped into categoties

within esch area. A
The following examples will give you a clear understanding of the entire process:
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Example 1

gzl‘l/c;xmg r:mg;;m(l1 of quota restrictions on imports of a number of products by the
ment of India, an Indian market research organisati

; tof - Ind; ganisation made a market surve
g‘lltrhinthethobjectxve 9f estimating the market size for imported apples in the country.y
Dur g e'surve.y it was found out that apple consumption in India varied according to
¥PC, size, age composition, sex composition, and income of the family, etc

Tr};e |;esearcher suspects that .there may be a relationship between the family's buying
gat:g :;Es:sapdt the;g c}:]h;racterlstics. So for each of these aspects he establishes
into winch he can group the data. As a basis for identifyi i
. . can : . ¢ identifying a possible
;elatlonshlp be_tweftn family inconie and buying practices, he classigesgthellonsumers
y annual family income, under the following categories:

Under Rs 100,000

Rs 100,000 - Rs 249,000
Rs 250,000 - Rs 499, 000
Rs 500,000 - Rs 1,000,000

k Above Rs 1,000,000

.
lf

Example 2

aAc ;ﬁ?::r:gﬁ:; xs invfestigating the market for chocolate candy, and has been able to
G ata for several dozen brands, He sees that sales of nds
rising and others are falling - and at different rate teves there 1 gk
g ; t rates, He believes ther be a
relationship between the types of cand thei s0 he classi
: y and theijr sales performance, so he classifies

?:;:h brand under such categories as: (1) solid chocolate; (2) soft-centred; (3) wrappt;d'

unwrapped - or whatever other types occur. Now he can examine sa’les ’

performance of each type of product and see i :
see if there and i i
candy type and sales performance, relationship between the

1. It reduces the number of items he has to compare, Instead of analysing the

individual performance ;
categories,p of several dozen brands, he can work with only four or five

2, ztagmlzes it t1})1ossible to develop quantitative data from qualitative data, Descriptive
- z{) out the ty.pe of chocolate being sold is qualitative data. But when categories
een established and sales for each category are added up, this becomes '

quantitative data, When data i i
dhaninty ta is quantified, it becomes easier to make comparisons and

19.2.2 Tabulation

'I‘abulapqn is the process of counting the responses (the 'data’) given in a surve
accordu!g. to the categories selected, This is one of the most revealing dévices ’t}',or
summarizing the data and presenting them in a meaningful fashion. Tabular presentation
means arranging data in an orderly manner in rows and columns. The horizontal -
arrangement of data is known as rows and vertical arrangement is known as columns.

When a large nm‘nber of respondents are involved, or when the questionnaires are ver
elaborate, tabulation is best done by machine, using one of the- mechanical or electron)i’c ‘
devices available. But in expott market research, the numbers involved in sutveys are
qsually small enough to allow manual tabulation, without the aid of special equipment,

The tabulation is carried out on t i s 0 i
abulation sheets. These are pieces of paper o ‘
responses to one or more questions are recorded; ’ Feper on which the

Simple tabulations in the manner described are usuhlly only the first step in analysing

survey returns, Much more information can be developed i
, ped by using the techniques of
cross tabulation - relatmg the responses to two or more questions, - !

This is done with the aid of cross tabulation sheets. Each sheet is set up to cross tabulate
two questions, Tabulation and cross tabulation carry the researcher over the line between

preparation for analysis and actually carrying it out.

In fact, classification and tabulation go together. Before the data are put in tabular form
they have to be classified. The difference in between is that, in classification, the data is
divided on the basis of similarity and resemblance, whereas tabulation is the process of
recording the classified facts in-rows and columns,

—

Check Your Progress.A-- * ‘ _ ‘ _

1, “Editing is a wasteful exercise in the analysis process”. How does it matter if all the
material whether relevant or irrelevant is included in the report - after all, lot of time
and money has been spent in the collection of data and the researcher has passed
through difficult and stressful situations during the entire exercise. Do you agree
with the above statement?

