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Marketing researchers support
decision-makers by collecting,
analysing and interpreting

information needed to identify and
solve marketing problems.
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Chapter 1 - Introduction to markeling research

Marketing research comprises one of the most important and fascinating facets of mar-
keting. In this chapter, we describe the nature and scope of marketing research,
emphasising its role of supporting marketing decision making, and provide several real-
life examples to illustrate the basic concepts of marketing research. We give a formal
definition of marketing research and show how this links to a six-stage description of
the marketing research process, This description is extended to illustrate many of the
interconnected activities in the marketing research process, We then subdivide market-
ing research into two areas: problem identification and problem-solving research. The
extent and growth rates of marketing research expenditure throughout the world are
then presented followed by an overview of marketing research suppliers and services,

There are many successful marketing decisions that have been founded upon sound
marketing research: however marketing research does not replace decision making. The
limitations of marketing research are established and these lead on to the growing
demands upon the marketing research industry to produce research findings that are
actionable and relevant to marketing decision makers, Many individual examples will be
presented to illustrate the managerial challenges of making marketing research action-
able and relevant, but beyond these individual examples we showcase the exciting work
of Sports Marketing Surveys, This independent marketing research agency has spe-
cialised in the sponsorship and sports industry over the past 20 years, The sports
industry and many sponsorship deals are often multi-country in their reach and activ-
ity, and to meet these challenges Sports Marketing Surveys has the capability of working
and reporting on a worldwide basis, in over 200 countries for events such as the
Olympic Games and the Football World Cup. Work from lour projects conducted by
Sports Marketing Surveys will be used as running examples throughout this boal.

The topic of international marketing research is introduced. International marketing
research will be discussed systematically in subsequent chapters and will be tackled in a
dedicated chapter.

The ethical aspects of marketing research and the responsibilities that marketing
research stakeholders have to themselves, to each other and to the research project are
presented and developed in more detail throughout the text.

Finally, a general introduction to the use of the Internet in the marketing research
industry is made, Specific issues relating to the impact of the Internet and computers
will be developed throughout the text.

What does marketing research encompass?

The term ‘marketing research’ is broad in meaning. This breadth will be explored and
illustrated throughout this chapter. What will become apparent is that it is related to sup-
porting marketing decision making in many ways, The following example illustrates the
variety of marketing research techniques used at Royal Ahold and the role of marketing
research in supporting decision-makers,
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What does marketing research encompass?

Listening to the customer - research at Royal Ahold'

Reyal Ahold s a world supermarket leader. In the Netherlands Aheld operates six chains with
over 1,750 outlets, including the flagship Albert Heijn supermarkets. Worldwide, Ahold serves
20 million customers weekly in 3,400 stores in 17 countries across the USA, Central and
Wastern Europe, Latin America and Asia, Customer orientation |s at the top of the fundamen-
tal principles of the company. Its credo is that the customer comes first: ‘However big we
become, however international, it is ultimately the customer who detarmings our success,”

The following list summarises the ways that Royal Ahold ‘listens’ 1o its customears to
maintain its customer orientation and continued success:

® Produces economic analyses and forecasts. It does this by gathering secondary data
and intelligence that give it an understanding of retail developments, competitive threats
and market changes.

® Uses and contributes to audit data from A.C, Niglsen to obtain global data about devel-
cpments in their markets.

& Sees (ts stores as a major ‘market research laboratory’ to study customers. It knows
when they come In, how often and what they buy, Fundamental to these observations is
the use of scanner systems and lovalty cards.

& Uses focus groups as a major source of information about how customers and non-
customers feal. It insists that managemeant teams wateh and listen to these discussions.

® |ises observation approaches to watch how customers behave in store, using protocol
tapes (where people think aloud about the purchases they are making).

#® Selects some ressarchers to supply raw data, where It performs Its own analyses and
interpretations, whilst in other projects it uses specialised strategic input from researchers
to provide added value.

® Shares its best practices and know-how. It has an electranic market research platform
where researchers discuss their projects and any problems they have. For example, if a suc-
cessful approach has been used in the Netherlands, they can consider using it in the USA.

® Clroulates a digest to the Corporate Executive Board and management teams all over the
world. Market Research Findings is issued twice a year, giving details of important
papers, articles and reports on retail research from inside or outside the Ahold compary.

Bert L. J. van der Herberg, Vice Prasident Market Research, summarises the role of market
researchers gt Royal Ahold:

Reseparchers are backroom consultants. | see the market researcher as a phitosopher who
can lake a oritical view of the internal and external world. The researcher can act as ‘the
serious fool' to the court. The Board takes on our Ideas and our language, but the market
researcher is not the spokesman for the company. They arg listenars and [nterpreters.t

The use of a variety of techniques is vital to support a variety of key marketing deci-

sions. The following two examples from Philips and the Nordea Bank illustrate how

integral marketing research can be to sound decision making.

Research is integral to marketing at Philips?

A few years ago, Philips Consumer Electronics determined that the market for traditional
personal audio was diminishing. |ts researchers looked into what the key needs and drivers
of teenagers were and came up with concepts such as adaptability, choice flexibllity, sharing
experlences and spontaneity. They selected a few of these as a basis for thelr designers to
start developing products. They also meticulously identified the value proposition they
wanted to offer with new products coming out of the designer pipeline. Subsequently, when
a product was presented during the trial phase, Phillps let the researchers determing,
through qualitative research, what the consumer saw as the primary benefits and concerns
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of the praduct. Philips wanted (o identify exactly why it would make & product, far whom it
would make it and how it would be differentiated from other products, After Philips had
dacided to go to market with these products (a series of very small portable MP3
players/cameras thatl fit on a key nngl, it again turned 1o its researchers to test the adver-
tising campaign that was developed for the product.

Nordea: a new brand in the making®

Mordea is a leading bank in the Nordic region with around 1.200 branch offices and some
11 million clients of which 3.9 million are e-customers. It was created around 2000 through
a series of margers between Nordbanken in Sweden, Merita Bank in Finland, Unibank in
Denmark and Chrstiana Bank og Wreditkasse in Norway, Before the merger, each oniginal
bank conducted ongoing customer and employee satisfaction surveys, including monitoring
ts reputation and image. At the time of the merger there was a solid basis to continue these
surveys. Since branding of the new name was central to creating Nordea, concurrent with the
satisfaction surveys, spacific surveys werg needed (o support the brand bullding process,
This consisted of five phases:

1 Establishing common core values: surveys were instituted to ensure the basis to launch
the new brand, for instance a comprehensive laddering survey to form the basis of
Nordea's positioning strategy.

2 Choosing a new name: the name studies took several months to complete and substan-
tial resources were committed to test associations with potential candidates including
‘Mordea’.

3 Ensuring name awareness: on launching the Nordea name, a frequent and detailed name
awareness tracking was initiated. As awareness grew, the tracking was phased out and
eventually focused exclusively on the guality of the awareness.

4 Positioning the brand: the initial purpase of the brand positioning survey was to create a
common understanding af the original banks® positioning and to identify the position
towards which the brand should move based on the company's business strategy, As the
survey had to reflect feelings and valuas (n four different languages when employees did
not even ‘speak the same language’, linguistic pitfalls had to be taken into account,

5 Building reputation: as a company turn-around process was initiated at the time, the
focus shifted towards the bank’s corporate reputation. This was measured by Reputation
Excellence, a syndicated Mordic survey marketed by Danish MarkedsConsult, Nordea
took an active role in designing the survey when launched in 2003, The survey was
based on 15,000 CATI Interviews in the Nordlo countries carrled out by Nordic Morstat.

These examples illustrate only a few of the methods used to conduct marketing
research, which may range from highly structured surveys with large samples to in-depth
interviews with small samples; from the collection and analysis of readily available data to
the generation of ‘new’ data; from direct interaction with consumers to the distant obser-
vation of consumers. These examples illustrate a few of the applications of marketing
research in supporting decision-makers, This book will introduce vou to the full comple-
ment of marketing research techniques. These examples also illustrate the crucial role
played by marketing research in designing and implementing successful marketing plans.
This book will also introduce vou to a broad range of marketing applications supported
by marketing research,

The role of marketing research can be better understood in light of the basic marketing
paradigm depicted in Figure 1.1. The emphasis in marketing, as illustrated in the Royal
Ahold example above, is on the identification and satisfaction of customer needs. To



Figure 1.1
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determine customer needs and to implement marketing strategies and plans aimed at sat-
isfying those needs, marketing managers need information about customers, competitors
and other forces in the marketplace, In recent vears, many factors have increased the need
for more accurate and timely information. As firms have become national and interna-
tional in scope, the need for information on larger, and more distant, markets has
increased. As consumers have become more affluent, discerning and sophisticated, mar-
keting managers need better information on how they will respond to new products and
other marketing offerings, As competition has become more intense, managers need
information on the effectiveness of their marketing tools. As the environment is changing
more rapidly, marketing managers need more timely information to cope with the impact
of changes.”

