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—nat is Marketing R o
2. wha s 4 eseath ? : Before understandi i
e esearch, it is 1 essary to clarify the idea of - Aol
L ‘;‘Imﬂlf ry.vc’m‘(‘h. esearch, market research and
ke : Research e
l Research means the activit -

_ : y of coll i -
tant information related to any problem about an ECtmg, s S Snnlysy the
of problem, to take important steps for thy A
+ od and important fesearch studies at, make particular presumtions,
Market Research : Market re i
: search is ir
t'n-malion. Market means actual and potential cusatc?::mh Iﬁ)r i o
ormall ers. In the market
ions such acsl; wl‘th, t\.'v’}llat, where, when, why and how etc. are examined : iﬁ:mh?tthe

. . C

cclllt alt'l_m};?;;lfla Clll{stomers. Market research is an activity related to investi O:t;):\t

esll il mfr et demand. It includes the study of habits, tastes and fagshion;
of the customers. inly 1t includes : (1) Market size. (2) Geographical area of customers
o) Demograph?c dCSCT‘lpUOI‘.l of customers. (4) Market segmentation on the basis of a e""
- come, educan‘or?, nationality, caste, life standard etc. (5) Analysis of market demaﬁd’
6) Salgs ana:..ys;? in context toi customers, area and product. (7) Customer’s requirements'.
qecessities, ha it af“fl behaviour. (8) Trader's requirements and selection sequem:e,
el of competition and market trends etc. |
A(3) Marketl'ng‘ Besearch : Marketing Research is a broad concept. It includes
\e entire research activities for the entire marketing process.

.Accordmg .to _Phlllp Kotler, “Marketing Research means systematic problem
analysis mod'el building and fact finding for the purpose of improved decision making
and control in the marketing of goods and services.”

According to A. M. A., “Marketing Research is the systematic gathering,

vecording and analysing of data about problems relating the marketing of goods and

services.”
According to R. D. Crisp,

and exhaustive search for and study of
of marketing”.

According to Clerk,
product design, markets and s

housing, advertising and sales management.”

On the basis of above definitions, it can be clearly said that : :
cular target based activity, which includes two

Clarification of problem. (b) Solution of a problem.
sion are found out after

h, the information and conclu:
data in context of the problems.

the marketing research, the marxeting decisions are being taken through
nly that but the other connectd decisions are

10! %
"!”\ jgation

L=
Vet
‘nfUE"“ng’ i

q est
of the PTes

analysis 4t

(9) Lev

th

ative

“Marketing Research is the systematic, evalu
field

the facts relevant to any problem in the

“Marketing research is the careful and objective study of
uch transfer activities as physical distribution, ware-

(1) Marketing research is a parti
main objectives : (2) '
(2) In the marketing researc
collecting and analysing the

(3) During
the collected information. Not 0

also taken on its basis.
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Fundamentais of Marketing Manag
Bnt

4)

Whatever information is received through marketing research about the €Xtem
environments affecting business activities such.as customcr’s fashion, PUrchn.: al
habit, purchasing behaviour, industry, competitors €tc. 1S more useful comparei
to the information acquired through the internal sources. .

Marketing research is a permanent process. All tht’j markétlﬂg decisiong 5
based on information. So, the marketing research is considered as g part of
Management Information System (MIS). _ L
The four components (4-P) of market mix are being St‘«ldlebd In marketip,
research. The efforts are made to know the quantum of contribution of thege
factors in sales promotion.

After acquiring the important information regarding the special problems abgy,
the marketing activities such as, when the product should be launched i the

market, whether to increase or decrease the product line etc. the efforts myg

be made to solve these problems.

According to Philip Kotler, “Some companies use the term market researcj,

(5)

(6)

€]

instead of marketing research. The former term is accurate for describing research iy
to market, its size, geographical distribution, incomes and so on. However, it fails 1,
cover the idea of research into the effects of marketing effort on market, for which

the term “marketing research” is more accurate’.

3. Difference between Market Research and Marketing Research : Markgt
research and marketing research are both different terms, eventhough many people use bouth
these terms as synonyms of each other. Following matters will distinguish both from each

other.

