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Marketing Research Plan
Introduction
Creating an appropriate marketing research plan is a fundamental step of the marketing research process. The plan has to first identify the purpose of the research and outline various research questions which will be essential in defining the objectives of the research (Aaker et al., 2015). Subsequently, the plan has to determine the appropriate primary and secondary sources of information for the data to be used in constructing the findings of the research. It is also important to identify the suppliers of the research, that is, who will be responsible for conducting the research (Aaker et al., 2015). Lastly, various ethical considerations have to be acknowledged during the research process. This paper entails a research plan for a women’s clothing store chain targeting 25 to 40-year-old working professionals whose president is concerned about a four-year trend of declining profits. Although the stores have been characterized as rather conservative over the years concerning their product line, store décor, and advertising, their market is now becoming extremely competitive because several aggressive fashion stores are expanding and aiming at young, fashion-conscious buyers. The company president is therefore considering making the product line appear less conservative and more oriented toward the young buyer.
Research Purpose
According to Aaker et al. (2015), the research purpose entails various aspects. Firstly, the research purpose should acknowledge the main complications which necessitated the market research and when and how they occurred. In this case, the main complication was the four-year trend of declining profits, which could have been caused by the failure of the company to adapt to the increasingly competitive market that is thriving on clothes that are less conservative and more oriented toward the young fashion-conscious buyer. Next, the research purpose entails the decision to be made that will be influenced by the findings of the marketing research. This decision has to be important to the success of the business and should incorporate the objectives of the company’s decision-makers (Aaker et al., 2015). In this case, the findings from the marketing research will influence whether the company’s president approves the establishment of a product line that appears less conservative and more oriented toward the young buyer to minimize the drop in the company’s profits. Therefore, the research purpose is to identify how the company’s current chain of products contributes to the company’s decline in profits and assist the company’s president in deciding whether to approve the creation of a less conservative product line to minimize the company’s drop in profits.
Three Research Questions
The marketing research will require certain pertinent research questions which will assist in defining its objectives (Aaker et al., 2015). As such, the research questions should be specific and relevant to the research purpose (Aaker et al., 2015). For this company, the first important research question will be: What increase in yearly revenue can be expected from establishing a less conservative line of products? This question will address whether diverging into the less conservative product line will be profitable for the company over a specific period. It will require a prediction of the possible returns from establishing the product line by analyzing the returns made by the companies who are primarily making less conservative products. Subsequently, the findings made by answering this research question will assist the company’s president in determining whether the expected profits from establishing the less conservative product line will match the desired profits to minimize the company’s drop in profits.
Another important research question can be: Will the decision to create less conservative clothing influence their customers’ attitude towards the company? Fundamentally, the customers’ attitude towards the company is essential in determining their loyalty and satisfaction when buying the company’s products (Antonetti & Baines, 2015). As such, it will be important to determine whether they may negatively perceive the company if it decides to create a less conservative line of clothing, or if this decision will make the company more likable to its customers and therefore create more revenue due to enhanced loyalty (Fitzgerald et al., 2012). Another research question regarding customer satisfaction can be: Which aspects of the company’s current product lines are the customers most satisfied with, and which aspects are they most displeased with? This question will help the researcher to identify how the faults in the company’s current line of clothing contribute to the decreasing profits in the company’s sales. Additionally, answering this question will help the company to determine whether the customers’ suggestions for their desired type of clothing are more inclined towards less conservative clothing products. Therefore, these two research questions will help the company to determine whether the decision to create less conservative products will enhance the customers’ loyalty to the company.
Sources of Information
A combination of both primary and secondary sources of information will be important when gathering information during this marketing research. Primary data focuses mainly on answering the specific research questions and objectives and is collected through methods such as qualitative research, surveys, and experiments (Aaker et al., 2015). In this market research, primary data from sources such as the customers will provide valuable information regarding their perceived strengths and weaknesses of the company’s current product line and how they will perceive less conservative products. Additional primary sources such as the company’s employees can also provide fundamental data regarding how the current product lines influenced the decline in the company’s profits (Marketing intelligence, n.d.). Similarly, salespersons in the company’s marketing department and also those from other companies in the market can provide their opinions regarding the weaknesses in the company’s current product line and the desirability of establishing a less conservative line of products (Shaw, 2012).