Marketers make decisions about what they see as potential opportunities and problems,
i.e. a process of identifying issues. They go on to devise the most effective ways to realise
these opportunities and overcome problems they have identified. They do this based on a
“vision' of the distinct characteristics of the target markets and customer groups. From this
vision' they develop, implement and control marketing programmes, This "vision™ of mar-
kets and subsequent marketing decisions may be complicated by the interactive effects of
an array of environmental forces that shape the nature and scope of target markets. These
forces also affect the marketers” ability to satisfy their chosen target markets,

Within this framework of decision making, marketing research helps the marketing
manager link the marketing variables with their environment and customer groups, It
helps remove some of the uncertainty by providing relevant information about marketing
variables, environment and consumers,

The role of the marketing vesearcher in supporting the marketing decision-maker can
therefore be summarised as helping to:

® describe the nature and scope of customer groups;

# understand the nature of forces that shape customer groups;

® understand the nature of forces that shape the marketer's ability to satisfy targeted
customer groups;

® test individual and interactive marketing mix variables;

# monitor and reflect upon past successes and failures in marketing decisions.
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Traditionally, marketing researchers were responsible for assessing information needs and
providing the relevant information, while marketing decisions were made by the man-
agers. These roles are changing, however, and marketing resecarchers are becoming more
involved in decision making; conversely, marketing managers are becoming more involved
with research. This trend can be attributed to better training of marketing managers and
advances in technology; we will discuss this in more detail towards the end of this chapter,
There has also been a shift in the nature and scope of marketing research, where increas-
ingly marketing research is being undertaken on an ongoing basis rather than in response
to specific marketing problems or opportunitics on an ad hoc basis.”
This crucial role of marketing research is recognised in its definition.

Definition of marketing research

Marketing research

A ley elemant within the total
field of marketing
Infarmatian. It lmks the
consumear, customar and
public to the marketer
through infermation which s
used to identify and define
rarkatng oppartunitias and
problams; to generate, refing
and evaluata marketing
actions; and to Improve
understanding of marketing
as a process and of the ways
In which specific marketing
activities can be made more
effective.

Marketing research
process

A set of six steps which
define the tesks to be
accomplished In conducting
& marketing research study.
These include problem
definition, developing an
approach o the prablem,
research deslgn formadatian,
fleldwark, data preparation
and analysls. and repart
Eeneration and presertation.

The European Society for Opinion and Marketing Rescarch (ESOMAR) defines marketing
research as given below. For the purpose of this book, which emphasises the need for
information in the support of decision making, marketing research is defined as:

Marketing research is a key element within the total ficld of marketing information, It
finks the consumer, customer and public te the marketer through tnformation which is
wsed to identifly and define marketing opportunities and problems; to generate, refine and
evaluate markering actions; and to improve understanding of marketing as a process and
of the ways in which specific marketing activities can e made more effective.

Several aspects of this definition are noteworthy, First, it reinforces the notion of basing
marketing decisions upon a strong understanding of target customers. It stresses the role
of ‘linking’ the marketer to the consumer, customer and public to help improve the whole
process of marketing decision making,

ESOMAR further qualifies its definition of marketing research by stating:

Marketing research specifies the information required to address these issues [of linking
the consumer, customer and public to the marketer|; designs the method for collecting
iiformation; manages and implements the daga collection process; analyses the results; and
communicates the findings and their implications.

The above qualification of the definition of marketing research encapsulates the marketing
research process. The process is founded upon an understanding of the marketing deci-
sion{s)] needing support. From this understanding, research aims and objectives are
defined. To fulfil defined aims and objectives, an approach to conducting the research is
established. Next, relevant information sources are identified and a range of data collection
methods are evaluated for their appropriateness, forming a research design. The data are
collected using the most appropriate method; they are analysed and interpreted, and infer-
ences are drawn. Finally, the findings, implications and recommendations are provided in a
format that allows the information to be used for marketing decision making and to be
acted upon directly.

Marketing research should aim to be objective. It attempts to provide accurate infor-
mation in an impartial manner. Although research is always influenced by the researcher’s
research philosophy, it should be free from the personal or political biases of the
researcher or decision-makers, Research motivated by personal or political gain involves a
breach of professional standards. Such research is deliberately biased to result in predeter-
mined findings. The motto of every researcher should be ‘Find it and tell it like it is)
Second, it is worth noting the term “total field of information” This recognises that mar-
keting decisions are not exclusively supported by marketing research. There are other
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means of information support for
marketers from management consult-
ants, raw data providers such as call
centres, direct marketing, database
marketing and telebusinesses.” These
alternative forms of support are now
competing with a ‘traditional’ view of
marketing research. The methods of
these competitors may not be adminis-
tered with the same scientific rigour
and/or ethical standards applied in
the marketing research  industry,
MNonetheless, many marketing decision-
makers are increasingly using these
other sources which collectively are
changing the nature of skills demanded

Source: @ Alamy

in marketing researchers. These demands
will be discussed in more detail later
in this chapter,

The marketing research process

The marketing rescarch process consists of six broad stages, Each of these stages is devel-
oped in more detail in subsequent chapters; thus, the discussion here is brief. The process
illustrated in Figure 1.2 is of the marketing research seen in simple stages. Figure 1.3 takes
the process a stage further to show the many iterations and connections between stages.
This section will explain the stages and illustrate the connections between the stages,

Stage 1:
Probéem definition

l

Stage 2:
Research approach developed

l

Stage 3:
Research design developed

l

Stege 4
Fieldwork or data coflaction

|

Stage 52
Dala preparation and analysis

Figure 1.2 1
Simple description of Stage 6:

the marketing research .
Repant preparation and presentation
process ey
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Step 1: problem definition. The logical starting point in wishing to support the decision-
maker is trying to understand the nature of the marketing problem that requires research
support. Marketing problems are not simple 'givens), as will be discussed in Chapter 2, and
the symptoms and causes of a problem are not as neatly presented as they may be in a case
study such as those found in marketing textbooks. In Figure 1.3, the first three stages show
the iterations between envirommnental context of the problem, marketing decision problem
and marketing research problem. Understanding the environmental context of the problem
has distinct stages that will be discussed in Chapter 2. It involves discussion with decision-
makers, in-depth interviews with industry experts, and the collection and analysis of
readily available published information (from both inside and outside the firm). Once the
problem has been precisely defined, the researcher can move on to designing and con-
ducting the research process with confidence.

Step 2: development of an approach to the problem. The development of an approach
to the problem involves identlying factors that influence research design. A key element of
this step involves the selection, adaptation and development of an appropriate theoretical
framework to underpin a research design, Understanding the interrelated characteristics of
the nature of target respondents, the issues to be elicited from them and the context in
which this will happen rely upon sound” theory, ‘Sound’ theory helps the researcher to
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decide "what should be measured or understood’ and ‘how best to encapsulate and com-
municate the measurements or understandings’ In deciding what should be either
measured or encapsulated, the researcher also develops a broad appreciation of how the
data collected will be analysed. The issues involved in developing an approach are tackled
in more detail in Chapter 2.

Step 3: research design developed. A research design is a framework or blueprint for
conducting a marketing research project. It details the procedures necessary for obtaining
the required information. Its purpose is to establish a study design that will either test the
hypotheses of interest or determine possible answers to set research questions, and wlti-
mately provide the information needed for decision making. Conducting any exploratory
techniques, precisely defining variables to be measured, and designing appropriate scales
to measure variables can also be part of the research design. The issue of how the data
should be obtained from the respondents (e.g. by conducting a survey or an experiment}
must be addressed. These steps are discussed in detail in Chapters 3 to 13,

Step 4: fieldwork or data collection. In Figure 1.2, this stage could be simplified to
‘collecting the required datal In Figure 1.3, a whole array of relationships between stages
of data collection is shown, starting at Secondary data collection and analysis through 1o
Quantitative research or Qualitative research, The process starts with a more thorough col-
lection and analysis of secondary data sources, Secondary data are data collected for some
other purpose than the problem at hand. They may be held within the organis-ation as
databases that detail the nature and frequency of customer purchases, through to surveys
that may have been completed some time ago that may be accessed through libraries, CD-
ROMs or the Internet. Going through this stage avoids replication of work and gives
guidance in sampling plans and in deciding what to measure or encapsulate using guanti-
tative or qualitative techniques. Secondary data collection and analysis may complete the
research process, Le sufficient information may exdst to interpret and report findings to a
puint whereby the information gaps that the decision-maker has are filled. Secondary data
forms a vital foundation and essential focus o primary data collection,

In Figure 1.3, the stage of Identify and select indiriduals for primary research covers sam-
pling issues for both quantitative and gualitative studies. This stage may include the
selection of individuals for in-depth qualitative research, In qualitative research, issues of
‘representativencss’ are less important than the quality of individuals targeted for investi-
gation and the quality of response elicited. However, as can be seen from the line leading
up from Qualitative research to Identify and select individuals for primary research, the
qualitative rescarch process may help in the identification and classification ol individuals
who may be targeted using more formal sampling methods, These sampling methods are
covered in detail in Chapters 14 and 15,

Bevond the issues of identifving and selecting mdividuals, the options available for pri-
mary data collection vary considerably. A stage of Qualitative research alone may be
sufficient to support the decision-maker, as indeed could a stage of Quantitative research.
The following example illustrates the use of qualitative observation to support marketing
decision making. This example mirrors one of the research techniques used by Royal
Ahold {presented at the start of this chapter), helping it to build up a *picture’ of its cus-
tomers, As a technigue in its own right, it does not necessarily have to be followed by a
survey or quantitative work to conlirm the observations. This technique will be developed
under the heading "Ethnographic research’ in Chapter 6,
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Example

Supermarket Sweep®

Video camera analysis can be used to gain vital Information about the way in which super-
market consumers spend their money. People behave in certain ways within the
supermarket environment, according to store design specialist company 1D Magasin.
Patterns of consumer behavieur can be used to maximise profits. Store managers who work
on store design without video footage are sometimes wrong about their conclusions.
Consumers, for example, often ignore the products placed on shelves at eve |evel, despite
popular belief to the contrary.

