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MARKETING RESEARCH

"Marketing is the process of determining consumer demand for a product or services,
motivating its sales and distributing it in to ultimate consumption at a profit.’

¢ Introduction:

As the present marketing activity is a customer onented act1v1ty, so any types of
marketing decision cannot be taken without collecting the information related to the
customers. If the products are placed in the market in time after considering the
unsatisfied needs, suggestions and complaints of the customers, then only the sales can be
increased by satisfying the customers. For this, it is necessary to make a research of
customers' demands. How many customers are there? In which area they are? What is
their income? What are their fashion, habit and taste? Due to which advertisement the
customers have been attracted? What is their opinion about price? What is the effect of
competitor's strategy on the demand of the product? What are the opinions about
distribution channels? etc.; after acquiring all these information, the proper decisions for
marketing management can be taken. For this an idea of Marketing Research has been
proved very useful. In present time the computerised information technology has also
been proved very useful for this.

e What is Marketing Research? e

Befope understanding the meaning of marketing research it is necessa{y to clarify the ldea

of research, market research and marketing research.

(A) Research: Research means the activity of collecting, noting and analyzing the
important information related to any problem about any human activity. It includes
the investigation of problem, to take important steps for that, make particular
presumptions, adopting method and 1mportant research studies.

(B) Market Research: Market research is a* MW@
information. Market means actual and potential customers. In the market research,
the questions such as who, what where when, why and how etc. are examined in
context to the present and potentlal customers. Market research is an activity related
to_investigation, analysis and estimate of market demand. It includes the study of
hablt taste and fashion of the customers. Mainly it includes: (1) Market size. (2)
Geographical area of customers. (3) Demographic description of customers. (4)
Market segmentation on the basis of age, income, education, nationality, caste, life
standard etc. (5) Analysis of market demands. (6) Sales analysis in context to
customers, area and product. (7) Customer's requirements, necessities, habit and
behaviour. (8) Trader's requirements and selection sequence. (9) Level of
competition and market trends etc.

(C) Marketing Research: Marketing Research is broad concept. It includes the entire
research activities Tor the entire marketing process. According to Philip Kotler,
"Marketing Research means systematic problem analysis model building and fact
finding for the purpose of lmproved decision making and control in the marketing
of goods and services.” According to American Management Association,
'Marketing Research is the systematic gathering recording and analysing of data
about problems relating to the marketing of goods and services.
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According to R. D. Crisp, "Marketing Research is the systematic evaluative and
exhaustive search for and studies of the facts relevant to any problem in the field of
marketing". According to Clerk, "Marketing research is the careful and objective study of
product design markets and such transfer activities as physical distribution, warehousing
advertising and sales management.” '

On the basis of the above definitions, it can be clearly said that:

(1) Marketing research is a particular target based activity, which includes two i mam
otzlggt_lxes (a) CIarlﬁcatlon of problem. (b) Solution of a problem. :

(2) In the market research the information and conclusion is found out after collecting
and analysing the data in context to the problems.

3) Durmg the market research the marketing decisions are being taken through the
collected information. Not only that but the effective decisions also taken on its
basis.

(4) Whatever information is received through marketing research about the external
environments affecting business activities such as customer's fashion, purchasing

" habit, purchasing behaviour, industry, competitors etc. is more useful compare to the
information acquired through the internal sources.

(5) Marketing research is a permanent process. All the marketing.decisions are based on
information. So, the marketing research is considered as a part of Management
Information-System (MIS).

(6) The four components (4-P) of market mix are being studied in marketing research.
The efforts are made to know that how much contr?tlon of these factors is in sales
promotion. e Y

(7) After acquiring the important information regarding the special problems about the
marketing activities such as, when the product should be launched in the market,
whether to increase or decrease the product line etc. the efforts must be made to
solve these problems.

¢ Difference between Market Research and Marketing Research
Market research and marketing research both are different terms, even though many
people use both these terms as synonyms of each other. It is not proper. Following
matters will distinguish both from each other.

/  Point Market Research , Marketing Research

Market research means the stuﬂy Marketing Research means research
of market size, development | of entire marketing process.