Points Market Research Marketing Research |

|1. Meanning

Market research means the study
of market size, development,
factors affecting them, market
competitiors, their market share,
price etc.

The objective of market research
is to increse the profit by increasing
the sales after studying the market
and customers.

Marketting Research means research
of entire marketing process.

The objective of marketing resarch
is to survive in the competition and
to increase the market share by
satisfying the customers by studying
the entire marketing process.

of market research is | The idea of marketing research is

broad. Its scope also includes the
entire marketing functions. i
As the information about all the
important activities is received through
~marketing research, the decision

making becomes effective.
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f The eXpenses made for Market | p i
B ‘/m reseach are less than thoge £, arketing Tesearch ig very 2 3
.\ e e 1 c -
na] ; marketing research. Xpensive
g

L= OT analsis cannot he T——
; SWOT analsis cannot be dons )
eq M ‘hrough market research, Marketing 7o

S v

—Market research is useful for iloa\:j ana) oo TR IS Useful Tor

| " Marketj
g |l . Obiect.i ves of Marketing Research —
e [ntroduction : It ig difficult to survive without Maitntin ‘
g . |;011- The bgse qf ef?lectlvgness of all marke;ting activitieg isgorr\:s;a;;:}? In the present
i l"””p}hc pformation is collecte through marketing reses eting research
E ;PJ]J.\!"

ements: planning oL I pmdeCt’ to launch the pro
Qquire i rovide the customers with the products in time at Proper places

;icmaitlo ‘mcreas(a the market share, tg satisfy the customers ang to develop thea;;Egsonablc
les: Jre the objectives of marketing. Sicioan o
5" objectives of Marketing Research : The concept of marketing research is
proad. IS main objectives are as follows :

roat-

(;ch fgr knowing the Customers'
uct in the market, to create a

j) Framing of policy : The mz'lrketing environment is studied through marketing

cearch. It includes customers, competitors, products and all the factors affecting it. By
res <dering these facts, the objectives of framing the competitive policies for purchase, sales,
;g;;butjo; and after sales services can be achieved.

@ 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. N

(3) To assess competitive strength : The competitive s.trength fmd w;aknesses
of competitors can be evaluated according to the marketing information. Bes1‘des ﬂng whether
the company will be able to survive in the competition in context to marketing environment

i h.
or not, can be evaluated through marketing researc : i
4) To estimate potential buying power of the customer : Tbh:;rt?; ;?eﬁ;h
customers are located, their number and their purchasmg pou;g; e:;iscfr?atter i
the help of marketing research and while framing the price policy 2 o plaring Of new
) Formuioh g8 markeing pIans i tp é?ln;;ans advertisement plans
: i lans, sale promoll ;

product, product mix plans, Product line p1 e keting rescarch becomes NECeSSary

etc. For the effective formation of these plans,

: ket-
and usefiy]. j . 1 acquired through mar
(6) Evaluation of plans and policies : The information a4 and policies. On the

! : . nlemented plans o
o vl G evg h:iat’ll?l?eosfulcr:zgss or failure of plans and policies
b 1S | ‘on. i cided.
0ases of this information, it can be de

B & ] objeotives.
Q. What is Marketing Research ? Explait Bpmanols
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slanning At ally, the economica T &
E\DICH“'” market becomes necessary- Norma y = pce ly soung ach 1y
I C ; | products first. It 18 N® sary to collect the j Ny | K
customers accept the special | mfonhar quﬁa:,_‘l o
B Ion R e
these types otcustomers. (5 ins ! o 1©°
(8 To estimate expected sBAT® °fk'tl h 3 'tfe; The markegy, "f .
der to estimaté the market 8 are of the company i, cng res% 9
Titexy g O i

ary in or
Gujaral Stat
Onida T.V. 20%; Sony -

e, the total sales of Television the market gy
T.V.16%, L.G. T.V. 14% and oth:? ofy. g #