The research problem may require a stage of qualitative and quantitative research to
run concurrently, perhaps measuring and encapsulating different characteristics of the
problem under investigation,

A stage of qualitative research could be used to precede a stage of quantitative research.
For example, a series of focus groups may help to generale a series of statements or expec-
tations that are subsequently tested out in a survey to a representative sample, Conversely,
a survey may be conducted and, upon analysis, there may be clear statistically significant
differences between two distinct target markets. A series of qualitative in-depth interviews
may follow to allow a more full exploration and understanding of the reasons for the dif-
ferences between the two groups.

Step 5: data preparation and analysis. Data preparation includes the editing, coding,
transcription and verification of data. In Figure 1.3, this stage is not drawn out as a dis-
tinct stage in its own right, but is seen as integral to the stages of Secondary data collection
and gualysis through to Quannitaiive research or Qualitative research, The process of data
preparation and analysis is essentially the same for both quantitative and qualitative tech-
niques, for data collected from both secondary and primary sources. Considerations of
data analysis do not occur after data have been collected; such considerations are an inte-
gral part of the development of an approach, the development of a research design, and
the implementation of individual quantitative or qualitative methods. If the data to be
collected are qualitative, the analysis process can occur as the data are being collected, well
before all observations or interviews have been completed. An integral part of qualitative
data preparation and analysis requires rescarchers to reflect upon their own learning and
the ways they may interpret what they see and hear. These issues will be developed in
Chapters 6 to 9.

If the data to be analysed are quantitative, each questionnaire or observation form is
inspected or edited and, if necessary, corrected. Number or letter codes are assigned to
represent each response to each question in the questionnaire. The data from the ques-
tionnaires are transcribed or keypunched into a proprietary data analysis package.
Verification ensures that the data from the original questionnaires have been accurately
transcribed, whereas data analysis gives meaning to the data that have been collected.
Univariate technigues are used for analysing data when there is a single measurement of
each element or unit in the sample; if there are several measurements of each element,
each variable is analysed in isolation (see Chapter 18). On the other hand, multivariate
techniques are used for analysing data when there are two or more measurements of cach
element and the variables are analysed simultaneously (see Chapters 18 to 24).

Step &: report preparation and presentation. The entire project should be documented
in a written report that addresses the specific research questions identified, describes the
approach, research design, data collection and data analysis procedures adopted, and
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presents the results and major findings. Research findings should be presented in a com-
prehensible format so that they can be readily used in the decision-making process. In
addition, an oral presentation to management should be made using tables, figures and
graphs to enhance clarity and impact. This process is encapsulated in Figure 1.3 with the
reminder that the marketer’s information gaps are filled and that the marketer is sup-
ported for the set problem, but also a contribution is made towards organisational
learning in terms of building up marketing knowledge (see Chapter 25).

A classification of marketing research

Problem identification
rasearch

fesearch undertaken to help
Identify problems that ane not
necessarily apparent an the
surface, yet exist ar are likely
to arise in the futuse.

Figure 1.4
A classification of
marketing research

The ESOMAR definition encapsulates two key reasons for undertaking marketing
research: {1} to identify opportunities and problems, and {2) to generate and refine mar-
keting actions. This distinction serves as a basis for classifving marketing research into
problem identification research and problem-solving research, as shown in Figure 1.4.
Linking this classification to the basic marketing paradipm in Figure 1.1, problem identifi-
cation research can be linked to: the description of the nature and scope of customer
groups, understanding the nature of forces that shape customer groups, and understand-
ing the nature of forces that shape the marketer's ability to satisfy targeted customer
groups. Problem-solving research can be linked to: test individual and interactive market-
ing mix variables, and to monitor and reflect upon past successes and failures in
marketing decisions.

Problem identification research 15 undertaken to help identify problems that are, per-
haps, not apparent on the surface and vet exist or are likely o arise in the future,
Examples of problem identification research include market potential, market share,
brand or company image, market characteristics, sales analysis, short-range forecasting,
long-range forecasting and business trends research. Research of this type provides infor-
mation about the marketing environment and helps diagnose a problem. For example, a
declining market potential indicates that the firm is likely to have a problem achieving its
growth targets, Similarly, a problem exists if the market potential is increasing but the
firm is losing market share. The recognition of economic, social or cultural trends, such
as changes in consumer behaviour, may point to underlying problems or opportuniries,

Marketing research
Frobiem Problem-
identification solving

research resaarch
Examples: Examples:
» market potential research = segmentation research
= markzt sharo research * product research
* image rascarch = pricing research
= markel characlenstics research * promolion rasoarch
= sales analysis research = distribution rescarch

* forecasting reseanch
* business trends research

1"
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Prablem-solving research
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solve specific marketing
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Example

Beer research shows overspill®

The proliferation of new brands In Europe’s booming beer market could result In shorter
product lifecycles and, ultimately, destroy brand loyalty. The report 'Western European Beer'
reveals that the industry Is in danger of an overspill of brands, with the number of brands
available exceeding demand. As a result, consumers are likely to fall back on ‘tried and
tested brands’, normally owned by farge manufacturers, at the expense of lesser known
brands, which are likely to fall by the wayside.

The example above presents either a problem or an opportunity for beer manufactur-
ers, depending largely upon whether their brand is ‘tried and tested” or not. The research
could be classified as ‘business trends research’ or even ‘market potential research’ 1t could
be followed by individual beer manufacturers conducting their own ‘image research’ to
reveal the extent to which their brand({s} are perceived as being ‘tried and tested’

Onee a problem or opportunity has been identified, problem-solving research may be
undertaken to help develop a solution. The tindings of problem-solving research are used
to support decisions that tackle specific marketing problems. Problem-solving research
linked to problem identification research is llustrated by the following example of devel-
oping a new cereal at Kellogg's.

Crunchy Mut Red adds colour to Kellogg's sales'?

In 2001, Kellogg's was faced with the challenge of reviving low cereal sales. Through prob-
lem |dentification research, it was able to Identify the problem, and through problem-soelving
rasaarch, to develop several salutions 1o increase the sales of cereals.

To identify the problem, Kellogg's researchers interviewed decision-makers within the
company, interviewed industry experts, conducted analyses of available secondary data,
conducted some qualitative research and surveyed consumers about their perceptions and
preferences for cereals. Several impartant problems were dantified:

® Current products were being targeted at children.

® Bagels and muffing were becoming more favoured breakfast foods.

@ High prices were turning consumers to generic brands.

® Quick breakfast foods that required liitle or no preparation were becoming more popular

These issues helped Kellogg's to define the problem: Kellogg's was not belng creative in
introducing new products to meet the needs of adult consumers. Based on this definition,
Kellogg's Introduced new flavours that were maora sulted to the adult palette but were not
tasteless varieties of the past. For example, It introduced Crunchy Mut Red. This new cereal
Included cranberry pieces, almonds and yogurt-flaveured flakes. The new cereal was sup-
parted by a national television advartising campaign, major in-store promotions, and
2 milllon specially produced sachets for a nationwide sampling campaign. Kellogg's part-
nered with the 2002 US Olymple team and the 2002 Winter Qlymple Games. The company
distriputed Olympic themed packages. products and promotional offers as a way to welcome
the Olymplc Games back to the USA. Through creative problem identification research fol-
lowad by problene-solving research, Kellogg's has seen not anly an increase In sales, but
also an Increase in consumption of cereal at times other than breakfast,

This example illustrates how the careful crafting of problem identification research can
help to develop a clear focus to problem-solving research. The outcome was research that
supported marketing decisions in many ways, A problem-solving perspective enabled
Eelloge's management to focus on issues of product development and an integrated pro-
maotions campaign, Table 1.1 shows the different types of issues that can be addressed
using problem-solving research.
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Table 1.1 Examples of problem-saolving research

Segmentation research | Determing basls of segmentation
Establish market potential and responsiveness for vanous segmants

Select target markets and create lifestyie profiles: demography, media,
and product Image characteristics

Product research Test concept

Detarmine optimal product design
Package tests

Product modification

Brand positioning and repositicning
Test marketing

Pricing research Impartance of price in brand selection
Pricing policies

Product line pricing

Price elasticity of demand

Initiating and responding to price changes

Promotions research Optirmal promotional budgat

Optimal promotion mix

Copy decisions

Craativa advartising testing

Evaluation of advertising effectiveness

Distribution research Attitudes of channel members

Intensity of wholesate and retail coverage
Channel margins

Retail and wholesale locations

Problem identification research and problem-solving research go hand in hand as seen
in the Kellogg's case, and a given marketing research project may combine both types of
research. A marketing research project for a European beer manufacturer that sees its
market share diminish may determine through image research that its brand is perceived
in a most positive manner. This may indicate that the brand should be extended into
other types of beer or even into clothes and fashion accessories. Appropriate target
markets may be selected, with detailed profiles of potential customers and an associated
media and product image. These decisions can clearly be supported with problem-
solving research. Whether the focus is upon problem identification or problem-solving
research, it is vital that the process of marketing research is conducted in a systemic and
rigorous manner.

