
Market Research   
  
Database : a collection of related information. Information (data) is stored in 
a database. For example, X2 is a database that is used to store information 
about students (personal information, contacts, classes, grades, 
attendance, etc.) 
  
Market Research:  

● The process of getting the marketing information needed to make 
sound business decisions. 

● The systematic gathering, recording, and analyzing of data about 
problems relating to the marketing of goods and services. 

● It provides a framework to organize market information. 
  
Who conducts and uses market research? 

Ø  Marketing research companies 
Ø  Large companies 
Ø  Small businesses (conducts it informally) 
Ø  Trade organizations 
Ø  Departments in the state and federal government 

  
Two examples: 
  
(Publicly funded) The Consumer Product Safety Commission, a federal 
government agency, tests products to protect consumers from unsafe 
products. 
  
(Privately funded) The Dairy Association of America sponsors a research 
study that leads to the conclusion that if pregnant women drink milk during 
pregnancy, it increases the birth weight of their children when they are 
born. (April 2006) 
 
  



2 Types of Data used in market research: 
  
Primary data : data collected for the first time. Used specifically for the 
problem or issue under study. 
· Surveys/questionnaires 
· Observations (actions are watched or recorded) 
· Point of sale research (qualified respondents) 
· Focus groups 
  
Secondary data : Has already been collected for some purpose other than 
the problem or issue under study. (census data) 
  
Questions to Consider: 
Has any business collected information about you over the last week? 
How? 
  
Has any business collected information about you in the past? How? 
  
Many stores (supermarkets, convenience stores, department stores) 
require “valued customer cards” to obtain special discounts. Do you think 
that they should give bargains in exchange for personal shopping 
information? 
 
  
Types of research: 
  
Advertising research: focuses on the advertising message and media. It 
measures two things: 

Ø  The effectiveness of the message in producing the desired 
response in the people who receive it. 
Ø  The other is the effectiveness of the chosen media in delivering 
the message to consumers. 

For example: 



Ø  Asking individuals or focus groups how they were influenced by an 
ad and whether they were motivated to buy the advertised product 

  
Business research: attempts to solve business problems related to 
long-range forecasting and future economic conditions. 
For example: 

Ø  Sales forecasting for a specific product 
Ø  The number of new construction of buildings 

  
Operations research: looks at methods and procedures that will make a 
business more effective and efficient in distributing its goods and services. 
For example: 

Ø  Data on shoplifters to better control stock shortages and 
shrinkage. 

  
Corporate responsibility research: provides businesses with the latest 
public opinions on corporate responsibilities and business ethics. 
Businesses use it to make future business decisions. 
For example: 

Ø  Gallup public opinion poll, 73% of those surveyed were concerned 
about the effects of air pollution 

  
Product research: concerned with product design and acceptance, 
competitive products, testing of existing products, package design, and 
product usage. 
For example: 

Ø  Food manufacturers are responding to the health-conscious over 
50-year old population by producing foods that are low in fat. 

  
Sales and market research: focuses on customer analysis, sales and 
market analysis, test marketing, and target market characteristics. 
For example: 

Ø  Questionnaires and interviews about customer attitudes 



Ø  Testing cherry Pepsi in Oregon before rolling it out nationwide 
  
Limitations of market research: 

Ø  Amount of information is limited by the amount of money a 
company can afford to do the research 
Ø  Test market may say they want a particular product, but there is 
no guarantee that they will purchase it when it is actually produced for 
sale 
Ø  Time lag between identifying the need for the product, collecting 
the data, and producing the product 
Ø  Business conditions, consumer behaviors and attitudes can 
change over time 

  
Why do it? 

·       Reduces business risks 
·       Identifies current and potential problems in the current 
market 
·       Identifies sales opportunities 
·       Develops action plans 

  
  
Focus Groups 
  
A focus group is an in-depth form of interview. A focus group is a panel of 
consumers (typically 6-10 participants) in a controlled environment to 
discuss their opinions about a topic or try products or services under the 
guidance of a moderator. 
  
First, researchers screen participants to find out what they know about the 
product and to identify their demographic characteristics. A moderator, or 
person leading the group, questions the participants in detail. The 
moderator asks specific questions to get the panel members to talk about 
their ideas and opinions. 



  
The marketer wants to know if each consumer likes the product and in what 
way it needs improvement. Researchers want to find out if participants 
would buy the product after trying it. The group’s feedback is invaluable for 
a company to determine possible customer acceptance of a product or 
service. 
  
Focus groups can be videotaped so they can be further reviewed. 
Oftentimes, there is someone who records feedback from participants (it 
can be the moderator, or another person) 
  
Online focus groups allow for the exchange of views and opinions in an 
online chat room. 
  
 
 