(1) Meaning | factors affecting them, market '
competitors, their market share,
price efc.

The objective of market research | The objective of marketing research
is to increase the profit by [ is to survive in the competition and
increasing the sales after studying | increase the market _share “by

(z) W— the market and customers satxsfymg __the  customers by
; : studying the entire  marketing
process.




The idea of market research is | The idea of marketing research is
(3) Scope limited and its scope is also limited | broad. Its scope also includes the
up to_customers and.competitors. entire marketing functions.
Limited information is acquired | As the information about all the
(4) Decision | process through market research. | important activities is received
Process | So, the effective decisions are not | through marketing research, so, the
possible. decision process becomes effective.
The expenses made for market | Marketing research is very expensive.
(5) Expenses | research are less than those of & e
marketing research.
(6) SWOT SWOT analysis cannot be done | Marketing research is useful for
Jmsitmsts through market research. | SWOT analysis.
Markeét research 1S useful for | Marketing research provides the
(7) Strategy | Marketing Strategy in limit. necessary bases for marketing
strategy. B
(SWOT Analysis = Strength, Weakness, Opportunity and Threat Analysis.) S

Considering the above distinguish between market research and marketing research, it
can be clearly said that marketing research is a broad concept. It includes market
research. According to Philip Kotler, "Some companies use the term market research
instead of marketing research. The former term is accurate for describing research in to
market, its size, geographical distribution, and incomes-and so on. However, it fails to
cover the idea of research into the effects of marketing effort on market, for which the
term "marketing research" is more accurate". :

UNIT-2,

¢ The Role of Marketing Research in Marketing Management

It is difficult to survive without marketing research in the present competition. The base
of effectiveness of entire marketing activities is on marketing research only. The
information collected through marketing research for knowing the customers'
requirements, planning of the product, to launch the product in the market, to create a
demand, to previde the customers with the products in time at proper places at reasonable
rates, to increase the market share, to satisfy the customers and to develop the business Q .
etc. plays an important role. Marketing managers use the marketing; research in order to '
solve the policy problems and form the various types of strategies.

Role of Marketing Research (Objectives/Importance): The concept of marketing research

is broad. Its main objectives are as follows:

(1) Formation of policy: The marketing environment is studied through marketing
research. It includes custormers, competitors, products and all the factors affecting it.

By considering these facis the objectives of forming the competitive policies for
purchase, sales, distribution and after sales services can be achieved.

(2) To identify marketing opportunities: The potential business opportunities can be
identified by studying the various matters of competitors and various market factors
through marketing research and accordingly by arranging the marketing strategy, its
advantage can be obtained.

(3) To_assess _competitive strength: The competitive strength -and weaknesses of
competitors can be evaluated according to the marketing information. Besides this
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whether the company will be able to survive in the competition in context to market
environment or not, can be evaluated through marketing research. '

(4) To estimate potential buying power of the customer: In which area, how many
customers and what type of their purchasing power, etc. can be estimated with the
help of marketing research and while forming the price policy this matter is very
useful.

(5) Formation of marketing plans: Marketing plans include planning of new product,

'mdevelopmeﬁt of old B}Bﬂahvc‘fg: product mix plans, product line plans, sales promotion
plan, advertisement plan etc. For the effective formation of these plans the
marketing research becomes necessary and useful.

(6) Evaluation of plans and Bg_lﬁifcj‘es: The information acquired through marketing
research is also useful for effective evaluation of implemented plans and policies.
On the bases of this information, it can be decided about the success or failure of
plans and policies.

(7) To_define probable market for specialized product: When there is a planning of
preparing a product of special quality then the marketing research regarding its
potential market ‘becomes necessary. Normally the economically sound and
educated customers use to accept the special products first. It is necessary to collect

~ the information about these types of customers.

(8) To estimate expected share of the market: The marketing research becomes necessary
in order to estimate the market share of the company in context to the product.