The global marketing research industry

With the rising demand for managerial skills in marketing researchers, we turn our atten-
tion to the relative rates of demand for marketing research and industry growth rates
across the globe, To monitor rates of expenditure and growth, we follow the annual
ESOMAR Global Market Research Industry Study (www.esomarnl), with summaries and
commentary from the magazine Research World.

The figures presented are estimates of all the work conducted within individual
countries, by research agencies. Not included in the data is marketing research under-
taken by non-profit research institutes, governments, universities or advertising agencies
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using their own resources. The data also do not include the internal supply of marketing
research, i.e. the costs of a marketing research function located within a firm. In addi-
tion, not included are costs incurred by the more sophisticated users of marketing
research who integrate the data and analyses of their operational databases to under-
stand customers and support marketing decision making. Though these estimates are
stabic, may quickly go out of date and only tell part of the story of supporting marketing
decision making, they are a vital means to illustrate developments in the marketing
research industry.

The total global expenditure on marketing research in 2004 amounted to €17 415 mil-
lion. Where this money was spent is illustrated in Table 1.2 which lists the top 20 countries
with the highest marketing research spend per capita. Though it is clear to see that the
USA as a country spent the most on marketing research, on a per capita basis a different
story emerges. Five European countries spent more than the USA, with the UK spending
€32.18 on marketing research for every citizen, with Sweden second at €27.96 and France
at £24.70. The top 20 is dominated by countries with mature marketing research indus-
tries and with relatively high price levels for their research services.

In countries with marketing research industries that are relatively young, though the
overall turnover and per capita rates mayv be low, the potential for growth may be
immense. This is not the case in many developed economies: for example, in 2003, of the
EU15 countries'” the UK, Germany, the Netherlands, Sweden, Belgium, Denmark and
Ireland had negative growth rates, with the Netherlands and Belgium continuing this
decline in 2004. These negative growth rates increased the competitive intensity in mar-
keting research suppliers and exacerbate the demand for managerial skills from marketing
researchers. Marketing research in Europe is far from in decline as illustrated by the
healthy growth rates of the new EU member states and other non-EU European countries.

Table 1.2 Top 20 countries with highest MR spend per capita, 2004V

Country Turmaver (€m) Population (million) Spend per capita
1€ per capita)
1 UK 1.901 59.07 32.18
2 Sweden 248 B8.87 27.96
32 France 1,478 59.84 2470
4 Switzarland 147 TaLT 20.50
5 Germany 1.677 B2.41 20.35
6 UsA 5,892 291.04 20,24
7 Fintand 103 5,20 19.81
8 Denmark 101 5.35 18.88
9 Australla 387 19.54 18.78
10 Morway 78 4,51 17.29
11 Mew Zealand 65 3.85 16.88
12 MWetherlands 271 16.07 16.86
13 Iretand B3 3el 16.11
14 Canada 430 3127 13:75
15 Belglum 131 10.30 1272
16 Austria 87 8186 10.65
17 Italy L 57.48 9.39
18 Spain 382 41.16 828
19 Singapora 36 418 B2.61
20 lapan 1.042 127.48 8.17




The global marketing research industry

When set in a global context, Table 1.3 shows that Central and South America have the
highest regional growth rates for marketing research expenditure in the world. This table
presents the turnover, growth rates and market share for all regions of the world. 1t also
shows that Europe as a whole has the largest share of the global market for marketing
research at 44.93%.

Though Table 1.3 presents the relative expenditure, growth rates and shares on a
regional basis, it masks the individual countries where marketing research is growing at
the greatest rates. Table 1.4 ranks the countries with a real growth rate over 10%.
Countrics with healthy economic growth show the highest growth levels in marketing
research. This table shows the increased demand for and expenditure in the booming
Central and Latin America, where several countries like Venezuela, Argentina and Mexico
have emerged from recession and are displaying high growth rates for marketing research,
Examples of marketing research conducted in these emerging and fast-growing economies
will be used throughout the text in the sections of International Marketing Research.

Table 1.3 Turnover, growth rates and market share per region, 2003-2004'3

Region Turnover Growth rate Real growth Share of
2003, (Em) {unadjusted for rate (adjusted for global market,

inflation) (%) inflatien) (%) 2003 (%)
EU15 7.150 b2 3.0 41,06
Mew member states 242 10.5 6.0 1.39
Other Europe 433 10.7 8.1 248
Total Europe 7.825 -1 3.2 44.93
Marth America 6,361 8.5 6.7 36.53
Central & South America 672 14.8 8.2 3.88
Asia Pacific 2,319 6.5 5.2 13.32
Middle East & Africa 238 BB 6.3 1.37
Total World 17,415 75 5.0

Table 1.4 Countries with growth rate
expectations over 10% for 2005'

Region Expected growth rate,
2005
Venezuela 30
Argentina 25
Russlan Fed. 25
Ukraine 20
Poland 19
Turkey 17
Karma 15
Lithuania 15
Mexico 1B
Singapore 12.5
Braal 10
Cyprus 10
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External suppliers

Outside marketing research
companies hired 1o supphy
markating research sarvices.

Full-service suppliers
Companies that affer the full
range of marketing research
actities.

Syndicated services
Companies that collect and
sell common pools of data
designed to sarve
information needs shared
by a number of clients,

Standardised services
Companies that usa
standardised procedures 1o
provida marketing research
to various clients.

Customised services
Companies that tailor
resaarch procedeas to best

maat the needs of sach client.

Internet services
Companies which specialise
in the use of the internet

to callect, a:rﬂlyae ancd
distributs markehng
research nfonmation,

Limited-service suppliers
Companies that spacialise
In one or a few phases of a
markating rasearch project.
Field services

Companies whose primary
sendce offerng is their
expertize In collecting data
for reseanch projects,

Figure 1.5
Marketing research
suppliers
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The bases for the estimates in Tables 1.2 to 1.4 emerge from external marketing research
suppliers or agencies. External suppliers are outside firms hired to supply marketing
research data. These external suppliers collectively comprise the ‘marketing research
industry’. They range from small {one or a few persons) operations to very large global
corporations. We now examine the nature of services that may be supplied by external
suppliers, As illustrated in Figure 1.5, external suppliers can be classified as full-service or
limited-service suppliers,

Full-service suppliers offer the entire range of marketing research services: for exam-
ple, defining a problem, developing a research design, conducting focus group interviews,
designing questionnaires, sampling, collecting, analysing and interpreting data, and pre-
senting reports. They mav also address the marketing implications of the information
they present, i.e. have the management skills to interpret and communicate the impact of
their research findings at the highest levels. They may also manage customer database
analyses, being able to integrate the management and analyses databases with the manage-
ment and analyses of conventional marketing research techniques.

The services provided by these suppliers can be further broken down into syndicated
services, standardised services and customised services {see Figure 1.5).

Syndicated services collect information that they provide to subscribers. Surveys, diary
panels, scanners and audits are the main means by which these data are collected.

Standardised services are research studies conducted for different clients but in a stan-
dard way. For example, procedures for measuring advertising effectivencss have been
standardised so that the results can be compared across studies and evaluative norms can
be established.

Customised services offer a variety of marketing rescarch services specifically designed
to suit a client’s particular needs. Each marketing research project is treated uniguely,

Internet services offer a combination or variety of secondary data and intelligence
gathering, survey or qualitative interviewing, and the analysis and publication of research
findings, all through the Internet.

Limited-service suppliers specialise in one or a few phases of a marketing research
project, Services offered by such suppliers are classified as feld services, coding and data
entry, analytical services, data analysis and branded products,

Field services collect data through mail, personal interviews or telephone interviews,
and firms that specialise in interviewing are called field service organisations, These

Research suppliers

Full senice Limited service
|
4 ! ' !
sanices senices umim serices
' ! ! ' !
Coding Data Branded
Field ; Analytical i
— A, = D o



Coding and data entry
sarvices

Companies whose primary
service offering is thair
expartiss in comerting
complated surveys ar
interviews into & usable
database for conducting
statistical analysis.

Analytical services
Companies that provide
Euidance in the developmant
of resaanch design.

Data analysis services
Firms whosa primary service
is to conduct statistical
analyses of quantitative
data.

Branded marketing
research products
Specialised data collection
ahd analysis procecunss
developed o address
specific types of marketing
research probbems.

The limitations of marketing research

organisations may range from small proprietary organisations that operate locally to large
multinationals. Some organisations maintain extensive interviewing facilities across the
country for interviewing shoppers. Many offer qualitative data collection services such as
focus group interviewing {discussed in detail in Chapter 7).