On the other hand, secondary data already exists since it was gathered for a different reason other than addressing the current research objectives (Aaker et al., 2015). Therefore, secondary sources such as financial records of other companies will assist this company in determining whether the less conservative line of products will result in the desired returns. Likewise, the government reports and publications may contain essential data on the customer trends regarding conservative and less conservative clothing which will assist the company in making its decision (Douglas & Craig, 2006). Other less formal secondary sources may include newspapers, periodicals, and journals containing information regarding the clothing market. The company’s existing information system will also be a crucial secondary source in understanding how the current product lines contributed to the decline in the company’s profits in the previous years.
The People that will Conduct the Marketing Research
The company can use either internal or external personnel to conduct this marketing research. Internal personnel are often company employees from the marketing research department which is often a component of the company’s corporate segment (Aaker et al., 2015). The internal personnel can be useful in translating the company’s complications into the information that is needed to assist the major decision-makers in making certain choices from the research findings, On the other hand, external personnel include individual consultants or companies that specialize in marketing research (Aaker et al., 2015). External personnel can be fundamental if the internal marketing research capabilities of the company are limited or if the external personnel are experts in certain segments of the marketing research process (Aaker et al., 2015). As such, the company can also use both internal and external personnel, with either of these two groups of researchers conducting specific steps in the marketing research process (Aaaker et al., 2015).
Ethical Considerations During the Marketing Research
When conducting the marketing research, various ethical considerations will have to be addressed. First, the researchers are ethically obligated to conduct the research impartially to avoid biased conclusions and findings and to eliminate the possibility of misinterpretation of the findings (Aaker et al., 2015). Moreover, they should avoid revealing any private information about the company during the research process. Again, the company is supposed to ensure that the whole research process abides by the relevant local, national, and universal regulations as well as the company policies (Aaker et al., 2015). Similarly, the company should ensure that everyone involved in the marketing research process takes accountability for their actions (Rambocas & Pacheco, 2018). Furthermore, the company should deliberately conceal any confidential information about the respondents who participated in the marketing research and should ensure that the rights of these respondents such as the right to know the objectives of the research and autonomy when answering the questions are acknowledged (Aaker et al., 2015).
Conclusion
Consequently, the main purpose of this marketing research plan is to identify how the company’s current chain of products contributes to the company’s decline in profits and assist the company’s president in deciding whether to approve the creation of a less conservative product line to minimize the company’s drop in profits. The plan will also entail three main research questions, one concerning the expected profits from creating a less conservative product line and the other two regarding the customers’ take on the company’s decision regarding its chain of products. For this research, both primary sources of data such as customers and employees, and secondary sources such as company records and publications will be essential in constructing the findings. Also, the company can utilize both internal and external consultants to conduct marketing research. Ultimately, the company and its researchers will have to address certain ethical considerations throughout the process, which include acknowledging the rights of the respondents, maintaining privacy, and abiding by the relevant regulations.


References
Aaker, D. A., Kumar, V., Day, G. S., & Leone, R. P. (2015). Marketing research (11th ed.). Hoboken, N.J.: John Wiley & Sons. Pp 19-22, 36-41.
Antonetti, P., & Baines, P. (2015). Guilt in marketing research: an elicitation–consumption perspective and research agenda. International Journal of Management Reviews, 17(3), 333-355.
Douglas, S. P., & Craig, C. S. (2006). On improving the conceptual foundations of international marketing research. Journal of International Marketing, 14(1), 1-22. https://doi.org/10.1509/jimk.14.1.1
Fitzgerald, J., Sullivan, G., & Đokić, B. (2012). Customer orientation and business performance in community banks: A five year comparison (Links to an external site.). Singidunu. Journal of Applied Sciences, 9(2). Retrieved from http://journal.singidunum.ac.rs/files/2012-9-2/customer-orientation-and-business-performance-in-community-banks-a-five-year-comparison.pdf
Marketing intelligence (n.d.). Retrieved from http://quizlet.com/31734339/marketing-intelligence-flash-cards/
Rambocas, M., & Pacheco, B. G. (2018). Online sentiment analysis in marketing research: A review. Journal of Research in Interactive Marketing. 12(2), 146-163. doi:10.1108/jrim-05-2017-0030.
Shaw, E. H. (2012). Marketing strategy. Journal of Historical Research in Marketing, 4(1), 30-55. https://doi.org/10.1108/17557501211195055