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

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

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

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

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

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

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

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

3. State whether the following statements are true or false:

a) Classification helps to divide the mass of data based on characteristics and
. resemblances. :

b) Comparison is not possible with the help of classiﬁed data.
c¢) Tabulation is the techﬁi(que of data analysis
d) Tebulation is a device for summarizing the data.

e¢) Data analysis facilitates marketing executives to initiate appropriate‘action‘ to the
problem .

f) Editihg is not useful to ensure maximum accuracy and unambiguity
g) The cause of check: reliability-of data is to :avoid\fgbi‘as;

19.3 DATA ANALYSIS

In the data collection exercise, it is normal for a researcher to collect a mass of data,
some of which may be relevant and some may be irrelevant, Hence the researcher may
find himself face-to-face with a mountain of material, including information and statistics
culled from various publications or simply photocopied, clippings of articles and notes
taken from various journals and reference works, interview notes, questionnaires and a
variety of other material, The data collected in its raw state does not give a clear picture
to the reseatcher in answering the questions he has been seeking to fulfil the objective of
research, Moreover, at the time of data collection, the attempt is to collect as much data

‘a8 possible within the limited resources (to avoid the possibility of missing some relevant

data) and look at it leisurely subsequently, The researchet will fail to understand the
research problem only on the basis of claséification and tabulation (which we bave
discussed in 19,2). He can get the results of solutions with the help of application of
appropriate statistical analysis for a specific purpose, This depends mainly on the honesty
of the researcher in selecting appropriate formulas and data inputs, Hence, after data

" collection is completed in nrder to make sense out of the data collected, it must be
properly sorted out, To do this exercise, following steps should be followed. ’

Data Analysis and
Report Writing

3,
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Steps in Data Analysis

3

'Ii;he goal of most glarkeﬁng research is to provide information for decision making. The
In wlc z:_ta collected |1n the ttxeld must be transformed into information that will answér the,
arketing managers questions. The conversion of raw data into information requires Lhz.\t

the data be edited and coded so that they m
Storago media (Frpe 1o, y may be transferred to computer or other data

Figure 19.1 Overview of the Steps of Data Analysis

Editing
|

Coding [¢———]

|

HoNeROgIA pue
Surpoetp oy

Data Conversion
(key boarding)

Dcscn"pﬁve. Univariate v Bivagi — l
_onalysis analysis m::lyar:i\sw Mﬂm{maw
; analysis

Interpretation /

Source: William G Zikamund, Exploiring Marketing Research.

E:;:'l:g ‘Editing is the procesg of reviewing the data to ensure maximum. accuracy and
o con;lguuclttgd ag:i cf;:,lmovacl1 c:; overlapping duplication and inconsistencies Editing should
y and thoroughly. This applies to the editi . i
used for pretesting as well as for the full-s i L ting oy ™
: -scale project, Careful editi i
collection process will often catch mi i i ot i roon
: isunderstandings of instructi i ir
and other problems at a stage when it is stt i nate thom from the pter
8 still possible to eliminate them f;
stages of the study. Early editing has the additi g e
‘ : . i onal advantage of permittin
questioning of interviewers while the material is still relatively fre.fh in thf:i‘;= Il:]li‘:lds

E?ittliggdiianorl?fhug Scilltjrlali.sed solas to ensure consistency and uniformity in the tréatment
- - AL the sample 18 not large, a single editor usually edits all '
variation in treatment, In those cases i ofeot b e oduce
. where the size of the project make
more than one editor necessary, it is bes i ior 3 itfovent porion of
. ' ¥y t to assign each editor a different portion of the

Z;)rl;ict;on form to edit, Il? this way the same editor edits the same items»i}; all forms, an

gement that tends to improve both consistency and productivity, o

While editing,

the researcher must ensure the following requirements have been fulﬁlled )
) d,

;eglbﬂity of entrie.:«z: Obviously the data must be legible in order to be used. If an
entry cannot be declphfared, and clarification of it cannot be obtained from the
Interviewer, it is sometimes possible to infer what it should be from other data in the

form. In cases where any real doubt exi ‘ ni ‘
€ shoid s Where yr t exists about the meaning of the entry, howevcr.

2. eCompllenmegs of entries: On a fully structured coilection form, the absence of an
dx;:;y t1.;sa!t3.11t;:31guous. It may-mean that the interviewer failed to attempt to obtaii\ the.
t , that, e.respondent could not or would not provide it, or that there was a failure
0 record collected data, If the omission was the result of interviewer not recording
(t::l;isga, prom&t questioning of the interviewer may provide the missing entry, If tghe
toflda_o “fl wwlsf:h :, ::i\:; ::):s :Tther of the ﬁrst‘twg possiblg: causes, it is still desirable .

. 3. Consistency of entries: As is the case with two watches that show diffetenf times, an

entry that is inconsistent with another raises the question is C L (1
, inc ) -question of which is correct. (if a
| respondent famllyl _is indicated as being a 'vegetarian', for example, and a'later(enlry

—

Deda Anslysis and

indicates that it purchased meat/mutton during the past month, an obvious question
Report Writing

arises as to; which is correct). Again, such discrepancies should be cleared up by
questioning of the interviewer, if it is possible to do so. When they cannot be
resolved, discarding both entries is usually the wisest course of action.