Coding and data entry services include editing completed questionnaires, developing

a coding scheme and transcribing the data for input into a computer,
Analytical services include designing and pretesting questionnaires, determining the best
means of collecting data, and designing sampling plans, as well as other aspects of the
research design. Some complex marketing rescarch projects require knowledge of sophis-
ticated procedures, including specialised experimental designs (discussed in Chapter 10}
and analytical techniques such as conjoint analysis and multidimensional scaling (dis-
cussed in Chapter 24), This kind of expertise can be obtained from firms and consultants
specialising in analytical services.

Diata analysis services are offered by firms, also known as tab houses, that specialise in
computer analysis of quantitative data such as those obtained in large surveys. Initially,
most data analysis firms supplied only tabulations (frequency counts) and cross-
tabulations {frequency counts that describe two or more variables simultaneously). Now,
many lirms offer sophisticated data analysis using advanced statistical technigues, With
the proliferation of microcomputers and software, many firms now have the capability to
analyse their own data, but data analysis firms with expert statisticians are still in demand.

Branded marketing research products and services are specialised data collection and
analysis procedures developed to address specific types of marketing research problems.
These procedures may be patented, given brand names, and marketed like any other
branded product. Microscope by Retail Marketing (In-Store) Services is an example of a
branded product. It is a test marketing package for new product development that sup-
plies cost-effective measurements of new product performance.

The limitations of marketing research

Example

It must be recognised that using researchers, even if they follow the marketing research
process to the letter, does not guarantee that a marketing decision supported by that
research will be successful. The act of decision making and conducting marketing research
are distinctive activities and there are examples where the vital link between these activi-
ties has resulted in failure. In the following example, the entrepreneur Sahar Hashemi
makes the case for marketing research, but not for the use of external suppliers as dis-
cussed above, Following her points, we then move on to the arguments and examples of
the limitations of marketing research.

The birth of an idea'®

Sahar Hashemi, co-founder of the coffee chain Coffee Republic, believes marketing
rasearch to be tremendously impartant. *You shouldn't ever start a business without it. Of
course you have to make gut instinet decisions but they should be Informed by market
research, like educated guesses,” However, Sahar believes in the importance of doing mar-
keting research yourself, “Why would you give research to an agency to do?' she asks. ‘You
have to become a real expert in the area you want to waork in. You have to get your head
around these things.” Sahar believes that a slick research agency might give you a glossy
report packed with facts and figures, but if you do the work yourseif you'll gain more Insight.
She also thinks that better ideas can grow out of research — facts and figures mixing with
inspired thought to create what she calls 'fertile ground in which to cultivate new ideas”.
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If decision-makers have gaps in their knowledge, if they perceive risk and uncertainty
in their decision making and cannot find support at hand within their organisation, they
can gain support from marketing research. However, many marketers can recount cases
where the use of marketing research has resulted in failure or where decisions based upon
gut feeling or intuition have proved to be successful. Such cases present a challenge to
marketing rescarchers, especially in Hght of the competition faced by the industry from
alternative information sources. Reflecting upon such cases should remind marketing
researchers to maintain a focus of offering real and valuable support to decision-makers.
Understanding what real and valuable support means should underpin the whole array of
creative data collection and analysis procedures available to the marketing researcher. The
following example starts this reflection process with a case that is very close to home!

What's this marketing research then, Dave?

James Birks founded and successfully ran a kiln construction company for over 40 years.
He designed, built and maintalned kilns for some of the most demanding porcelain and
ceramics manufacturers worldwide, including Wedgwood, Royal Doulton and Spode. At retire-
ment age he sold his company as a going concern — a very waalthy man,

James was presented with a copy of the first edition of this text by his nephew, David
Birks. He was very pleased with the present but was intrigued by the title and asked ‘What's
this marketing research then, Dave?" He certainly had a clear idea of what marketing meant
ta his business and what was involved in baing a successful marketer in his industry, but
the notion of researching marketing activities was alien to him.

The intriguing aspect of this question is that James Birks had run a successful business
on an international basis for over 40 years without the need to be aware of or to use mar-
keting research. Had he used marketing research, could he have been even more
successhul, or would it have been a wasted investment? Could he have been practising
marketing research "activities” in a very informal manner to support marketing decisions?
In his business-to-business marketing situation, he knew his customers and competitors
well, and knew what shaped their demands, This knowledge he acquired on a day-to-day
basis, nurturing a curiosity about opportunities and how to realise them - without resort-
ing to support from formal ad hoc marketing research. The example of James Birks shows
that decision-makers do not rely solely upon marketing research, and in certain circum-
stances can survive and perform well without it.

Another view to reflect upon is the damning comment from Anita Roddick of The
Body Shop, who said that ‘market research is like looking in the rear view mirror of a
speeding car’'® This may be a valid point if one sees the relationship of marketing and
marketing research from the perspective illustrated by the respected research practitioner,
Wendy Gordon:!”

Traditional marketers delegate responsibility to the processes of marketing research, They
believe that you can ask people what they want and need in the future and then deliver it to
them. It is a fallacy. Marketing research removes peaple from experiencing reality, where the
signs of change bubble up i unexpected places. Sivting in comfort behind a one-way mirror,
listerting o a debrief from vesearchers describing the world ‘out there” or reading statistical
reparts on markets and the ‘aggregate consumer’ is not real, it is sanitised and second-hand,

Given the above criticisms, it is a fair point to acknowledge that there are cases where the use
of marketing research has resulted in poor decision making or even failure. Ultimately, this
examination should lead to a stronger justification of what ensures strong and valuable mar-
keting research support. It mav be a painful path to tread but this journey has to be made!



Example

The limitations of marketing research

There are two areas of misconception of the role of marketing research:""

1 Muarketing research does not make decisions. The role of marketing research is not to
rake decisions. Rather, research replaces hunches, impressions or a total lack of knowl-
edge with pertinent information.

2 Marketing research does not guarantee success, Research, at best, can improve the odds of
making a correct decision. Anvone who expects to eliminate the possibility of failure by
doing research is both unrealistic and likely to be disappointed, The real value of
rescarch can be scen over a long period where increasing the percentage of good deci-
sions should be manifested in improved bottom-line performance and in the
occasional revelation that arises from research,

The last point shows the long-term benefits of conducting marketing research, i.e. that the
results of a study may help decision-makers with an immediate problem, but by building
their knowledge they can also have long-term benetits,

A great proportion of marketing research money has been spent on developing and testing
new products. Questions have been posed that examine the role marketing rescarch plays in
poor success rates of new products across a wide range of industries."” Clearly, marketing
research cannot be blamed for every failure, and the following two reasons may explain why
decision-makers can make poor decisions when sound research has been conducted:

1 Blind optimism/disbelief in research. Many patently bad products have been launched
because marketing management did not believe research findings.

2 Political pressures. Given how many personal reputations may be at stake in the lengthy
and costly process of new product development, there may be political pressures to
launch a ‘borderline’ case.

The following example illustrates where research was used in new product development
but the designer and entreprencur chose to ignore the findings, and ultimately achieved
immense levels of success,

Doing a Dyson??

Just 23 months after its launch in the UK, the Dyson bagless vacuum cleaner became the
country’s best seller, overtaking sales of Hoover, Electrolux, Panascnic, Miele and all ather
vacuum cleaners. The Dyson clear bin was given a resounding thumbs-down in marketing
research. People said they did not like the dirt being wvisible in the bin in case their neigh-
bours saw how much dirt had been picked up in their homes. Some retailers said they
would mot want to have dust on display in demonstration machines. Yet, the dust was there
because they began using Dyson display machines to clean their shops. Dyson felt com:
pelled to launch its vacuum cleaner with a clear bin, believing that it is important to see
when it is full. Moreover, what better way was there to show stockists, sales staff and cus-
tomers proof of its increased efficiency than to see the dirt being collected?

How would consumers react to 8 new vacuum cleaner with totally radical styling, revolu-
tionary Intemal engineering and a price tag almost twice that of the current brand leader?
The public’s response proved immediately that innovative products do sell, even at a8 pre-
mium price. However, marketing research did not point to this product having the potential
to be a success, flames Dyson argued that ‘marketing research will only tell you what has
happened. Mo research can tell you what is going to happen.’

This Is & theme that James Dyson has reiterated over the years. In an interview in 2006,
giving tips to would-be inventors and entrepreneurs, he said:

vou can't go out and do marketing research {o try and sofve these problemns about what to
do next because usually, or very often, you're doing the opposite of what marketing
research would tell you. You can't base a new project twa years ahead an current market
trends and what users are thinking at the moment, That sounds very arrogant. But it isn't
arrogance. You can't go and ask your customers to be your inventors, That's your job,
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Other researchers offer reasons why decision-makers may reject research findings.
These go beyond the confines of developing and testing new products. Examples of these
reasons include:

o [nvalidity of research methods, 11 the decision-maker suspects the accuracy or appropri-
ateness of the methods for the problem faced, lack of confidence would lead to a
rejection of findings.

o Faulty commrnnication. This would lead to the findings being difficult to comprehend
or utilise, or being unconvincing.

® [rrelevance. The decision-maker may see the findings as irrelevant to the perceived mar-
keting problem.

If decision-makers reject rescarch findings, and have been taken to task as a consequence,
they can easily support their stance. They could question the time taken to conduct
research {and the possible consequences of delays in decision making), and the cost
required (not only in payving for markeling research projects but also in managerial
effort). They could point to the few reliable methods of evaluating the return on invest-
ment in marketing research. They may also question the amount of support that can be
given by a researcher who may have little understanding of the context and environment
in which the decisions are made.