(9) To_assess_probable volume of future sale: The idea of market competition and
customers attitude takes place on the basis of marketing information. Considering
this matter it can be estimated that how many units of the product, company will be
able to sale in a particular area. :

(10) To study the geographical distribution of market: The market distribution can be

" studied from geographical viewpoint with the help of marketing research of various
places and areas. This matter becomes useful to form the marketing strategy for
sales promotion.

(11) To indicate the proper distribution method: The idea of customer's companies and
suggestions and competitor's strategy can be identified through marketing research.
Besides this, the idea of geographical market can also be obtained. On the basis of
this information a proper distribution arrangement can be made.

(12) To make the product acceptable and salable: For the easy adoption of the product by
the customer, it must be planned that i which area what type of sales promotion
schemes must be adopted , on the basis of marketing information. Besides this, the
decisions can also be taken for the necessary changes in the product to make it

proper and salable.

~ (13) To_solve the problem of branding and packing: On the basis of the information of the

customer's opinions dbout the brand-afd packing of company's product the planning
) can be done for the effective policy of branding and the attractive packing. :
(14) To.reduce the marketing cost: Marketing cost basically includes the expenses for -
packing, branding, advertisement, sales-distribution, collection, sales promotion and
after sales services. To control these expenses the information acquired through
marketing research turns out to be very useful. :




(15) To select the right course of action: If anyone has to survive in business competition
and increase the sale, then it is required to take proper steps about marketing at
proper time. On the basis of marketing research by analysing the information
acquired, it can be decided that when and what types of steps will be comparatively
advantageous about the products price, advertisement, sales promotion, and product
development and distribution system.

(16) Search of distributors: Only customers are not in the market. Actually the raw-
materials suppliers and distributors of finished products are also present in the
market. These suppliers and distributors are also required for production and sale.
These distributors are how many in numbers, where they are, how they are etc. for

this information also marketing research is necessary.

Marketing research is a particular objectives based activity. As it has various objectives,
it must be clarified that which objectives must be considered for marketing research. If
the clarification of the objectives can be done in context to the time and measure, then
only the process of marketing research can become more effective. Marketing research
must be done with proper method. The decisions taken on the basis of the acquired
information through improper method and improper media can be harmful for the
business. So, the information acquired through marketing research must be properly
examined.

e Scope of Marketing Research ¢

Marketing research includes the research of all the matters related to the market. As the
customers are at the centre, the study of their habit, taste and fashions are necessary.

Besides this, in order to survive in the market it is necessary to get an idea about the
competitor’s strength and strategy. For this the research related to competltors and
competition is required. It includes research of the products of competitors, price,

distribution system, advertisement and after sales service. Besides this, as the various
markets factors are responsible for the success or failure of the product. The research of
marketing environment is also necessary. Thus, now the scope of the marketing research
has become very vast. 210 _

Scope of Marketing Research: Marketing research is undertaken for the solution of various
problems related to the marketing. After considering this matter, the scope of marketing
research can be analysed as follows:

(1) Market measurement research.  (4) Marketing mix research.
(2) Environmental research. (5) Behavioristic research.
(3) Competition research. -

(1) Market measurement research: In the market measurement research, the nature of
market demand, various factors affecting the demand, estimate of future demand etc. are
important to be studied. For this the research is made from the viewpoints of total
demand of product, area wise demand, short-term demand, long-term demand, reasonable
demand etc. After considering the total demand, the demand for company's product is
estimated. While making a market measurement in context to the demand the various
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factors affecting the demand are comparatively studied. On the basis of market
measurement according to the customer’s requirements when, which product, in what
proportion, in which area, at which price it must be sold, for this a proper decision is
taken.

(2) Environmental research: Marketing activity is affected by social, economic,
political, population and technological factors. These factors are ‘uncontrollable i.e. “they

are not under the control of managers s that's why the necessary information must be
obtained after making a research on these factors . A study must be made about the
probable effects on its marketing activity on the basis of the analysis of this information.
It includes the following matters: (a) the probable effects of rise and fall prevail in™
economy on the business. (b) Study of the effects of government control and regulative
provisions. (c) Study about the cultural elements of various countries. (d) Study of social
changes, social values, standards etc. (e) Study about the customer's awareness and §
customership. (f) Study about density of population, quality and attitudes. (g) Study about
“the acceptance of technical changes The above mentioned study is very useful for the ™
formation of marketing strategy.