; Comyy,. -
ble volume of future sale : The idea of mark nma“h,
lace on the pasis of marketing information Cet COMmpe,.
besoldina particular area, is ';_31_’t'imons1de : glmn
distr_ibution of market : The maﬂi:ted_ th,
nt with the help of marketing rese et disty -
seful to form the marketing St?i:;lgofvaﬁ;i
Y for g,

v

becomes NECess
product. €8 In
Company 18 30%,
T.V. hold the sha
@ Toass¢

and customers’ attitude takes P
matter, the number of units which can
(10) To study the geographical

can be studied from geographical viewpoi
places and areas. This matter becomes U

promotion.
(11) To indicate the proper distribution method : The idea
of cugt
)y

d suggestions a itor’ i :
ggestl nd competitor’s strategy can be identified through i ;

i . : iy
f geographlcal areawise market can also be obty; ety
ainy

0‘
N

research. Besides this, the idea o
the basis of this information, a proper distribution arrangement can be mad
ade,

(12) To make the product acceptable and salable
. B
product by the customer, it must be planned on the basis of vy t}-le o adoption
which area what t : is of marketing informati i
ct ype of sales promotion schemes should be i Tmation fhy;
decisions can also be taken f e introduced. Besid %y
e aken for the necessary changes in the product to s this, iy
infomaagi ) fo solve the ,prob.le.m of branding and packing : O make it safa,
T on c(): a;tlhg cgstomer s opinions about the brand and PaCking.of n the basis of y,
| (14)g To e f(::r effective policy regarding branding and po Ztrtipm?yis .
i ;: arfdj; ma{;‘ket!ng cost : Marketing cost basicallacﬁlvepackjng'
after sales servi’ces To g, advertisement, sale-distribution, collection ysallncludes 1‘he
i . To control these expenses the informati » Sale promotion
i ltums out to be very useful ation acquired throug
~ (15) Tose : #
i ect the right course of action : If an :
and increase the sale, then he i = o has to survive in busines
proper time. On the ba,sis : e is .requlred to take proper steps regardi
can be decided th of marketing research by analysing the infomai
Lo at when and what t ysing the informalon
it the products price, advertisem ypes of steps will be compuni!
tem. ent, sales promotion, product dev elopmet
of distributors :
B, ors : Only cust
B g om :
liers and distributors of finish derS [ i et Actull ¥
tors are also required for profi pr_oducts are also in the market Thes
e e and sale. How many disi™®
rmation required for marketing resedl
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~ Marketing research is a particular ‘»}'\!"L;J.'_"_ZM’?:| el ace A o
tives, it must be clarified that which objectives must be considered {
_arch. If the clarification of the objectives can be done in context to l ‘ e ani

nly the p:'r;{‘cgs‘ of leE.lrkL'llng research can become more effective. Marketing
qust be done with proper method. The decisions taken on the basis of the acqui
_ rmation through improper method and improper media can be harmful fi b
o, the information acquired through marketing research must be properly examined
.

3. Scope of Marketing Research

1. Introduction : Marketing research includes the research of all a
marketing. As the customers are at the centre, the study of their habits, tastes and
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 competitors and
competition is required. It includes research of the products of competitors, price, distribu
fion system, advertisement and after sale service. Besides this, as the various markets fact
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

i

1
fashior

very wide.
2. 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) Behaviouristic 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 required to be studied. For this the research is made from the viewpoints of total
demand of product, areawise demand, short-term demand, long-term demand, reasonable
demand etc. After considering the total demand, the demand for company’s ptoduct 1s

estimated. While making a market measurement in context of the demand the various factors

affecting the demand are comparatively studied.
On the basis of market measurement, according to the customer’s requirements’the

product, quantity, area of its sale and price are decided.
(2) Environmental research : Marketing activity is affected by social,

economical, political, population and technological factors. These factors are uncontrollable

i.e. they are not under the control of managers. Hence, the necessary information must be
he probable

obtained after making a research on these factors. A study must be made about t
effects on its marketing activity on the basis of the analysis of this information. It includes the

following matters :
Q. Explain the different functions of Marketing Research.
Q. Explain the scope of Modern Marketing Research.
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of Marketing Man
rundamentals a9emen,
economy on the busipe,