Collectively, the examples in this section illustrate that out of the array of research and
information support approaches, there is no one guaranteed approach, research design or
technique that can create the perfect means to suppart decision-makers. Given the vast
array of marketing decisions and styles of marketing decision-maker, the hallmark of
marketing decision making is creativity, Creativity in decision making can be supported
well by accurate and relevant information. Generating accurate and relevant information
is also a creative act. The diagnosis of problems, the measurement of consumers and the
interpretation of those measurements ate all creative acts, not a set system. The following
PlayStation example illustrates the task of researching creative images, using a creative
research design. It shows how the marketing researcher ‘stepped back’ and devised a cre-
ative solution to encapsulate the impact of the film being used in the advert,

Marketing research supports PlayStation advertising?!

Trevor Beattie, Creative Director of the ad agency TEWA (www.tbwa-surope.com), describos
that the ‘The Third Place’ campaign for PlayStation2 was about 'the experience’. He wantad
to create imagery that would live with people long after the commercial break had finished.
Mell Hourston, TEWA Londen Head of Planning, described the creative intention: "Our
desired response on the creative brief was “excited fear”,’ he says, ‘If we were going to be
true fo that then in the research we were looking for 2n idea that made people both excited
and a little bit worrled.”

London agency Firefish was given the job of researching how to develop what turned out
to be an odd bit of 60 seconds. 'The finished ad was an incredibly surreal David Lynch
plece of film. It was utterly randam and bizarre and quite dark and [neredibly original,’
recalls Jem Fawcus, Cofounder and Director of Firefish:

We made a conscious decision not to begin trying to research anything like the finished film,
We ook a huge step back and just researched the ldea of The Third Flace; what do vou think
of the idea of The Third Place? What would it be like? Does it sirike & chord with people? is it
something that could be used o support PlayStation2’s new positioning? if we had gone In
and said, We got a really welrd film by David Lynch, and lts got a duck and a man dressed up
in bandages in it, and its all in black and white, and its got strange music,” it would have
absolutely bombed. No one would have understood what we were talking about.



The future - the growing demand for managerial skills in marketing researchers

Whether or not PlayStation2 gamers, or anyvone lsa for that matter, understood what David
Lynch was on about does not matter. It got consumers excited about the armval of the new
video game experignce. ‘We used research for that properly, which was for development,’
says Meil, ‘We gave Jam some executional elements rather than the whole thing, We asked
him to work with the respondents to see whether it had the potential in bits to create the
response that we were looking for”

If decision-makers complain that research is misleading or is only telling them what they
already know, the marketing researcher may argue that the fault lies with managers who
pose the wrong questions or problem in the first place, If one takes the narrow view that
the decision-maker poses the questions and the researcher finds the answers, there may be
some validity in such an argument. It does not hold if one considers that the decision-
maker and the researcher have a joint commitment to solve problems. In this joint
commitment they have quite distinct but complementary creative skills that they can
bring together to understand what problem they should be researching, how they conduct
the research and how they interpret their lindings.

Can marketing researchers survive in an age of increasing competition from other
information providers? How can the industry fend off the challenge from the armies of
consultants and other information suppliers? To achieve this, the industry has 1o offer
clients insights rather than just data analysis. The marketing researcher’s input must he
seen to benefit the bottom line. Initiatives that bring clients and researchers closer
together are needed — initiatives that educate buyers that marketing research has as much
if not more to offer than very expensive consultancy firms_ 2

The future - the growing demand for managerial skills in

marketing researchers

Over the past few years, a debate has emerged about the value of marketing research and
consultancy in supporting marketing decisions.™ Many marketing researchers are feeling
the pressure to move away from a position of being seen as mere data collectors and data
analysts towards becoming providers of strategic marketing intelligence. One of the driv-
ers behind this change is that data collection is seen by many marketers as a ‘commodity’
with comparatively low added value. An example ol this pressure on marketing
researchers emerges from Denmark, which is home to a number of high-quality research
organisations. In Denmark the industry is faced with concerns about commoditisation.
‘Many research buyers now see marketing research as a commodity” explains Erik Liljeberg
of the Association of Market Research Institutes in Denmark.** “They think that if you go
to one research agency or another it won't make much of a difference. If an agency will not
give vou a discount, then you try someone clse who will! In Germany, ADM {Arbeitskreis
Deutscher Markt], the association of private market and social research agencies, reports a
development from straightforward marketing research ‘data supply’ to information-based
consultancy. It describes the growing competition from rescarch providers outside the tra-
ditional marketing research industry, with advertising and media agencies, business
consultants and academic research institutions entering the arena.*”

Many marketing research agencies have concluded that in the long term, information
will become a commodity, and that it therefore now makes sound business sense to extend
their offer beyond the provision of professionally collected data. These agencies are seek-
ing to provide value-added services, around their skills of being able o interpret data, and
relate this precisely to business decision-making processes.™ Professor Frank Wimmer,
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board member at the German agency GIK, believes that a seat at the decision-maker’s
table is what most career-driven marketing researchers desire. "To have a genuine impact
on company policy, rather than being restricted to a role as a numbers-supplier”*” He
contends that marketing research should develop into a more decision-making,
management-orientated direction. That way, the researcher will be taken seriously by
businesses, and no longer be looked upon as a ‘number cruncher’ In the following two
examples, we see this development illustrated by the perspectives of the Premier
Automotive Group of Ford and Phillip Morris [nternational in their need to work with
marketing researchers with managerial skills,

Luxury cars - a key role for research®®

Ford is a multi-faceted company, with different divisions facing their own particular challenges.
At the Pramier Automaotive Group - its collection of European lusury brands comprising laguar,
Valvo, Aston Martin and Land Rover — I1's a matter of predicting which of its vehicles will be
important in an evermore congested market. The ability of the Premier Automotive Group, as
elsewhora in the Ford empire, to get closer to the hearts and minds of its consumers has
been enhanced by changes 1o the marketing research function within the company, Instead of
being specialists in one particular methodology or another, they are being transformed into
consultants who will have a more holistic view of the business. ‘Marketing researchers have
always had a lendency 1o be backroom people’, says their Marketing Research Manager,
Simon Wilson, “There is a much greater need nowadays for communication of research and
thiz can only be achieved effectively if you are say, front of house.” This change in attitude has
meant @ certaln amount of retraining, and even recruiting intermally and extarnally. but Wilson
is convinced that investment in this area will be well worth it. it should mean that, in time,
most of his staff would be capable of looking at the big picture.

What do clients want from research?2?

Richard Henchoz, Director Marketing Planning Services with responsibility for marketing
research for Africa and the Middle East and Duty Free at Phillip Mormris International, expects
that clients increasingly want and ask for actionable insights from researchers, the kind of
Insights that include an answer to the question. 'What would you do if you were in my
place?' Henchoz believes researchers must be able to provide this kind of strategic informa-
tion. Richard, a Swiss national based at Phillip Morris International’s headguarters In
Lausanne, puts Into perspective concerns about the feared loss of relevance of the
research function:

| have been in research for about 20 years now and the call for more crealivity has been
going on for & long time. In the 1980s, when working as a researcher for Proctor &
Gamble, [ aiready aspired to move on fram just executing research projects to a role in
which I could be more creative, by making conerete recommendations (o decision-makers.
To me, it seemed an almost natural inclination for a researcher. And yes, ciients will indesd
require far more creativity and business intelligence from providers and international
researchers. We are definitely working towards this goal at Phillip Morrls.

The emerging generation of marketing researchers will be expected to continue to
master the skill of borrowing and adapting tried and tested techniques from the social sci-
ences, The challenges of writing engaging questionnaires, drawing meaningful samples,
and making sense of data will still have to be met. Increasingly, marketing decision-
makers demand a far more integrated approach to analysing often contradictory and
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imperfect sources of evidence; there is a mounting need for the capacity to work in an
eclectic and holistic way with qualitative and quantitative data. Increasingly, marketing
rescarchers have to analyse multiple and often imperfect datasets. To do this, they need
new holistic analytic frameworks to be able to make sense of the data and to present this
to decision-makers in a coherent, confident and effective manner.”

John Forsyth, Partner of McKinsey and Company and Director of the firm's global
Customer Insights Practice, believes that adding new skills to the carrent set of capabilities
of marketing researchers is crucial. Describing some of the lingering shortcomings of
research professionals, he points out that marketing researchers in many cases still tend Lo
focus on their own processes instead of client’s needs:

Senitor dectsion-makers don't want a 15 page explanation of why a specific tool and tech-
niquie fas been used. They want researchers to tell thens what they should do. Marketing
researchers should provide actionable consumer insights that can be used fo fmprove the
decision-making process for key executives. This requires a twist in researchers’ approach.
Interacting with senior management is different from dealing with management at the
mid-level, then you really need to understand the business 1ssue, you need to know how to
communicate with them and wnderstard how they make decistons. Markering researchers
showld be more comfortable with them and wnderstand how they take decisions”!

