Market Research 

Overall Benefits
· More likely to be successful 
· Can anticipate and meet needs/changing needs of customers 

Overall Criticisms 

· Market research does not guarantee success, may still result in unsuccessful products/strategies
· Dependent on quality of research and honesty of respondents
· Can be costly and time-consuming
· Immediately out-of-date  

Stages of market research 

1. Designing the research 

· What is the aim/purpose of the research? 
· Should primary or secondary research be used? 
· Which specific method should be used? 

· Who should make up the respondents? 
2. Undertaking the research

3. Analysing and interpreting the data 

· What are the views expressed?

· Are there are similarities/trends?

· Converting the information into figures, graphs, and charts 
· Analysing qualitative information – what attitudes and reasons were given? 

Surveys 
· Asking questions to respondents 

· Should ask targeted market segments 

· Methods include: postal, telephone, personal interview or consumer panel 

Advantages:

1. Large amount of respondents if use telephone or personal 

2. Interviewer can help respondents to understand question 

3. Face-to-face survey can show products, packaging, etc 

4. Discussions can get in-depth responses 

Disadvantages: 

1. Expensive if need to employ interviewer (personal, panel, telephone) 

2. May get a very low level of response (e.g. postal) 

3. Interviewer may be bias 

4. Depends on appropriateness of questions asked 

5. Can be time-consuming 

Focus Groups 

· In-depth discussions with multiple people 

· Give reasons and attitudes 

· Can be used to design branding or advertising 

· Time consuming and costly 

· Requires honesty 

Product testing 

· New products are tested on the public before being released 

· Gain feedback 

· Shows likely demand 

· Prevents launching products which are going to fail 

· Time consuming and expensive 

· May not give realistic results 

Market report 

· Quicker and cheaper than primary market research 

· General, not specific to firm or product 

· Also available to competitors 

Web-based research 

· E.g. competitor analysis 

· Cheap, quick and easy to carry out 

· Questionable reliability and validity 

Sampling 

· The sample is the group of people selected to answer a survey 
· It must be representative of all of the consumers of the product or service 
Random Sample

· Every potential respondent has an equal chance of being selected 
· For example, picking names at random from telephone directory 

· Difficult to get a truly random sample 

· Can be expensive as have to ask a large amount of people 

Systematic sample 

· Every 100th/1000th from a list (e.g. telephone directory) is used 

· Cheaper and quicker than a random sample 

· Not random so may be unreliable

Quota Sample 

· Ask same amount of people as % of total audience 

· E.g. 70% of product is bought by 16-24 year olds, 30% by 25-34 year olds, 70% of people asked should be 16-24 year olds, and 30% should be 25-34 year olds 

· May not be representative of all 16-24 year olds as normally a small amount of people 

Stratified Sample 

· Interviewing only those with a key characteristic (of target market)

· E.g. only women between ages 35-40

· Very specific to those people whose views affect the business