= : ] revailing 11
() The pl'oqb:lb] r ,Oj;‘;;nc:inrt]iin:;:l?id zegulati‘f’f’ provisions. (c) Study aboy '-1’.‘»',
(b} Suds e ‘3”*;_‘3:2:0”55 countries. (d) Study of social change* ,SOClaI: \'a]ue'%, Standard,
cultural '.:ICTC:&[)::::{ the customer’s awareness and customer’s relationship () Study abey,
(Li:;:is(iLii),f'bc:;E;iz;;ulalion, quality and attitudes. (8) Study about the acceptance of technicy)
changes. tioned study is very useful for the formation o.f marketing strategy
rted without considering the

g activity st
d activity. In order 1o survive in the

return on the capital investment, it

ations of bus:ness competitors

ber of competitors nature of competition, the
ducts, the market position of competitors and
the total market demand etc. A special study is being
he four main components of marketing mix.
f goods while making a research

The above m
3) Competition rese
d their ac

arch : The busiies
tivities, is @ short live

d and also to get @ proper
ut the strength and limit

et competitors an
longer perio
ke a research abo
y to study the num
itor’s pro

mark
competition for
is necessary to ma

For this it is necessar
ive position of the compet

competit
ucts in

demand of company’s prod
made about the type of competi
i.e. product, price, promotion and

about competition.
] ch : Marketing mix includes four main components :
E i

tor’s strategy for t
physical distribution 0

(4) Marketing mix resear
fo Mnct, Price, Promotion and Place earch is made by units
about the following information : {
ew product. (2) Attitudes for acceptance of new

.(l) Product : (1) Necessity of n
1 ('3) E-ffecti_veness of. mariceting of present product. (4) Necessity and possibility of
simplification and diversification. (5) Whether to increase or decrease th- product

} -_kesearch about the packaging of product.
®) Price : (1) Present price of the product. (2) Price of competitive products

on the demand of changing the pri ice i 1
| ?::' pric:-: diffcrentiili]fn etcl.) nf:t'tt(aiz zrr;c:ttl.:lic:(;.lten o
. :;i.)tioa): I:;asi'eioush ‘matters being regearched in context of the market
, er;isement mz:csa 2b01;t the sislection of advertisement medium. (2)
. salesﬁl e;n(sc):ijfgnghts. .(3) Effectiveness of advertisement.
i : out various customers oriented, distributors
promotion schemes. (6) Research is made for sales

(distribution). For these, the res

: The arran
Bannel of dish%i::t?:; I;ade t.° supply the goods in time to the
> . For this the research for following matters

1t chann L T
e chanmjll_ f;i;ll;t:ll:utlon. (2) Commission paid to middle-
i departm:;l 1i"u'lce between collection department,
- (5) The resources and problems for
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N ; . da irt var:
~ gporting the goods in various areas of cus

| S| : . tomers
i . o
' pution or should it be done by usin (6) Whether to

Lll?‘“‘i & & i i :
| o (5) Behaviouristic research . Ag Private vehicles etc.

o
]
use the public vehicles
|

|
|
{ modern -
{

o[‘JCUt g
sroducts it is necessary to make a study about th

urchase the product. The behaviouristic
ssveh
customers may have a positive or negative atti
attitude of the customers towards the product ca
necessary to make a research about the reasons o
of the customers against the product can only b
irregular supply or lack of after sales service. T
pre planning of entire marketing activities.
The scope of marketing research has been changed in present time. | :
due to the customer’s education and awareness, consumarisim govemm?. tt S v
sompetition, modem technology and information technology. B;:fore lauch?rt: COlltrt;l, A
arket, the research on various matters is necessary to make the pro ducfsaugz S:c;ltl lm the

4. Stages of Marketing Research

udc. towards the product. Th
r;rf:;l;ge proguct in the market. So, it is
v v\igmtl.]d?. Th(.: negative attitude
o Smd,y E in 1t1s of inferior quality or

ery much necessary for the

C negative

Intrndlfction : The marketing research is necessary for getting the information

: prpduc‘t is necessary for customers, when it is necessary, in what quantity it will
possibility of changes in the prouduct, competitiors and their strategy etc. In
resarch the necessary information is collected for the solution of the problems
the main 4p’s of marketing. A proper solution is thoughtout by analysing it.
g research process is followed properly, the problems can be solved
tly the professional people and firms are seen for the marketing research.
e the report of marketing research after considering the particular obejtives
the problems by following the process.