The marketing research industry is seeing a broad differentiation between types of mar-
keting rescarch companies and marketing rescarchers. One type is the marketing
researcher who becomes “techniques focused, driven by the demands of marketers and
buvers who view marketing research as a commodity. The alternative is the marketing
researcher driven by the demands described by Richard Henchoz of Phillip Morris
International in his search for researchers with more creativity and strategic marketing
intelligence. Moving towards a business model that is driven by marketing researchers
offering strategic marketing intelligence means that rescarchers and the marketing
research industry of the future will be required to:7*

# Think conceptually — by recruiting a new generation of ‘conceptual” thinkers, i.e.
researchers who feel comfortable working with higher order business concepts and
talking the language of senior decision-makers. These individuals must understand the
relationship between information and key business concepts. They must go beyond
their technical and skill-based knowledge and offer strategic and tactical advice for
business advantage based on detailed consumer and market knowledge,

# Communicate in the way that those who commission research think - by knowing
how to communicate in the way senior people think, i.e. researchers presenting find-
ings as a compelling narrative, not as disparate blocks of information,

# Interpret findings in terms of the whole picture - by thinking holistically about "evi-
dence’, i.e. researchers with the skills to work in a "holistic’ way with all available
customer evidence, recognising the need to interpret often imperfect marketing infor-
mation. They must draw knowledge from a host of different sources including
qualitative and quantitative techniques, a variety of forms of observation, customer
relationship management systems, financial and customer profile information. These
individuals will have to draw heavily upon the use of analytical models that represent
the way customers think and behave.

o Integrate findings with others that support marketing decision-makers — by working in
a multi-disciplinary way with related marketing services companies, with researchers
working alongside branding and design and other marketing specialisms to gain a wider
miarket understanding. This makes sure that everything is tailored to business solutions
and is not just the result of rigid prescriptive research designs, This bottom-up, multi-
disciplinary approach provides flexibility and differentiates 'strategic marketing
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intelligence’ from the “top-down’ approach of full-blown management consultants.
This will also mean the cultivating of a more creative environment with a more 'hands-
off' management style rather than a prescriptive technigues-driven approach.

Supporting decision-makers in sports marketing

@’_- _l ‘Sports Marketing Surveys

Sports Marketing Surveys quality research for management action

In most chapters of the text, examples will be presented based upon work conducted by the
marketing ressarch agency Sports Marketing Surveys. Four of its projects have been
selected to illustrate how marketing research s managed in practice. Elements of these
commerciatly sensitive projects will be chosen to show how the Agency managed the chal-
lenges of conducting actionable marketing research, The four chosen projects are;

Racetrack 2003 - a syndicated study to measure the attitudes and opinions of and
profile the Formula 1 fan across elght countries worldwide.

Nestea - sponsorship evaluation in Water, Wind and Waves in Hungary and Germany, and
Beach Velleyball in Maly, Germany and Sweden,

Flora London Marathon 2004 = TV media analysis, public awareness tracking and target
market research.

Rughby Foothall League — evaluation of the core values of the sport and a deepear
understanding of its target audienca.

Sports Marketing Surveys (www.sportsmarketingsurveys.com|] is a full-service independent
markating research agency that has speciallsed In the sponsorship and sports industry over
the past 20 years. The sports industry and many sponsorships are often multi-country in
their reach and activity. Sports Marketing Surveys has responded to this by having the capa-
bility of working and reporting on a worldwide basis in over 200 countries for events such
as the Olymplc Games and the Football World Cup. lts head office Is in Surrey in the UK
with global offices im: Europe — Belgium, France, Greece, ltaly, Netherdands, Spain, Turkey:
the Americas — Brazil, USA; Australasia — Australia; Asla — lapan, Korea, Singapore.

The sectors in which it speciallses include: sponsorship (exposure and evaluation, effec-
tiveness and event research), sports goods [sports equipment and footwear companies. e.g.
golf, tennis and snow sports), sports lelsure and tourism (supporting sports federations,
venues and local governments).

The services they offer include: medla research (covering TV, press, Internet and radio),
marketing research (on an ad hoc or syndicated basis), publications (reports covering, e.g.
European sports fans, profile of the European golfer and motorsport fans), selection and val-
uation {analytical model to select appropriate sponsorship and a tool to value the
sponsorship investment) and consultancy (combining all the knowledge bases within the
company and helping cllents to use multiple sources In areas such as matching the under-
standing of potential markets and the strategic plans to maximise that potential).

International marketing research

With the spread of marketing and research skills has come a noticeable decline in a
‘national research culture’ There was a time when each country had a stubbornly dis-
tinctive approach to research, making it extremely difficult to get a consistent research
design across markets. Most people are aware now that there are different, equally
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legitimate, ways to approach research problems and that no one school of thought has
absolute authority for all types of problem. This greater flexibility has made multi-
country coordinated projects much more feasible — not easier, as they represent
intellectually, logistically and diplomatically the most demanding of problems,

Conducting international marketing research is much more complex than conduct-
ing domestic marketing research. All research of this kind will be discussed and
illustrated in individual chapters as individual techniques are developed and in greater
detail in Chapter 26. The marketing, government, legal, economic, structural, socio-
cultural and informational environments prevailing in target international markets, and
the characteristics of target consumers that are being studied, influence the manner in
which the marketing research process should be performed. Examples of these environ-
mental factors and their impact on the marketing research process are illustrated in
detail in subsequent chapters. The following example illustrates the problems and chal-
lenges faced by researchers in the European context.

Crossing borders™®

What is this thing called Eurppe? Despite binding influences like a single currancy,
Europe’s national marketing research markets have distinct cultural, cost and guality char
acteristics, For example, German marketing research still foels the effects of
reunification. while Spanish agencies are trying to leverage Spain's historical links with
Latin America to capture a slice of the coordination market there.

For research buyers and users, the diversity of Europe is very real, and the trickiest part
of their remit is to get comparable data systems across the different country markets.
Andrew Grant, European Research Director at Ford, says: ‘From our perspective, actually
getting to & single methodology, 2 single questionnaire, a single data collection method
and a single set of attributes that means the same thing across markets is a hugely diffi-
cult part of what we do,

Eurcpe may be moving towards becoming a single market, but from a research cost per
spective It is still far from being a level playing field. In the absence of tax and social cost
harmanisation across Europe, countries like France and Sweden are two of the region's
most expensive places to conduct research. The auro will have an increasingly positive
effect, agencies say, for those countries that participate. 'It makes contracting and financ-
ing easier,” says Klaus Wibbenhaorst, Chief Executive of German-based group GTK. ‘The
euro won't mean that prices in all European countries will be the same, you have to take
into account different levels of productivity and efficiency. But it makes pricing more trans-
parent betwean countries.’

Against 8 background of centralisation, standardisation and increasing cooperation,
Eurppe’s researchers believe that the region's defining diversity will survive. “The fact that
we're multicultural means that we have great creative potential,’ says Meril James of GIA.

Ethics in marketing research

Marketing research often involves contact with the respondents and the wider public,
usually by way of data collection, dissemination of the research findings, and marketing
activities such as advertising campaigns based on these findings. Thus, there is the
potential to abuse or misuse marketing research by taking advantage of these people. If
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respondents feel that they or their views are being abused or misrepresented, they either
will not take part in future studies or may do so without honesty or full engagement in
the issues being researched. They may also lobby politicians to protect them from what
they see as intrusions into their privacy and liberties. In short, unethical research prac-
tices can severely impair the quality of the research process, undermine the validity of
rescarch findings and ultimately inflict serious damage upon the body of professional
marketing researchers. If respondents cannot distinguish between genuine marketing
research and unethical telemarketing or direct marketing where surveys are used to gain
access to respondents to deliver a sales pitch or to generate sales, there can be severe
repercussions for the marketing research industry through legislation designed to pro-
tect the privacy of citizens. The marketing research industry in Europe and the USA has
got to a point where it has had to defend the quality of its practices.

The Alliance for Research, based in Brussels, was established in May 2002 as the first
representative and lobbying body with a prime objective to improve understanding of
the value and distinctive characteristics of marketing research among European parlia-
mentarians and officials at the European Commission. The Alliance was initially funded
by ESOMAR and from its inception it has been closely liaising with equivalent organisa-
tions in the USA for global alignment on legislative issues. The concern of such bodies
was based on their assessment that parliamentarians, in both Europe and the USA
[CASRO, Council of American Survey Research Organisations, and CMOR, Council for
Marketing and Opinion Research}, were very eager to protect citizens' privacy, especially
against intrusive actions by telemarketers or direct marketers. Protection against intru-
sive actions tended to be afforded through legislation that also hurt the freedom to
conduct research. In many cases, legislators were not aware of the differences between
telemarketing and direct marketing on the one hand and marketing and opinion
research on the other. Often they just did not realise that banning unsolicited phone calls
across the board would infringe upon the ability to collect through social research some
of the information they themselves needed as input for formulating their policies.™* The
Alliance for Research monitors all potentially damaging EU legislation and has been
engaged in a dialogue with the EU data protection authorities. The Alliance is stepping
up efforts to work in partnership with the authorities and to replace “self-regulation’ by
‘co-regulation’ In the USA, the achievements of CASRO and CMOR include a ban by the
federal authorities on selling or fundraising under the guise of research.”