(3) Competition research: The business activity started without considering the market
competitors and their activities is a short levied activity. In order to survive in the
competmon for a longe period and also to get a proper return over the capital
investment, it is neCessary to make a research about the strength and hmltauons of
business competitors. For this, it is necessary to study about the number of competitors,
nature of competition, the Qg)mpﬂmmpmmon of the competltor s products, the market
posmon of competitors and company's products in the total market demand etc. A special

study is being made about the type of competitor's strategy for the four main components
of marketing mix i.e. Product, Price, Place (Distribution) and Promotton while making a -
research about- competition. "

(4) Marketing mix research: Marketing mix mcludes four main components: Product,
Price, Promotion and Place (distribution). For these units the research is made about the
following information:

(a) Product:

(T) Necessity of new product. (2) Attitudes for acceptance of new product. (3)
Effectiveness of marketing of present product. (4) Necessity and possibility of product
simplification and diversification. (5) Whether to increase or decrease the product line.
(6) Research about the packaging of product.

(b) Price:

N Present prlce of the product 2) Pnce of compewducts (3) Effect on the

Foss'Bnhty of pnce dxfTerentlatlon etc. matters is studied. ~
(c) Place - Distribution:

The arrangement made to supply the goods in time to the customers is known as a
“channel of distribution’ For this the research for following matters is necessary: (1)
Effectiveness of present channel of distribution. (2) Commission paid to middlemen. (3)
Barriers to distribution channel. (4) Distance between collectlon department, production
department and distribution department ) The resources and problems for various areas
of customers. (6) Whether to use the pubhc vehlcles for distribution or should be done by

using private vehicles etc.




(d) Promotion: owee-
Various matterslbeing researched in context to the market prosperity for e.g. (1) Research
about the selection of advertisement medium. (2) Research about advertlsement It message

and copyrights. (3) Effectlveness of advertisement. (4) About exciting : schemes for
‘salesmen. (5) About various customers oriented, distributors oriented and salesmen
“oriented schemes. (6) Research is made for sales control.

(5) Behavioristic research: A behavioristic study of the customers is a modern approach
in marketing research. The sale of the product is not the only final objective of the
marketing. Actually if the customers are to be kept connected with the product, then it is
necessary to make a study about the psychology of the customers after they purchase the
product. The behavioristic research is necessary because the psychology of the customer
is clarified in their behaviors. After purchasing the product the customers may have a
positive or negative attitude towards the product. The negative attitude of the customers
towards the product can fail the product in the market. So, it is necessary to make a
research about the reasons of negative attitude. The negative attitude of the customers

against the product can only be when it is inferior quality or irregular supply or lack of

after sales service. This study is very much necessary for the pre-arrangement of entire
'marketmg activities.

The scope of marketing research has been changed in present time. The scope of the
marketing research ‘has become vast due to the customer's education and awareness,
consumerism, government _control, market competition, modem ( technology and
mformatlon technology Before placing the product in the market, the research on
various matters is necessary to make the product successful.

UNIT-3

STAGES OF MARKETING RESEARCH

The marketing research is necessary for getting the informationsbout which product is
necessary for customers, when it is necessary, in what proportion it will be démanded,

possibility of changes in the pro product competitors and their strategy etc. In the Mg
research the necessary information is collected for the solution of the problems created
about the main four units of marketing. A proper summary is prepared by analysing it and
making necessary arrangements. If the marketing research process is followed properly,
then only the process to solve the problems becomes effective. Presently the professional
people and firms are seen for the marketing research. Even they prepared the report of
marketing research after considering the particular objectives for the solution of the
problems by following the stages. Marketing research is a process of collecting the
information for the solution of different m to_marketing. For thls the
followmg stages are to be followed:

(1) Problem identification. (4) Collection of Information. 7
(2) Research objectives. (5) Analysis of Information.

