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Week 6 Discussion 1-Marketing Research: Traditional and Contemporary Applications
Traditional marketing research was mainly applied in determining the marketing decisions regarding the production of a product or service, its pricing and advertisement, and its accessibility to customers (Aaker et al., 2015). As such, companies utilized traditional marketing research to guide them in developing new products by identifying unaddressed needs of customers and assessing whether the idea for a new product is worth pursuing (Birks, 2016). Also, traditional marketing research could be applied in determining the appropriate price of a product under certain market circumstances, as well as determining the most appropriate advertising and marketing strategies for a product (Birks, 2016). Although traditional marketing research could effectively assess whether certain products were accepted by customers, it was less efficient at predicting consumers’ needs since it did not prioritize gaining information on consumer behavioral patterns. Also, traditional marketing research could not be effectively applied in evaluating a company’s competitive advantage over its competitors. Additionally, traditional marketing research did not provide an accurate picture of the consumer experience.
On the other hand, contemporary marketing research mainly aims to enhance a company’s competitive advantage by learning more about their customers, predicting their needs, and forming a close connection (Aaker et al., 2015). Database marketing is emerging as one of the most common applications of contemporary marketing research, where companies create a list of their customers detailing their characteristics and transactions (Aaker et al., 2015). These databases are consistently updated and used to predict their customers’ needs and find ways of attracting more customers. These databases are often used for relationship marketing, which entails forming quality connections with customers by catering to their individual needs separately (Aaker et al., 2015). This customer-oriented marketing research allows companies to maintain close communication with their customers, which allows them to easily identify ways of meeting their individual needs. Moreover, contemporary marketing research allows companies to easily predict changes in consumer’s needs and formulate strategies to meet them. Moreover, contemporary marketing research can be used to evaluate the brand equity of a company. However, acquiring information about consumers increases incidences of confidentiality and privacy breaches (Aaker et al., 2015). Also, the easy accessibility of information implies that a company’s competitors can easily copy their marketing procedures.
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