Beyond support for the Alliance for Research, ESOMAR have been proactive in a
review and reform of the entire framework of marketing research codes and guidelines. In
the Cuo Vadis project, initiated by ESOMAR in 2003, cxperts from the USA, Japan and
Europe met for a workshop in Amsterdam in July 2003 to discuss the latest developments
in the industry and their impact upon the quality of marketing research. They recognised
the effect of a shift in focus of marketing research from data collection towards organisa-
tional decision making and agreed that current codes and guidelines had not kept up with
this development. The experts pointed out that a concise list of codes would be a tool for
self-regulation and support international convergence: ‘A good ethical basis helps min-
imise legal restrictions. They agreed and presented eight principles that would
encapsulate to the outside world the scientific aim and character of marketing research as
well as its special responsibility towards respondents, clients and the public.

The eight principles that have now been incorporated into the ESOMAR code of
conduct are:

1 Marketing researchers will conform to all relevant national and international laws,
2 Marketing researchers will behave ethically and will not do anything which might
damage the reputation of marketing research.
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3 Marketing researchers will take special care when carrying out research among chil-
dren and other vulnerable groups of the population.

4 Respondents’ cooperation is voluntary and must be based on adequate, and not mis-
leading, information about the general purpose and nature of the project when their
agreement to participate is being obtained and all such statements must be honoured.

5 The rights of respondents as private individuals will be respected by marketing
researchers and they will not be harmed or disadvantaged as the result of cooperating
in a marketing research project,

6 Marketing researchers will never allow personal data they collect in a marketing
research project to be used for any purpose other than marketing research,

7 Marketing researchers will ensure that projects and activities are designed, carried out,
reported and documented accurately, transparently, objectively and to appropriate
quality.

8 Marketing researchers will conform to the accepted principles of fair competition.

The basic principles of the ESOMAR code of conduct and the full array of ESOMAR
codes of conduct can be viewed at: www.esomar.nl/codes_and_guldelines.html.
ESOMAR distinguishes marketing research from other competitive forms of data
gathering, primarily through the issue of the anonymity of respondents. It stresses that
in marketing research the identity of the provider of information is not disclosed. It
makes a clear distinction between marketing research and database marketing where the
names and addresses of the peaple contacted are to be used for individual selling, pro-
motional, fundraising or other non-research purposes. The distinction between
marketing research and the database as a research tool is ultimately not so clear, There is
a growing amount of support given to marketing decision-makers from database analy-
ses that are not ‘respondent specific. It is possible to perform database analyses with the
same level of professional standards as is applied in the marketing research indusiry,
There are many instances where database analyses can add clarity and focus to mar-
keting research activities. For example, since the start of 1995 the highly respected
marketing research agency Taylor Nelson AGE has been building the European
Toiletries & Cosmetics Database (ETCD). Some 14,000 usage diaries of personal care
products are collected each year, across the UK, France, Germany, Italy and Spain. Given
the huge impact that database analyses are having upon marketing decision making,
these issues will be developed more fully in Chapter 5. In the meantime, the maxim
stated by ESOMAR of preserving the anonymity of respondents is vital for the continu-
ing support of respondents and the ultimate health of the marketing research industry.

Internet and computer applications

As the applications of the Internet in research first became apparent, there was no real
consensus within the marketing research industry of just what its impact would be.
Many predicted that the Internet would ultimately replace all other methods of data
collection, whilst others argued that it would just add another means to measure,
understand or observe respondents.’™ In 2004, online research methods accounted for
an estimated 11% of global research turnover. This is still some way behind telephone
[20%) and face-to-face (31%). However, the actual usage, the amount of projects that
use the Internet compared with other techniques, is likely to be much higher because
the low-cost nature of the Internet keeps its revenue contributions down. The Internet
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may not have gained such popularity had it not been for its low-cost characteristics and
the ever-increasing cost and time pressures on research agencies. As an example, online
access panels are seen as faster and more cost efficient than other methods of research.
According to the ESOMAR 2005 Prices Study, for a tracking study they are on average
60% cheaper than face-to-face interviewing.

Many argue that the growth of online research will be driven by new research
clients, who see that they can enjoy the benefits of marketing research at a level they
could not previously afford. The downside of the low costs of the technique is that the
barriers to entry to the marketing research industry have been lowered. Effectively,
anyone can establish a business with online survey software, a data analysis package
and a basic understanding of research, undertaking surveys, customer satisfaction
studies, and so on. This may have profound effects upon the quality and ethical stan-
dards of marketing research,

Given the impottance of the Internet and developing technologies Lo the marketing
research process and industry, key issues and debates in this subject will be continually
addressed. Throughout this book we show how the stages of the marketing rescarch
process are facilitated by the Internet and other developing technologies and software,
On the Companion Website to this text, demonstration versions of marketing research
software will illustrate the use of computing technology in the process of questionnaire
design, data entry, data analysls and reporting, and the application of geodemographic
information systems.

Marketing research provides support to marketing decision-makers by helping to describe
the nature and scope of customer groups, understand the nature of forces that shape the
needs of customer groups and the marketer's ability Lo satisfy those groups, test individual
and interactive controllable marketing variables, and monitor and reflect upon past suc-
cesses and failures in marketing decisions. The overall purpose of marketing research is to
assess information needs and provide the relevant information in a systematic and objec-
tive manner to improve marketing decision making. The marketing research process
consists of six broad steps that must be followed creatively and systematically. The process
involves problem definition, research approach development, research design formula-
tion, fieldwork or data collection, data preparation and analysis, and report preparation
and presentation. Within these six broad steps aré many iterations and routes that can be
taken, reflecting the reality of marketing rescarch in practice, Marketing research may be
classified into problem identification research and problem-solving research. In general
terms, problem identification uncovers the potential that may be exploited in markets,
problem-solving uncovers the means to realize that potential,

The major developed economies, especially in Europe and the USA, are the biggest
users of marketing research on a per capita and total expenditure basis, The growth
rates for the marketing research industries in these economies are low, the major
growth occurring in countries like Chile, China and Bulgaria. Marketing rescarch may
be conducted internally (by internal sappliers} or may be purchased from external sap-
pliers. Full-service suppliers provide the entire range of marketing research services,
from problem definition to report preparation and presentation. They may also
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manage customer database analyses, being able to integrate the management and analy-
ses databases with the management and analyses of conventional marketing research
techniques. Limited-service suppliers specialise in one or a few phases of the marketing
research project. Services offered by these suppliers can be classified as field services,
coding and data entry, data analysis, analytical services or branded products.

Marketing research is not a panacea for all marketing problems. There are examples
where marketing research has not adequately supported decision-makers. Many of the
problems that arise from poor marketing research derive from poor communications
between decision-makers and researchers. In order to resolve these problems, there are
growing demands upon the marketing research industry to produce research findings
that are more actionable and relevant to marketing decislon-makers. As well as having
the technical skills to conduct research in a professional and ethical manner, marketing
researchers are increasingly expected to have the ability to interpret their findings in a
manner that is relevant to decision-makers.

International marketing research ¢an be much more complex than domestic research
because the researcher must consider the environments prevailing in the international
markets being researched. Research is founded upon the willing cooperation, of the
public and of business organisations, Ethical marketing research practices nurture that
cooperation, allowing a more professional approach and more accurate research infor-
mation. Marketing research makes extensive use of the great opportunities afforded by
the Internet, There are also many competitive threats to the marketing research industry
that have been exacerbated by the Internet.

Questions

1 Describe the task of marketing research. 8 Describe the steps in the simple marketing research

s : Process.
2 What decisions are made by marketing managers?

How doas marketing rasearch help In supporting )

these decisions?

Explain why there may be the need for iterations
between stages of the marketing research process.

What do you see as the major challenges for 10 What arguments can be used by sceptics of
marketing researchers that emerge from the ESOMAR marketing research?

2
definition of marketing research? 11 What management skills are increasingly being
What problems are associated with using consumer demanded from marketing researchers?
databases in marketing research? 12 ‘What arguments would you use to defend
Hew may the sound practice of problem identification Investment in marketing research?
research enhance the sound practice of problem- 13 ‘Whal factors fuel the growth of intemational
solving research? markating research?
What challenges exist in trying to guantify the size 14 Discuss the ethical Issues [n marketing research
and growth of the marketing research industry on a that relate to (a) the client, (b) the supplier, and (c)
global basis? the respondent.
Explain cne way to classily marketing rasearch 15 Summarise the nature of threats and cpportunities

suppliers and services.

that the Intemet offers the marketing researcher.
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Exercises

1 Wisit the website of Taylor Nelson Sofres www.tns-

glebal.com. Examine the nature of the Research Services
and the Business Solutions it offers. How do you see
these fitting together and what is the impact of this fit
upon the career opportunities the company advertises?

Visit the website of the Market Research Society,
www.mirs.org.ulk. Work through the amay of
publications and support It gives to lts members.
Specifically examing and register for www.research-
live.comy and examine the published code of conduct.
Compare the MRS code of conduct with that avallable
on the ESOMAR website, www.esomar.org. Are there
any differences in their respective approaches to
malntaining profassional standards in the marketing
research industry?

Video Case Exercise: Burke Inc.

Burke describes marketing research as ‘an important and dynamic component of modern business’.
How are other means of supporting the marketing decision-maker affecting the importance and

dymarmism of marketing research?
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