4, Accuracy of entries: An editor should keep an eye out for any indications of
inaccuracies of the data. Of particular importance is the detecting of any repetitive
response patterns in the reports of individual interviewers. Such patterns may well be
indicative of systematic interviewer bias or dishonesty.

Editing also involves putting data into consistent form, or even converting it, so that it

can be further analysed. For example, some trade data may be stated in different units of
measure or value; it must be converted into a common unit before it can be compared.

Or some sales figures may be given for fiscal years, others for calendar years. Again,
adjustments have to be made.

One common problem in export market research is dealing with national import and
export figures. They are usually calculated on different bases; CIF for imports, FOB for

. exports, for example. If a researcher wants to compare the imports of a product by

Country A and Country B, but country A does not give detailed import data, he may have
to calculate its imports by adding up the export data from supplying countries. But he
would have to adjust this data to compare it with the import data of Country B

Coding: Coding is the process by which responses are assigned to data categories and
symbols (usually numbers) are assigned to identify them with the categories, Postcoding,
the assignment of codes to responses after the data are collected is required for responses
reported on unstructured forms. The assignment of codes to responses is normally done
at the same lime when the data are edited. Careful interpretation and sound judgement
are required 1o ensure that the meaning of the response and the meaning of the category
are consistently and uniformly matched.

Coding is an activity that should not be taken lightly. Improper coding can lead to poor
analyses. Whenever possible (and cost allows) more than one person should do the
coding, specifically the postcoding. By comparing the results of the various coders, a
process known as determining intercoder reliability, any inconsistencies can be brought
out into the open. In addition to the obvious purpose of eliminating them, the discovery
of inconsistencies sometimes points to.the need for additional categories for data
classification and may sometimes mean that there is need to combine some of the

categories,

Detailed code numbers have been evolved for almost all the products/product groups that
enter international trade by organisations such as United Nations Organisation and these
nambers are used by most of the countries, with or without minor modifications, Two of
the widely used systems in this regard are Standard International Trade Classification
(SITC) codes and Harmonised System (HS) codes. The Indian system of coding issue in
foreign trade data classification, which is based on HS codes is called the Revised Indian
Trade Classification (RITC) codes. Another widely used coding system, mainly for tariff
purposés is called the Customer Cooperation Council Nomenclature (CCCN), which is
also referred to, at times, by its eatlier name, Brussels Tariff Nomenclature {BTN).

The advantages of coding to a researcher engaged in international marketing research are
obvious. Since different countries use different terms to refer to a product and every
country brings out its trade publications in its own language, use of code makes
identification of products easy. For example, if one wants to find out the total quantity
and value of "Chillies" imported by a country during a particular period from the
country's trade publication, if the publication is not in English, or the publication is in
English, but does not refer to the item as "Chillies" but as "Green Pepper", what one has
to know is the coding system used in the publication and the relevant code for chillies/

green pepper.
Checking Reliability: One of the most important functions of editing is to eliminate .

data which is unreliable. For example, when examining survey questionnaires, the
 researcher may find inconsistencies in the answers of a particular respondent, which casts

** doubt on his credibility. Or statistics from one source may not agree with statistics

collected later from other sources known to be reliable. , ) ' '37 ‘
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The r’eliability of data should be checked (validated) during the research stages, and the
unr('al'lable or clearly inaccurate data should be discarded. The researcher is in a better
position to do this once he has all the data assembled,

Bias: One of the main reasons why data must be checked for reliability is the ever-
present danger of bias. The worst sort of bias,starts with an error in thé selection of data
or sources of data, which sets the research off in the wrong direction and affects all the
data collected. There is also the less fundamental type of bias which distorts information
from a particular source. This, too, can lead to wrong conclusions. Bias can be caused.
by a variety of factors and can creep in during any phase of research, from the planning'
of the work to the interpretation of the results. '

Some of the most common factors leading towards bias are:

® Errors in original sample selection. For example, unintentionally carrying out a high

proportion of interviews hmong samples which may not fully represent the population
as a whole,

® Inte.r\'ziewing the wrong people - for instance a low-level executive who has no actual
dec1s1on-1pak1ng powers and whose opinions do not reflect those of his superiors, or
a pu.rchasmg officer who does not have sufficient knowledge of technical
requirements,

Inexperienced interviewers.
Interview questions phrased in a way that do not invite correct responses.
Dishonesty on the part of the person being interviewed.

A low response rate in surveys. This is frequent in postal surveys,

Reliance on secondary sources which are inaccurate or see a situation from a narrow
or unbalanced point of view.