(3) Sources of information. (6) Reporting of Findings. i

The description about the above mentioned stages are as follows: ,.l

(1) Problem identification: Whenever any problem is created, the necessary information
is needed to solve it and for this first of all the identification of the problem is necessary.
Many problems take place in marketing also. For e.g. continuous decrease in sales, goods
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sold returned back, advertisement continuously failing etc. The problem, which is to be
solved, it has to be identified. For e.g. the sold goods are returned. For more clarification
of this problem it must be examined that in which area, for how much period, in what
proportion, which goods are returned. If any product is having various models, then
which model is returned, etc. matters are to be clarified. If the problem is to be solved in
less_expense,-then. it is necessary to.identify the problem for collecting the _particular
Lnfprmatlon to solve it in ’ess time. ¥ L

(2) Research objectives: Marketing research is undertaken to achieve the particular
objectives. So, it is necessary to clarify its objectives. Whatever matter the managers
want to achieve through problem identification, it is considered to be their objective. So,

it must also be clarified that what the managers want to achieve for e.g, by clarifying the
problem of the sold goods returning and making a research of its reasons the objective of
product development can be achieved on the basis of collected information for e.g, the
clarification and objectives of some problems can be mentioned as follows:

The managers can achieve their particular objectives by acquiring the necessary
information and by properly clarifying the above mentioned various problems. The
objectives that the managers want to achieve must also be clarified.

Clarification of Problem Objective

(1) Lack of information about product. | (1) Advertisement through proper medium.

(2) Nonsatisfaction of product among (2) Improving the quality of product.
the customers.

(3) Goods returned by the customers. '(3) Improving the product.

" (4) Irregular sales. (4) Arranging proper distribution system.
(5) Problem in the use of the product. (5) Making necessary changes in packing.
(6) Lack of increasing the sales. (6)Arranging  the sales promotion

programs.
(7) Purchasing the goods in less | (7) Decreasing the price.
quantity. -

(3) Sources of Information: In order to solve those marketing problems, which are
clarified, that must be planned from which sources the data is collected. The details for
the solution of problems can be divided into @parts: (a) Primary data. (2) Secondary
data.

a) Primary data: When the company has collected the information for the solution of any
particular problem through their own special gffgns then it is said to be the primary data.
For e.g. If the company sends their representatives in different areas to talk with the
customers in order to collect the information to solve the complaints about the product

‘from the customers, is said to be the primary data. This method is somewhat expenswe

but the information collected through this method is more reliable and useful.

(b) ) Secondary data: The information that i is collected by the other organization or
collected from newspapers, magazines Or reports, is known as secondary data. The
statistics of population counting made by the government, the information collected from
the Reserve Bank Bulletin or Business India Magazines is known as secondary data. This
information can be acquired from Chamber of Commerce, Employment Exchange, Other
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Industrial Organisations, Educational Institutes or Universities. The main llmltatlons of
secondary data are as follows:
/" (1) If this information is very old, then the chances are there of occurring changes in
L them. (2) The printing mlstakes are also there in the printed information. (3) The

objectives of the maker and user of the information are different, so its usefulness
diminishes. Before using this information its reliability must be examined.

(4) Collection of information: The sources of primary and secondary information are as

follows:
Sources of Primary Information Sources of Secondary Information
(a) Internal sources: (1) Chamber of Commerce.
(1) Accounts of past years.
(2) Reports of production - sales. (2) Reports of Industrial Associations.
(3) Various types of budgets. (3) Magazines of Business matters.
(4) Various types of ratios. (4) Reports and magazines about monetary

policies published by government,
population, for policies, export import
policies, five years plans etc.

» (5) Incoming and outgoing cash registers. | (5)Magazines  published by private
organisations.

(6) Administration documents - registers. (6)Educational institutes and research made
, by Universities. { _
(b) Surveys-research made by company: _(7) Research made by professional firms.

(1) Survey of competitors about the price. | (8) Report published by labour unions.
(2) Measurement of market demand. . ' '

(3) Research for new product.

| (4) Research for product development.

