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Unit-1

Market Assessment Tools and Techniques
Learning objectives
After reading this chapter, you should be able to understand different tools and
techniques that a marketer uses to assess the market before starting or diversifying
his/her business.
Structure
1.1
1.2
1.3
1.4
1.5
1.6
1.7
1.8
1.9
1.10
1.11

Introduction
5Cs
SWOT Analysis
Environmental Assessment (PESTEL)
Competitor’s Assessment (Porter’s Five Force)
Customer Assessment
Let’s Sum Up
Key Terms
Self-Assessment Questions
Further Readings
Model Questions

1.1. Introduction
A marketing plan guides businesses on how to communicate the benefits of
their products to potential customers. The situation analysis, the 2nd step in a
marketing plan, is critical in establishing a long-term relationship with customers.
Managers use it to analyze the internal and external environment of an
organization and the firm's own capabilities, customers, and business
environment.
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As described by the American Marketing Association, a situation analysis is
"the systematic collection and study of past and present data to identify trends,
forces, and conditions potentially to influence the performance of the business and
to choose the appropriate strategies. "
The situation analysis consists of several methods of analysis. These are:
1.
2.
3.
4.

The 5Cs,
SWOT, and
Porter's five forces analyses
PESTEL

1.2. 5 C Analysis
A situation analysis is often referred to as a "3C analysis", but when extended to a
5C analysis it allows businesses to gain more information about the internal,
macro and micro-environmental factors within the environment. The 5C analysis
is considered the most useful, comprehensive and common way to analyze the
market environment. These 5Cs include:
a. Company,
b. Customer,
c. Competitor,
d. Collaborator, and
e. Climate
a. Company
Analysis of the company allows for evaluation of the company's objectives,
strategies, and capabilities which indicate the strength of the business model,
if there are areas needing improvement, and how an organization will fit with
the external environment. In addition to company goals and objectives, it
includes an analysis of the firm's position, performance, and product line.
b. Competitor
The competitor analysis takes into consideration the competitor's position
within the industry and the potential threat it may pose to other businesses.
The main purpose of the competitor analysis is for businesses to analyze both
the current and potential nature and capabilities of a competitor to be prepared
to compete against them. The competitor analysis looks at the following
criteria:




identity competitors,
assessment of competitors, and
future initiatives of competitors.

The task of examining the competitor's financial and marketing performance is
one of the responsibilities of a market analyst. It includes the strengths and
weaknesses, the anticipated response to the company's marketing strategy, an
analysis of growth and investment plans as well.
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c. Customer
Customer analysis can be vast and complicated. Some companies conduct a
PEST analysis which scans the external macro-environment in which the
company operates. The important areas to analyze includes:









Demographics
Advertising most suitable for the demographic
Market size and potential growth
Customer wants and needs
Motivation to buy the product
Distribution channels (online, retail, and wholesale)
Quantity and frequency of purchase
Income level of customer

d. Collaborator
Collaborators are useful for businesses as they allow for an increase in the
creation of ideas, as well as an increase in the likelihood of gaining more
business opportunities.
Types of collaborators are:
 Agencies
 Suppliers
 Distributors
 Partnerships
Businesses must be able to identify whether the collaborator has the
capabilities needed to help run the business as well as an analysis on the level
of commitment needed for a collaborator-business relationship.
e. Climate
To fully understand the business climate, there are usually many different
factors that can affect a business, and if researched well it will create a
company that can respond well to change. An analysis on the climate is also
known as the PEST analysis.
The types of climate that firms have to analyze are the:
 Political and regulatory environment
 Economic environment
 Social and cultural environment
 Technological environment
 Legislative environment
[Source: Boundless. “Conducting a Situational Analysis.” Boundless Marketing.
Boundless,
26
May.
2016.
Retrieved
27
Oct.
2016
from https://www.boundless.com/marketing/textbooks/boundless-marketingtextbook/marketing-strategies-and-planning-2/steps-to-creating-a-marketing-plan28/conducting-a-situational-analysis-151-7221/]

1.3. SWOT Analysis
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A SWOT analysis is another method under the situation analysis that examines
the Strengths and Weaknesses of a company (internal environment) as well as the
Opportunities and Threats within the market (external environment).
As shown in figure-1.1., a SWOT analysis looks at both current and future
situations, where they analyze their current strengths and weaknesses while
looking for future opportunities and threats. The goal is to build on strengths as
much as possible while reducing weaknesses. A future threat can be a potential
weakness while a future opportunity can be a potential strength. This analysis
helps a company come up with a plan that keeps it prepared for a number of
potential scenarios.
Figure-1.1: SWOT Analysis

In this scenario it is important that the objective be known beforehand and the
SWOT analysis is performed according to the following tenets:
A. Strengths
: Attributes of the organization that are helpful to achieving
the objective.
B. Weaknesses : attributes of the organization that are harmful to achieving
the objective.
C. Opportunities : external conditions that are helpful to achieving the
objective.
D. Threats
: external conditions which to the objective.
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A. Strength: An organizations Strengths are its resources and capabilities that
provide a competitive advantage. The questions below can help you identify
these key assets.









What makes your organization stand out from its competitors?
What advantages does your company have over other businesses?
What do you do better than anyone else?
Does your company have a strong brand?
What unique or lowest-cost resources do you have access to?
Is your organization able to adapt and change?
What do people in your market see as your strengths?
Is your organization able to innovate?

