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Chapter 5: overview of Marketing Research
I. Defining marketing research. 				
A. Introduction.
1. Marketing research is the gathering of information about the customer's need and marketing opportunity, interpretation and reporting information which can help marketers understand marketing opportunities, determining marketing strategy, and improve the decision making of the organization. 
a. Importance of marketing research 		
1. A better understanding of  market opportunities
2. Improve marketer’s ability to decision making.  
3. Developing marketing mixes to meet the needs of the customer.
4. Ascertain the firm on the success of the new product.

b. Types of data in marketing research.
i. Qualitative data
1. These are data that yield descriptive non-numerical information
ii. Quantitative data
1. These are data that yield empirical information that can be communicated through numbers.
B. Steps in the marketing research process.
1. Locating and defining issues or problems.
 Focuses on uncovering the nature and boundaries of a situation or question-related to marketing strategy or implementation. Researcher must define the nature of and scope of the situation to set the specific boundaries of a problem.
2. Designing the research project.
 Research design is an overall plan for obtaining the information needed to address a research problem or issue. The step requires the following.
i. Developing hypothesis.
These are assumptions about a problem.
ii. Research reliability and validity. 
a. Reliability- a condition that exists when a research technique produces the almost identical result in repeated trials.
b. Validity- a condition that exists when a research method measures what it is supposed to measure.
3. Collecting data.
i. types of data
a. Primary data. 
These ate data were observed and recorded or collected from one respondent.
b. Secondary data.  
These are data compiled inside and outside the organization.
ii. Methods of data collection. 
Most researchers use the Sampling procedure, survey methods, and observation collecting primary data.
4. Interpretation of research findings. Mangers are required to understand the research result and give it appropriate interpretation.
5. Reporting research findings.
 Research findings should be reported in and written documents that display the objects of the research which has been achieved and the possible recommendations
	
C. Using technology to improve marketing and information gathering and analysis.

With the current development of technologies, it's important to include marketing information systems (MIS) and databases in data collection to enhance efficiency and safety while doing research. Decision-making in marketing research is very simple due to the introduction of a marking decision support system (MDSS). Marketing research has some ethical issues which need to be put into considerations while collecting data.
D. The impotence of ethical issues in marketing research.
i. They develop the gathering of marketing research data.
ii. They provide guidelines and rules regarding marketing research 
E. International issues in marketing research.
Marketers may have to modify data-gathering methods to allow for regional differences in socio-cultural, economic, political, legal, and technological forces.
	


Chapter 6 outline 
A. Target markets.
The market is a group individual or organization that desires a particular product and is willing to buy that particular product.
1. Classification of target markets.
. The market can be divided into two broad categories
a. Consumer market.
These are a group of individuals buying a specific product for household use.
b. Business market. 
Another category, on the other hand, is a group of individuals who buy a certain products for resale.

B. Steps in target market selection.
1. Identify appropriate targeting strategy.
A target market is a group of people or organizations for which a business creates and maintains a marketing mix specifically designed to satisfy the needs of a target group. Factors like product attributes and the organization's objective and resources affect the strategy used to select the target market. 
Target strategies may include
a. Concentrated strategy
b. Differentiated strategy
c. Undifferentiated strategy
2. Determine which segmentation variable to use.
Segmentation variable is the characteristics of individuals, groups, or organizations used to divide a market into segments. Factors to consider while choosing the segments include 
a. The company resources and capability.
b. Measurability of segmentation variable.
c. Type of product and variation in customer’s needs.
Segmentation variables include
i. Demographic (gender, race and ethnicity, income and marital status.), Geographic (climate, city size, population density),
ii. Psychographic (personality characteristics, motives, and lifestyle)
iii. Behavioristic (consumer behavior on the product).
3. Develop market segment profile.
This describes the similarities among potential customers within a segment.
Importance of segment profile.
a. Help a marketer determine which segment or segments are most attractive relative to the firm’s strengths, weaknesses, objectives, and resources.
b. Help a firm make marketing decisions relating to a specific market segment or segments.
c. Help a firm make marketing decisions relating to a specific market segment or segments.
4. Evaluate relevant market strategy.
After analyzing the market segment profile, a market researcher should decide on the specific strategy to use; these may include sales estimate completion and estimated cost.
5. Select a specific market target.
Once the relevant strategy has been decided on, a marketer is now free to choose the target market.
C. Forecasting methods.
a. Time series analysis.
b. Regression analysis
c. Market test

. 
Chapter 7: consumer buying behavior
1. Buying behavior is the decision process and action of people involved in buying the product.

2. Reasons for understanding behavior.
a. Customers' overall opinions and attitudes toward a firm's products significantly impact the firm's success.
b. To find out what satisfies buyers, marketers must examine the main influences on what, where, when, and how consumers buy
c. By gaining a deeper understanding of the factors that affect buying behavior, marketers are better-positioned to predict how consumers will respond to marketing strategies.


3. Customers buying decision process
a. Problem recognition
b. Information search
c. Evaluation of alternatives
d. Purchase
e. Post-purchase evaluation

4. Consumer-level of involvement.
Level of involvement – An individual's degree of interest in a product and its importance for that person.
a. High-involvement products tend to be those that are visible to others (e.g., real estate, high-end electronics, or automobiles) and are more expensive. High-importance issues, such as health care, are also associated with high levels of involvement.
b. Low-involvement products are much less expensive and have less associated social risk.


5. Situational influence on buying decision process
Situational influences – Influences that result from circumstances, time, and location that affect the consumer buying decision process
Five categories of situational influences:
a. Physical surroundings
b. Social surroundings
c. Time perspective
d. Reason for purchase
e. The buyer’s momentary mood and condition


Social influence on buying decision process.	
Social influences – The forces other people exert on one’s buying behavior
Five major groups of social effects:
a. Roles
b. Family
c. Reference groups and opinion leaders
d. Social classes
e. Culture and subculture
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