of Marketing Research : Marketing research is a process of
nation for the solution of different problems related to marketing. For this
s of process. :
identification (4) Collection of information
(5) Analysis of information
(6) Reporting of findings

» steaps in Marketing Research. e
# is more difficult to formulate a problem than finding out 4

ng Research Process in light of this view.
n Marketing Research.
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Problem
identify

2
6 Reserach
Reporting Stages Obective

of
Marketing

research 3
5 Sources
of
Analysis %
of 4 Informatio
Information Collection \,
of
Informatio

. B Problem identification : »‘-'hfna“er y probol
-'ﬁlumahon is needed to solve it and for this first of all the identificat probl
necessary. Many problems take place in marketing zalso. For e.g. continous de; Ieas
sales, goods sold returned back advertisement continously failing etc. The problem, whi
38 10 be solved, has to be identified. For e.g. the sold goods are raumﬁd For mor=
‘clarification of this problem it must be examined that in which area, for how much peri
Sin what proportion, which goods are returned. If anh product is having vanous models, then
el is returned, is to be clarified. If the problem is to solved at less expense, it is
identify the problem for collecting the particular information.
Research objectivies : Marketing research is undertaken to achieve the
ectives. So, it necessary to clarify its objectives. Whatever matter the managers
through problem identification is considered to be their objective. So, it mus
‘what the managers want to achieve. For e.g. by clarifying the probem of
returning and making a research of its reasons the objective of product
7an be achieved on the basis of collected information. For e.g. the clarification
some.problems can be mentioned as follows -

°Is can achieve their particular objectives by acquiring the necessary

clanﬁrmg the above mentioned various problems. The objectives
0 achieve must also be clarified.
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=% =" (larification of Problem b
|~ ack of information about product e
. Dﬁsmisfaction about product among Ak
| ¥ {he customers. . 5
| 1) Goods reatrned by customers, (3)) Ilmporving the quality of 4 o
| (- ? ar Sales‘ my TOVino v pro uct. Y

[ 4) irregui2 in th f (4) Arfa 1ng the product.

; ! e T y
R product (5) Maxps s e Proper distribution 14
| (6) Lack of increasing the sales. @) & 118 Necessary change in pack: Hi

0/ ” - : acKing
\ (7 purchasing the goods in less quantity. prrranglng the saleg pr(?m;\:?:' 1y

: Ogrammes on

! 5y
M Decreasing the price.

3 Sources of Information : In order to o]y
are clarified, it must be palnned to collect data from ap
solution of problems can be divided into two parts: (

(a) Primat"y data : When the company h
solution of any particular problem through their own special eff it is sai
rimary data. For e.g. If the company sends their representativz orts, 1t is said to be the

with the customers in order to collect the information to solve fhieﬂ dflfferenF areas to talk
product from the customers, is said to be the primary data. Thisc rr:?}?lz“‘m about the
expensive but information collected through this method is more reliable acr)1d LSS Ssr{newha‘c

(b) Secondary data : The inroramtion that is collected by the other Oreai{sat'

or collected from new spapers, magazines or reports, is known as secm‘ndarfdam 1;;5;
f statistics of populationl counting made by the government, the information collected frb;n the

Reserve Bank Bulletin or Business India Magazines is known as secondary data. This
information can be acquired from chambers of commerce, employment exchange, other
industrial organisations, educational institutes or universities.

The main limitations of secondary data are as follows :

(1) If this information is very old, the chances of occurring changes in them. (2) The

printing mistakes are also there in the printed information. (3) The objectives of the maker
and user of the information are different, so its usefulness decreases. Before using this

nation its reliability must be examined.
Collection of information : Th
follows :

rces of Primary Information
Internal sources :

2 :
pmthqse marketing problems, which
" Pp_nate sources. The details for the 3
a nmary data. (2) Secondary data, |

s collected the information for the

N

e sources of primary and secondary information

Sources of Secondary Information

(1) Chamber of commerce.
- Accounts of Previous years (2) Reports of industrial associations.
ﬁ (3) *Magazines of business matters.