One way to reduce bias is to collect as much 'control data' as possible along the way.
Fc?r e?(amplq, questionnaires may include 'control questions’, If a survey is concerned
with industrial buying patterns, instead of the question:

'How often do you pu;chase testing tools?' the control questioh might be;
'When did you last purchase testing tools?

Aside frf)m building such controls into questionnaires, collecting information from as
many primary and secondary sources as possible and then cross-checking it will help
f:nsure that bias in some of the information is recognised in time, before it leads to‘
incorrect interpretations, ‘ '

Finally, every <?ffort should be made to ensure that questionnaires are well designed and
pre-tested and inteérviewers properly trained. ‘ ‘

Data Conversion

Data conversion i; the process of transforming data from a research project to computer. -
Dates back, key punch machines have been utilised to put the data on computer cards.
As computers have become more sophisticated, data entry tends to be either instaneous,

or in computer-assisted telephone interviewing, or converted to magnetic media, such as .-
disk or tape, for storage. ~ -

19.4 REPORT WRITING

Report writing is the final phase of marketing research procedure. It is the function
throngh which findings of research are communicated to decision makers. Thus, research
report is the: culmination of all that has gone before. Irrespective of the guality '(;If the
'researf:h on a-project, much of the acceptance that the results feceive depends-on the way
in which they are presented.- The research director's standards are likely to be: different
from those of the execuitive to whom he submits the report. The executive is not likely
to be very much interested in the methodology followed. He is more interested in the
final outcome. Thus, while the report may looks for in a project. If the executive is -
expected to act on the basis of the results, he must first be convinced of their utility to

Datn Analysis and

him. Thus, the research director must not only ensure that the report is technically
Report Writing

accurate but he must also make it 'sell' the results. It is, therefore, of utmost importance
to the marketing researcher that he studies the needs of reporting as well as fact- finding”
itself, and also devises means of achieving good reports, perhaps. inspite of a number of .
limitations. Good writing goes beyond the mere recording of facts. To have effect,
writing must communicate facts to readers.... Readers want careful organisation in what
they read. They desire concreteness to help them picture and apply ideas. They like
variety; it maintains their interest. They prefer short but variable sentences and not too
rich a mixture of hard words.

19.4.1 Guidelines for Report Writing

Good research report begin with clear thinking on the part of a researcher. The
researcher should be careful analysis the reader's need and prepare a detailed outline prior
to writing the first draft. ' No two persons will write a research report the same way.
Différences in_educational qualification, personality, imagination, experience, training and
interest show up in the method of presentation. The content, quality and presentation of
the report determine how effectively the results of the market research are communicated
to the company or government executives who are expected to initiate action on its
conclusions. A poorly written report can cancel out even the benefits of the best
research, Every good research report is expected to follow a number of rules such as the
following: ’ ‘

Consider the Readers: Make the report clear; use only words familiar to the intended
readers, and define all technical terms, To make the comparison of figures easier, use
percentages, rounded-off figures, ranks, or ratios; put the exact data in a table within the
text or in. the appendix. Use graphic aids (charts, graphs, pictures, etc) whenever they
help clarify the presentation of data,

Address the Information Needs: Remember - the research report is designed to
communicate information to decision makers, Make sure it clearly relates the research
findings to the objectives of management.

Be Concise, Yet Complete: Most managers may not be interested in the details of a
research project. Knowing what to include and what to leave out is not an €asy task, It
is up to you, the researcher, to take into account the requirements of the sponsor when
writing your repott. ’

Be Objective: You may probably face a situation where you feel that the findings may

not be easily accepted by the client. The findings may conflict with the decision maker's ,
experience and judgement, or they may reflect unfavourably on the wisdom of the .
sponsor's decisions or his interests, In these circumstances, there is likely to be a-strong
temptation to deliberately slant the report, making the results seem more acceptable to
management. For instance, a company may assign a project to explore the possibilities to

enter the export business in a particular item. The researcher, after detailed research may
come to the conclusion that the time is not opportune for the company to enter export .
business. Feeling that the company may resent this finding, the researcher may be

compelled to recommend what pleases the company. A professional research, however,

should present the research findings in an objective manner (i.e. without bias) and should
defend their validity if challenged by the client.

Style: Writing style is a topic for an english or communications course, but here are a
few tips to help you write a report that is easy to read. :

® Write in brisk, businesslike english

® Use short words and sentences: "economy of words and not economy of facts",
® Be c_ohcise |
®

Consider appearance, White space (portions of the page that are blank) makes a long
report easier to read. Graphs and charts, used primarily to visually illustrate
statistical data, are also useful for creating white space. .