(5)Investigation about product mix and
line.

(6) Research about competitive factors.

(7) Investigation of sales promotion.

(8) Investigation about the effectlveness of
advertisement.

(9)Investigation about customer’s behavior.

While acquiring the primary data the following matters must be considered.

(1) First of all the objective for acquiring the information must be clarified e.g. objective
of estimating the future demand, objective of solving the complaints, objective of
sales promotion etc.

(2) To decide whether the information should be acquired ourselves or through some
professional organisation. :

(3) To decide the method of collecting the information e.g. : (a) through telephone, (b) by
sending g the ques questionnaire through post, (c) by organising the personal interview of
the customers, (d) by acquiring the customer's opinion, in which a study must be
made of the opinions and attitudes of the customers attending the shop.
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(4)Experimental research is very useful. In this method the experimental research is made
to know the effect of making the changes in the components of marketing mix such as
product, price; promotion and distribution on the customer’s behaviour. For this a
statistical study is made on the effects of changes in marketing components on the
selected customers group and on this basis it is decided whether there is a positive or
negative relation between the changes in customer's behaviour and marketing
components.

(5) When the information is to be collected from the customers at that time out of all the
customers whatever limited customers are selected for test, they are known as sample
customers. Whatever summary comes out of these samples is related to the whole |
customer group. The information can be acquired even for the research of traders and
middle persons by selecting the proper samples.

(6) If the information is to be collected through questionnaire the questions must be very
short and if possnble their replies must be in "Yes' or No' for e.g.,

(1) Are you going to purchase a motor-car next year"
Yes: o No
(2) Whether you have a colour T.V.?
Yes o No
(3) Do you want to change the model of colour T.V.?
Yeso b w1 jodidie ‘

(7) When the information is s to be acquired through direct contact of customers, then the
pre-permission must be taken from the selected | customers beforé contacting them,
personal questions and “insulting questions: must not be asked, the data of the
interview must be kept secret etc. matters must be considered.

“(5) Analysis of Information: The analysis of the data is necessary in order to acquire the

useful information out of the datw_ﬁ:mn,yanous sources of information. For this

Eﬁecoﬂecteadata must be arranged. i proper group mdmef order. Ey arrang:mgthe

can be made in’ ays (a) Slmple arrangement (b) Honzontai arrangement
(a) Simple arrangernent: In simple arrangement the information can be arranged as

follows: e.g. Arrangement of the customers wearing daily footwear:

Product ' % of customers
Shoes 65%
Slippers 35%
(b) Horizontal arrangement: It can be done as follows:
Age-group of customer Shoes Users % Slippers Users %
0to 12 years 40% 60%
13 to 20 years 70% 30%
21 to 45 years 65% 35%
46 to 60 years ; 55% 45%
61 and above 25% 75%

The proper decisions are taken by making the summary through the statistical methods
like mean, median, mode, average etc. after arranging the information as above. While
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_analysing the information with the help of statistical method the following matters must

et = e o : T b Bt chiions. uaionitin
a) Central tendency: In order to know the c@ntra] tendency of the customers about the
product, an average tendency of the customers must be considered by using the mean and
median methods of the statistics for e.g, on an average 30% people select the motor-cycle
as two-wheeler.

_(b) Standard deviation: In order to measure the tendency of customers in context to the
central tendency the standard deviation is being used e.g. the yearly average demand of
'A' & 'B' company for the last three years is the same, even though in the company 'B' the

expansion of demand is more.

e —
5

Years 'A' Company '‘B' Company
2010 22,000 Units 10,000 Units
2011 24,000 Units 25,000 Units
2012 26,000 Units 37,000 Units
Total 72,000 Units 72,000 Units
Average 24,000 Units 24,000 Units

The proper decision can also be taken by considering the expansion attitude as above.
Mmt In the central attitude a confidence internal can be decided
instead of a particular point. It means that in order to solve the problems how much
change will take place positively or negatively, can be estimated for e.g. the chances of
increment in demand for next year is 15% + 6%. That means either the demand will be
16% or it will be 9%. ,

(d) Co-efficient of correlation: The relation between independent variable and dependent
variable of marketing can be examined through regression equation. For e.g. Price is an
independent variable on it. If the correlation between price and demand is 20:and if it can
be confidently decided that next year price will rise by 10%, then the demand will
decrease by 2% (20 x 10% = 2%). If more than one variable is connected with this kind
of correlation, then multi variant analysis method can be used.