Reports of production & sales. :
E:I'plw.‘sl.ls typI;s of budgets. (4) Reports and m?game; muﬁ:ﬁﬁfﬂ
arious types of ratios. policies published by 8° ﬂimpor’t
\come & Expenditure registers. population, for policies, exgot;

iministration documents. policies, five years PIa® ~~
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(3 Research for new proau B (7) Research ma ,“ e \
” ’ men '3 r . o
) Rescarch for product dovelop qy  Reports pub - by 12bour Ui
(4 escarcn i A ; "
) ation ahout roduct ik and in¢ )
e IIJ"""‘"J"”" “ ' tvive factors
(6) Rescarch about competiive kit
> |
(7) Investigation of sales promotion ’
. eress
(8) Investigalion about the effectiver
of advertisement .
gl 1€T ]
(9) Investigation about custon

., matters must be considered
e information must be clarified e.o
, the complaints, objective of

Ve fJf "/J] 'r’irl;;

behaviour
While collecting the pnmary data
First of all the objective for acquiri

(1) _
objeective of estimating the future demand, object!

sales promotion ctc ‘
(2) To decide whether the inforamt

sugh organisation. 4
5 (:':)mm TI::(::;:;N:I?L :;ﬁ:}?:{)]dnf collecting the mforrr'aa?.ifm e.g :(a) tl"zrr.;ugh F“l"'PWlf»‘:;
sending the questionnaire through post, (¢) by organising the personal interview of (he
mers, (d) by acquiring the customer’s opinion, in which a study must be made of the

s and attitudes of the customers visting the shop. _

4) Experimental rescarch is very useful. In this method the experimental research

ow the effect of making the changes in the components of marketing mix such
.. promotion and distribution on the customers behaviour. For this, 2
made on the effects of changes in marketing components on the selected

4 on this basis it is decided whether there is a positive or negative relation
in customer’s behaviour and marketing components.

he information is to be collected from the customers, out of all the
led customers are selected for test, are known as sample customers.
e acquired even for the research of traders and middle persons by

the followin
ng th

ion should be acquzrcd by one’s own efforts o

on is to be collected through questionnaire the questions mut be

e their replies must be in “Yes’ or ‘No’, For e.g.

to purchase a motor - car next year ? Yes [] No[]

have a colour T.V. 7 Yes [] No[O
ange the model of colour T.V. ? Yes [] No [

 to be acquired through direct contact of customers, the

selected customers before contacting them, personal

be asked, the data of the interview must be kept
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ey nis the collected data aged in proper group and > Sources of informatig

cor -|‘ mation and alalysing it, the unrequred informatiq
, inforI N can be rem
Oved and the
short

i .~ tion can be known. Besides this ;
f JLJ”]I,_’ mforrlmilOﬂ ful for taki h €s thlls', 1ts Comparative sty g
pll"® . 1 is more use Ing the decisions, The arragnem Y can be made ang this
ent of informati
10N can be

i two ways © (2) Simple arrangement. (b) Horizonta] arrang
ement,

Arrangement of the customres wear;

i; 2 follows : ei)%-;)duct % ofCUStome:-lsng daily foolwears -

Shoes 65%
Slippers 35%

(b) Horizontal arrangement : It can be done as follows :

Age-group of customer Shoes users % Slippers users °
0 to 12 years 40% 60% = ﬂ
13 to 20 yerars 70% 3()0/D
21 to 45 years 65% 35°/Z
46 to 60 years 55% 45%
31 and above 25% 75%

‘The proper decisions are taken by making the summary through the statistical
ike mean, median, mode, average etc. after arranging the information as above.
hile analysis the information with the help of statistical methods, the following
es must be considered.

(a) Central tendency : In order to know central tendency of the customers about
uduct, an averge tendency of the customers must be considered by using the mean
an methods of the statistics. For e.g. on an average 30% people select the motor-
two wheeler.

b) Standard deviation : In order to measure the tendency of customers in
“the central tendency, the standard deviation is used. E.g. The yearly average
’ & ‘B’ company for the last three years is the same, eventhough in the

e expansion of demand is more.
Years sAs company :B Company
009 s 22,000 units 10,000 um.:s
010 24,000 units 25,000 units
' 26,000 units 37,000 units
Tﬂtal 72,000 units 72,000 units

8 24,000 units 24,000 units _
. nsidering the expansion attitude as above:

an also be taken by €0
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vy, iy varialis analysixs