- Avoid cliches

Write in the present tense ) - 2
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® Use the active voice

® Placing short quotes from respondents throughout the report makes it more interesting
and readable, and may provide insight or spark new ideas,

19.4.2 The Report Format

There is no one ideal format for all reports. However, the physicat format itself can be
effectively employed to create favourable impression. The use of widely spaced
paragraphs, varied margins, separate headings, tables and charts, different type fonts and
colours - all go to emphasise major points and to clarify the sequence and relationship of
ideas. A report must use the format that best fits the needs and desires of its readers.
The report format, which should have sufficient flexibility to'meet most situations, can be
structured into following parts:

® The preamble

® The summary of findings and conclusions
e The main body/executive summary

® The appendices

We shall discuss each of these structural parts in that order, although the actual writing of
a report should be carried out 'from back to front. In other words, the researcher will
usually begin by collecting the material for his appendices, write the main body of his
report next and finally summarize the conclusions and recommendations. For reasons
which will be discussed in due course, however, the summary of conclusions and
recommendations should always be the first thing covered in the report itself, after the
preamble.

The Preamble

The preamble of the report ‘simply presents basic introductory information about the
research project. It usually consists of the following four parts:

a) Letter of Transmission: It indicates to whom the report is directed. This letter tells
the reasons of doing research work.

b) Title Page: The title page should be a single sheet of clean paper on which the
following should be neatly typed:

1. The title of the research report
2. The name of the company / government division which sponsored the research

3. The name, address, telephone number, and other particulars of the research
organisation

4. The date of the feport's presentation,

If the research report is confidential, the fact should be clearly indicated in the title
page and each copy should be numbered on the title page.

¢) Tuble of Contents: The table of contents, or index, should present as the title
indicates, full, but not excessively detailed, list of the main sections and chapters into
which the report has been broken down. Each section, as well as the various
appendices, should be referred to by title, section number where relevant, and page
number. As a general rule, the table of contents may be confined to one page in .
length.

d) The Introduction/Preface. The introduction should just be a brief statement of how the
survey came about and why it was commissioned, In short, it should be a simple,
basic statement of purpose.

The terms of reference-agreed in the original research survey should be briefly restated.
At times the original terms of reference set out for a research project may have been
changed as the research progressed. If so, any such changes should be described and.
brief explanation for the same offered. The preface should also acknowledge the help and
support extended by individuals and organisations in the conduct of the study mentioning
them by name, : :

Summary of Findings and Conclusions/Executive Summary Pnltlae-;l;‘{vﬂ; :i::
Very often, company executives al: the decision-making level may have very little ‘
knowledge of and/or interest in, the intricate details of the market research survey. They

may simply want to know the basic findings, what conclusions can be drawn and how

they might act on them.

For-this reason, the summary is a, vital section of the research report. It may be the only
portiott of the report ever read by many who may like to profit from the study. Hence, it
should summarise the main findings of the research in a clear, brief and concise manner.
Supporting data should not be included in this section; the reader should simply be
directed to where he can find it in the main body of the report.

The snmmary of findings should not take up more than two or three pages, with no more
than one or two summary tables. As far as possible the researcher should give graphic
presentation of tables (in bars, pie, graphs, etc). For instance the summary of a report
dealing with market prospects for an industrial product might contam information on the
following, in very brief form:

1) Total market size (with no details) and past and likely future growth rate
2) Government policies.concerning product's import etc relevant to the product

3) Main using industries, their iimportance (e.g. "The principal outlets are in motor
vehicles, electric motors and pumps. These together account for 60% of the market.
Their importance is unlikely to change in future’) and their future growth prospects

4) Global market share and nature and extent of principal competition.

5) Strengths. and weaknesses of the client vis-3-vis competition and opportunities and
threats before the client.

Following the above, each conclusion ‘and recommendation for action should be listed,

perhaps with short explanations. This summary should also be brief; the conclusions and
arguments for them can be spelled out in greater detail in the main body of the report,

Maih Body of the Report

We now come to the most important part of the report i.e. the main body. The main
body of the research report must accurately cover all the facts of the study, from its
inception right through to the framing of conclusions and their supporting rationale. It
should clearly explain the methods of analysis used.

This section of the report must contain all the information necessary for decision makers
to draw their own conclusions from the research findings, independently of any
interpretations offered by the market rese:archer himself, Irrelevant or unreliable data
should, however, be omitted. .

Though the exact structurlng of the main body of a report may vary, it can basically be
broken down into four sections.