@Wz The scrutiny of the relation of other variables is also necessary
along with one’ ing variable e.g. Rise in demand and fall in price can be jointly
responsible for the increase in customer's income and sales promotion programmes. In
the same way the increase in product series can be jointly responsible for the variables
such as popularity of brand, decrease in number of competitors, increase in production
strength etc. In order to study this matter the different methods of statistics are being
used.

(6) Reporting findings: For the solution of -problems the information is collected from
the proper place and then it is analysed after clarifying the problems and objectives
related to the marketing and whatever the summary is prepared on its basis is presented in

the form of short report and then sent to the higher level managers. While preparing the —

report following matters must be considered: (1) Title of report. (2) Date of preparing the
report. (3) Objective of research. (4) Mgt_h_g_(_T ‘of collecting the information. (5)
Comparative presentation. (6) Statistical presentation. (7) Presentation through charts and
graphics. (8) Recommendations etc. At the end of the report the most important matters
to be considered by the top level managers must be presented very briefly in the box. The
marketing decisions can be taken easily if the marketing research report is formed
effectively and on this base appropriate marketing strategy can be formed.

s
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UNIT- 4

The data of the marketing research must be kept secret carefully. If this does not happen,
then the competitors may become more alert before implementing the report. Marketing
research is a process. So, while followmg the various stages for that, it is necessary to
keep the scientific approach. It is responsibility of the top level managers to see that the
marketing research process must be done with lewjﬂw.

e Limitations / Disadvantages of Marketing Research:

Though the marketing research has been developed speedily and is beneficial in many

aspects, it suffers from the following limitations.

(1) Expensive: Trained employees and expert officers are required to be appointed for
m research. Large amount of money is to be spent for it. Hence it is
expensive. o2

(2) Reliable sources of information: For marketing researchn reliable sources of
information are not applied it is useless. Its results are misleading. Sometimes it
happens that the proper information is there but its analysis has been made on wrong
basis, and then there is a possibility of taking wrong decisions.

(3) Time consuming: Long time period is required from beginning of the marketing
research and the end of its. Thus, it is expensive from the view point of time.
American Management Association has mentioned that sometimes we have.to wait
for months or years for getting its results. If the managers take speedy decisions,
marketing research puts into difficulty then becoming advantageous.

(4) Qualified and Trained Officers: It is clears that the success of marketing research
depends upon the qualified and trained ofﬁcers It is somewhat difficult. to get such
type of officers.

(5). Does not provide solution of a problem: Marketing research provides mformatlon
regarding product, price, place, promotion, packaging etc. to take decisions by the
administrative officers. Decisions are to be taken by the officers themselves. It does
not provide solution of a problem but it provides guidance for it.

(6) Assumption for consumer behaviour is difficult: Marketing research is mainly a study
of consumer behaviour. But people always do not give complete and true information.
This way result of marketing research does not prove hundred percent true.

(7) Effect_of External Factors: External and uncontrollable factors affect marketing
results adversely. Hence, it becomes difficult to estimate net impact of it-due to such
factors. Marketing research mentions results of marketing efforts e.g. information
about competitors performance, information about government policy etc. If any of
these factors changes, result of marketing research does not prove true.

(8)_Biased Results: If the marketing researcher has a prejudice about the problem then its
results will be unsatisfactory and misleading. Person's attitude, necessities, prejudice
and other social, cultural factors adversely affect the results of research.

(9) Risks of Decision-making: In every economic decision there is a risk and uncertainty.
Marketing research cannot remove such risk and uncertainty. It attempts to minimize
the risk. Some experienced persons say that marketing research is not a magic stick
for the solution of marketing problems But it is a helpful instrument for taking the

marketing decisions.