Pest of significatnee (T
1 ble

et hod can b uned
v of the relation of other variables is 4
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(¢) porutbin
essary alongwith one marketing ve I, Hane i demand and fall in price can
or the tnerease i customet

woduet serfes can be jointly respon sible for the variabl

s

jont iy L\'\|‘L‘ll\ll'l\‘ { neome and sales |,)lll|l|r:1||||1 Programmy
In the same way the inereaso i |
+h as populanty of brand, decrense in number ol competitors, ncrease in production
In order to study thst matter the diltere

For the solution of problems the mormation i
i analysed after clarifying the problmes angd
4

Sk
strength ete sit methods of statistics are used

Reporting of findings ¢

collected from the proper place and then it
o the markting and whatevel the summary s prepared on its baisis s

objectives related (
sent to the higher level managers. While

preseated in the form of short report and then
preparting the report following matters must be considered

(1) Title of report, (2) Date of preparing the report. (3) Objective of research. (4)
fethod of collecting the information. (5) Comparative presentation. (6) Statistical presentation
Presentation through charts and graphics. (8) Recommendations ete.

At the end of the report the most importan matters to be considered by the top level
gers must ¢ pr‘esentcd very briely in the box. The marketing decisions can be taken
g if the marketing research report is formed effectively and on this base appropriate
g strategy can be formed. PP
data ot:t.he marketing research must be carefully kept secret. If this does not
: competitiors may become more alert before implementiong the report M'Nl@l’mw
" ess, S0, wl?ﬂe following the various stages for that, it is ncccssu‘n t‘u ad :
pproach. It is the responsibility of the top level managers t;)k sy tl -‘ ( “‘P-
process is to done with less expense at right time i T

5. Importance of Marketing Research

tion : Iti
edaﬁle,t; is unr:?§onable to say tha.t there will be 100% success in the
°d after marketing research. But it can be said that if production and

the base of informati
' on ¢ :
'y of success. llestad by marketing research, then it will

What kind o -
5 ' kind of benefits are obtained through Market Research !

.
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Fundamenta!s of Marketing Ma“agemem

i esearch, management ¢
eting resc gement can
mers
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jstribution System : By mark
f their targetted custo
regarding production, distribution

t decisiocns and 1,
d tg

(12) Selection of D
arrange effective distribution
Thus, marketing research prov
customers and competitors, W
frame marketing strategies.

6. Limitations of Marketing Research
h activity is very useful for managemeng,
very much, a person who considers all these
owing are the limitations of |

system in the areas o
ides important information
hich is absolutely useful to take differen

1. Introduction : Marketing researc
Although marketing research activity is criticised
limitations can take much advantage of marketing research. Foll
marketing research activity.

2 Limitation of Marketing Research (criticism) :
(1) Expensive Activity : For marketing research activity, expe
are appointed. Necessary guideline is given to them. At this viewpoint, marketing research
* activity is expensive. Hence, it is difficult for a small unit. |

(2) Wastage of time : Marketing research activity is a long process. So, from the
so expensive. In the words of American

It waiting period is month or a year

rt officers and employees

e viewpoint, marketing research activity is al
ement Association, sometimes, for getting resu
when management take quick decision to impliment it in business, then it will prove

vantgeous.
‘ Mis]es.lding : By marketing research, when authentic and reliable information
;e.d, it is misleading. Sometimes, it happens that the proper information is
its analysis is not done on right base so the wrong dccision can be taken
:lf'lexlblllty of Market : Process of marketing research Is very lengthy, so it
much time. By analysis and interpretation of the obtained information, the
h are taken can be right but when it is implemented, in comparison of m;;.rkei ;*
any charges have taken place. So, the argument is i -
any 1 N0, s made that th isi |
et 1s decision a
:nl; to get expert employee : Marketing research activity requires \
and accuracy in a person. i '

y in a person. To find out this type of person is very difficult

r 11is not a magic to solve the preblem of production and sales. If
! go_lely, 'op the Pasis of experience and skill of management, it mil ht
tlf by scientific method of marketing research, taking’diffcrgenl
tors, government policies into consideration, an industrial unit

._Marltering Research.
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