@ A description of 1esearch methods

® General background information about the market
@ Nature of the market | |

e Conclusions and recommendationfs

Research Methods

‘This section should cover a brief explanation of the réscarch methods chosen for the
study because. it helps to- establish the credibility of the research findings, Basically this
should discuss:

1) Establishment of the sampling frume
2) Selection of the sample

' 3)‘ Thememods used to obtain information e.g. personal or telephone interviewing, '

questiobnnaires etc,, sources nsed for secondary data

4) " Depth of the research, in terms Of numbers of interviews conducted and rate of ; 41
© questionnaire response . :
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5) The methods used to quantify the data obtained.

In case the researcher has used a formal questionnaire, it is advisable to include it as an
appendix to the report. '

Market Background Information

T]:nis section sho}lld cover some basic information about the market such as geography,
climate, ec9nom1c trends, industrial trends, political trends, social and cultural trends, laws
and regulations etc so as to help the people for whom the report is prepared and are

likely to know very little about the market, How much of such basic information about a

country shf)uld be included in the report is a matter of judgement; if the country is well
known or if the terms of reference are highly specific, it may not be necessary to cover
all those aspects. Information which is relevant to the project should be included in the
report, «

Nature of the Market

Under this section, the researcher should give a detailed information about the market
features which are likely to influence positively and negatively, the manner and scale of
the exporter's marketing effort and his prospects. The following information should be -
detailed in this section, in particular as much data and information on market potential,
market access and market characteristics:

Market sizé

Market trends and forecast

Market structure and segmentation

Markc;ting channels and distribution thethods and structure
N

Existing competitors and their market shares, the nature and extent of .competiiion .

Competing products and how these compare with the éxporter‘s product

Marllcet_ access factors such as import restrictions, trade arrangements, exchange
restrictions, membership of trade blocs etc. :

Tested reactions to the exporter's product

Information on potential customers' tastes, habits and attitudes

® P'ricgs and pricing policy and the factors govei'ning pricing such as freight cost,
distribution costs, duties, etc. -

® Advertising and sales promotion efforts currently in use and recommended
® Market characteristics such as trade practices | .

® Packaging and labeling reguirements and practiceé.

Conclusions and Recommendations |

This is the concluding segment of the Report, "The researcher should expléin, with

- appropriate justification, what the research findings mean to the company for which he

has carried out the research, -

The conclusions can be presented in the form of options, explaining what courses of
action are open to the company, and what the costs and results of each' are likely to be.
Ideally, the reseatcher should be able to make a forecast of the anmual sales that the
company can expect to make in the market over the next reasonable period if it takes
specific action, as recommended by the report, If the terms of reference provided for it,
the researcher would then go on to make specific recommendations as to which options
the company should take. Each recommendation should be supported by an explanation,
referring to relevant information already presented in the main body of the report,

The exact nature. of the recommendations spgges‘ted‘S will depend on the terms of
reference; the _p;qduct and the market situation, Usually, they will cover such things as:

® The type of id§a1 agency arrangement
® The product packaging and branding strategy t};pe of promoiion '

Optimum distribution strategy
"Ihe'-pricing strategy
The best means for combating competition

The technique of ‘market entry to be adopted

" In general, strategy to take maximum advantage of the positive factors in
environment and reduce to the minimum the influence of negative factors.

Most of the recommendations should be positive - they should state specific steps that
should be taken to achieve success or otherwise deal with the problems that have been
identified; reduce prices, hold local stocks, promote the product at the distributor level,

etc.

Usually, it is also useful to state specifically what should not be done. Such negative
recommendations shounld be stated briefly, probably in a single paragraph. An example of
such a negative recommendation: It would be advisable, wunder the circumstances, not to
waste resources in competing with the major brands, but to concentrate on different
segments and try to penetrate them.

Appendices

The purpose of the appendices is, essentially, to include as much relevant data and
information as possible to support, illustrate, or further elaborate on the information
already contained in the report's main body. Each appendix should be numbered. The
kind of data that would usually appear in the appendices include:

® Statistical tables and tabulations which have been summarized in the main body of
the report

@ A list of the names and addresses of sources and contacts used in the course of desk
and field research -

@ Copies of any questionnaires used during field research, prefaced by a note of the
survey objectives they were meant to satisfy

® Relevant details about the sample selected for the survey

A copy of the interviewer's appointments schedule or diary for future reference,
should any interviewee need to be contacted again,

® . Interview write-ups

® Alist of possible future contacts, such as sales agents or advertising agents in the
marketing country '

® A note of relevant documents on file such as import policy, exchange manual, etc., .
obtained during the course of the research, and a brief description of their contents.

19.4.3 Check List for Report Writing
e Consider the reader, his outlook and experiences.

@ Keep the report as short and concise as poséible; never 'pad’ with unnecessary words
"Or sentences, ‘ :

® Write in a natural style, using ordinary words and avolding jargon to the extent
possible, .

o Make sure that all topics covered ére relevant to the purpose of the report; exclude
all extraneous information,

Double-check all facts, figurés and statistical data to be sure they are accurate,
Use tables and charts to illustrate and emphasise material,
Give space and emphasis to each item in accordance with its importance, -

Make sure the report is neat, well-typed and easy to read,

such information so that it becomes easy to subsequently recheck them, if necessary
- and update them, ‘ ‘

All facts, figures and data given in the report should be supported by the sources of

Data Analysis and
Report Writing
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19.5 ORAL PRESENTATIONS

Sometimes it may be necessary to present the study findings orally to a group of
executives, This type of presentation is usually in addition to a written research report,
Naturally, it is easier if the oral presentation follows the written report. Preparing an oral
presentation, however, often requires considerable additional work and calls for different
skills than the written report, The oral report demands the use of more dramatics,
especially the use of visual aids, .

The following guidelines are suggested for developing a good oral presentation:
Have a central theme

Use visual devices liberally

‘Use specific examples
- Use illustrétions and analogies freely

Write in headline stylé

Use physical demonstration devicés

Use simple language and short sentences

Be matter of fact avoid use of adjectives
Oral presentation is of two types:

1. Informal Oral Presentation, and
2. Formal Oral Presentation

Informal Oral Presentation

This is a simple 'sit-down and discuss' sitzation where much of preparation may not be
required on -the part of the researcher. The researcher presents a summary of findings and
the audience secks clarifications, if needed, on certain aspects. It is assumed that the ‘
audience has read the report before taking part in discussions. Depending on the situation
visual and physical demonstration devices may or may not be used. What is most ’
important is the entire atmosphere is very informal and free from any tension,

Formal Oral Presentation

- This is not 8o simple, A researcher is expected to make exhaustive preparations and he
has to be a' good communicator so as to. handle all guestions, some of which may be very

d.ifﬁcult, asked by the audience, In the formal oral presentation, the researcher makes
his presentation to a formal audience covering all aspects of the study but emphasising
the findings and recommendations. The audience may seek clarifications and the
researcher is expected to provide the clarifications to the satisfaction of the questioners,
The researcher may distribute the summary of findings and recommendations before
commencing the presentation. For a successful presentation, it, is advisable to ascertain
beforehand, the following: ' ’

a) What is the profile of“the audience? What is each one's rank in the organisation?
Howmany of them or specialists and in what subject areas?

b) What are the available facilities for visual aids/physical demonstratibn devices?

' ©) Which of the aids should be selected for'use?

d) Which part of the presentation should be emphasiseé most and which can be passed
~ over fast? and ' :

e) What sort of queStions are 'liicely to be asked by the audience?
Checklist for Oral Presentation ‘ ' ‘ |
Before Presentation

@ Check all equipment (e.g. lights, midrophones,‘pfoject’ors, and other visual aid

equipments) thoroughly before presentation,

® Hav§ a contingency plan for ,eqixipment fai._lure and failure of electricity etc.

@ Start the presentation with an overview - tell the aud

Analyse your audience. How will they react to the presentation? - Will they be in
agreement? Hostile? Indifferent? Or appreciate? Plan your opening statements
accordingly. It's usually wise to begin a presentation with areas about which there is

agreement/appreciation.

@ Reharse the presentation several times. Have someone to comment on how to

improve its effectiveness. In short, hold some mock presentations before hand.

During the Presentation

ience in brief, about the project
and what you dre going to tell them '

Face the audience at all times

Talk to the audience or decision maker, rather than read from a script or a projection
screen, Consult notes only to make sure you don't miss out on any important point
and to keep the presentation flowing in an organised manner.

Use visual aids effectively - charts and tables should be simple and easy to read:

@ Avoid distracting mannerisms while speaking. Constant or unnecessary miotion is

bothersome - make certain your movements have purpose. Also refrain from adding
‘fillers' such as 'uh', 'um' 'y’ 'know'. "OK' and so on between words -or sentences.

e Remember to ask the audience whether they have guestions during presentation and

after presentation is concluded. .
Use simple language and short sentences
Be matter of fact
¢ . Try to concentrate on the strong areas of the research and get the audience involved
. in such areas.

During the Question Period _

e . Concentrate on the question. Don't think about the answer until the speaker has
completed his or her question '

o Repeat the question, If it is complicated or unclear, rephrase it. This ensures that
everyone in the audience has heard and understood the question, and also gives you
time to formulate the answer. ]

@ If you are not sure of the answer to any question, admit that you don't know the
answer, then tell the audience that you will try to find it. After the presentation, find
out where that person can be reached as and when you get the answer to the
question. (Make sure you follow up on your promise). :

Answer guestions briefly and support your answers with evidence whenever possible,

Do not get into arguments with any member of the audience even if you are
convinced that -you are right-and-the concerned member Qf the audience-is-wrong:;

Check Your Progréss B

I. Should the researcher strictly follow the terms of reference while writing the.reports?

What is the importance of incorporating the research methodology in the body of the
report?

2. State whether the following statements are true or false:
ya) Good writing goés beyond the mere recording of facts
. b) A poorly written report can cancel out the benefits of the best research.
¢) There is no need to define technical term in research report, ‘
d) A professional researcher present the research findings in an objective manner.
e) The main body of the research report must cover ail the facts of the study..
f) Formal oral presentation is so simple than informal oral presentation,

Datn Analysis and
Report Writing
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19.6 LET US SUMUP

Data analysis is a very important step in the market research process as it is only through -

analysis, a researcher can draw relevant inferences and suggest appropriate course of
action so as to facilitate the decision maker chalk out his strategy in any given marketing
situation. Mere collection of data by any method, may it be primary data collection or
secondary data collection, through published sources or field work, has no meaning unless
the data is properly organised, classified, edited, coded and finally tabulated to get
meaningful results. The researcher, while doing this exercise in a sequential manner, may:
have to delete the irrelevant data and information collected during the data collection
process.

Having analysed and interpreted the data, the next and the last major step is to put it in
the form of a report. In fact, the report is the culmination of all that has gone before.
While the report is likely to be close to an anticlimax to the researcher, it may be the
only thing the executive is looking for in the project. Hence, the researcher, while
writing the report, must ensure a fine balance to the effect that the report conforms to the
objectives of the research while at the same time, the executive gets convinced of the
value of the report to his organisation.

-The content, quality and presentation of the report determine how effectively the results

of the market research are communicated to the company or government executive who is
expected to.act on its conclusions, A poorly written report can cancel out even the best
research, The report should be written in clear, forceful, non-technical language using
simple words and avoiding jargon wherever possible, How much information the report
should contain obviously depends on the terms of reference and the wishes of its
SpOnSOors.

There is no ideal format for a report. A report must use the format that best fits the
needs and wants of its readers on the one hand the subject matter of the research, on the
other. The report format, which has sufficient flexibility to meet most situations, can be
structured into four parts: the preamble (title page, table of contents, introduction);
summary of findings and conclusions or executive summary; main body of the report
(description of research methods, general background information about the market,
description of market itself, and conclusions and recommendations); and the appendices
(tables, charts, questionnaire form, names and addresses of sources and contacts, relevant
details of sample, etc.).

Presentation of the report can be done in two ways: informal and formal. While
informal presentation is a simple 'sit-down and discuss' situation and may not require
much of preparation, formal presentation should be taken reasonably and should be made
only after adequate preparation and the researcher should be thoroughly knowledgeable
and be a good communicator to handle any complicated questions asked by the audience.
The researcher is, therefore, advised to carefully follow the relevant checklist while
preparing for oral presentation and reharse the presentation in advance with "mock
presentation” sessions.

19.7 KEY WORDS

Analysis: Analysis can be viewed as the ordering, the breaking down into constiment
parts, and the manipulating of data to obtain answers to the research question or questions
underlying the research project. '

Ceoding: Coding is the process by which responses are baésigned to data categories and
symbols (usually numbers) are assigned to identify them with the categories.

Editing: Editing is the process of reviewing the data to ensure maximum accuracy and

~unambiguity.

Tabulétio_n: Tabulation is the process of counting the responses (the 'data’) given in a
survey according to the categories selected, :

Data Analysis and

19,8 ANSWERS TO CHECK YOUR PROGRESS . ‘ Report Writing

A3 zi) True, b) False c) False d) True e) True f) False g) True
B.2 a) Trde, b) True c) False d) True e) True f) False

19.9 TERMINAL QUESTIONS

1. Why is analysis of data important in the market research process? Elaborate the

steps involved in the data analysis process.
2. What do you understand by classification and tabulation.

3. What is the rationale of having a separate section on summary of findings .and .
conclusions in the report when the main body of the report will also contain findings

and conclusions? Explain.

4, "A marketing research report should merely present the findings. It must not
¢ comment on the possible course of action(s) to be taken on the basis of the study

results”, Comment,
‘5. - "Poor presentation will undo the entire market research exercise”. Comment.
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