B. Weakness: Weaknesses are the attributes of the organization that expose it
competitively. They can also be the flip side of certain strengths, which can
include lack of patent protection, a weak brand name, or a poor reputation
among customers. Use the following questions as a guide to identify your
major weaknesses.










What could you improve?
What should you avoid?
What do your customers complain about?
Is your organization able to withstand price pressure from competitors?
What are people in your market likely to see as weaknesses?
Is the company able to attract talent?
Is marketing / advertising effective?
Is your company able to raise money when it needs to?
What factors lose you sales?

Both Strengths and Weaknesses should be formulated as internal characteristics of
your organization, but in determining these attributes you should consider external
viewpoints as well (i.e. from business partners, competitors, the market, etc.).
C. Opportunity: Opportunities are characteristics of the external environment
that can be used to the advantage of your organization as opportunities for
growth and profit.





What favorable circumstances is your organization facing?
What are the interesting trends you are aware of?
Is your organization positioned to take on these trends?
Is there a product or service that others have not yet covered?

Consider how the environment around your organization has changed, is changing
or could change. Particular areas are worth considering attentively since
historically they have been the source of global social and economic change.
Some examples include:
 Technology
 Government policy
Odisha State Open University
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Lifestyle
Social patterns

D. Threats: Threats are changes to the external environment that may negatively
impact your whole organization (not only it’s bottom line).









What obstacles do you face?
What is your competition doing that you should be worried about?
Are your competitors becoming stronger?
Are the required specifications for your products or services changing?
Is changing technology threatening your position?
Do you have bad debt or cash-flow problems?
Could any of your weaknesses seriously threaten your business?
Is your IP capital in danger?

Threats might include a fundamental shift in consumer tastes, emergence of new
products, new regulations or political and macro-economic changes.
[https://thousandinsights.wordpress.com/articles/on-strategy-planning/swot-

analysis/]

1.4. Porter’s Five Force Analysis (Competitor’s Analysis)
Porter five forces analysis is a framework for industry analysis and business
strategy development. It helps companies to derive five forces that determine the
competitive intensity and therefore attractiveness of a market. Strategy consultants
occasionally use the five forces model to scan for and identify competitors to
conduct qualitatively evaluate a firm's strategic position. Ultimately,
the primary purpose of the model is to help businesses compare and analyse their
profitability and position at the line-of business, rather than industry group or
industry sector level. According to Michael E. Porter, “Awareness of the five
forces can help a company understand the structure of its industry and stake out a
position that is more profitable and less vulnerable to attack”. Together these
forces determine the strength of the industry, competition and profitability.
Companies must be flexible to respond rapidly to competition and market changes
and it can surpass its competitors only if it can establish a difference that it can
maintain. Porter’s five forces consider the following factors:
Threat of new entrants
Bargaining power of buyers
Bargaining power of suppliers
Threat of substitute product of services
Rivals among existing competitors
A. Threat of new entrants
Profitable markets that yield high returns will attract new firms. This results in
many new entrants, which eventually will decrease profitability for all firms in
A.
B.
C.
D.
E.
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the industry. Unless the entry of new firms can be blocked by incumbents, the
abnormal profit rate will trend towards zero (perfect competition).
Bargaining power of buyers
The bargaining power of customers is also described as the market of outputs:
the ability of customers to put the company under pressure, which also affects
the customer's sensitivity to price changes (e.g. firm can implement loyalty
program to reduce customers' buying power).
B.

C. Bargaining power of suppliers
The bargaining power of suppliers is also described as the market of inputs.
Suppliers of raw materials, components, labour, and services (such as
expertise) to the company can be a source of power over the firm when there
are few substitutes. Suppliers may refuse to work with the firm, or, charge
excessively high prices for unique resources.
Figure-1.2: Competitive Five-Force analysis
Threats of New Entrants

Bargaining Power of the
Buyer

Barriers to entry
Economies of Scale
Product differentiation
Capital requirements
Switching cost to buyers
Access to distribution channel
Government policies
Incumbents’ defence of market
share
Industry growth rate

Numbers of buyers relative to seller
Product differentiation
Switching cost to use other products
Buyers’ profit margin
Buyers’ use of multiple sources
Importance of product to the buyer
Buyers’ threat of backward
integration
Buyers’ volume purchase

Rivalry Among
Existing Firms
Number of competitors
Relative size of
competition
Industry growth rate
Fixed cost vs. variable
cost
Product differentiation
Buyer’s switching cost
Diversity of competitors
Exit barriers

Bargaining Power of the
Supplier
Supplier concentration
Availability of substitute inputs
Importance of suppliers’ input to
buyer
Suppliers’ product differentiation
Importance of industry to supplier
Buyers’ switching cost to other
inputs
Suppliers’ threat of forward
integration
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D. Threat of substitute product of services
The existence of products outside of the realm of the common product
boundaries increases the propensity of customers to switch to alternatives. An
example is the substitute of traditional phone with smart phone.

E. Rivals among existing competitors:
For most industries, the intensity of competitive rivalry is the major
determinant of the competitiveness of the industry.
[Source: Boundless. “Conducting a Situational Analysis.” Boundless Marketing.
Boundless,
26
May.
2016.
Retrieved
27
Oct.
2016
from https://www.boundless.com/marketing/textbooks/boundless-marketingtextbook/marketing-strategies-and-planning-2/steps-to-creating-a-marketing-plan28/conducting-a-situational-analysis-151-7221/
https://www.sanasecurities.com/porters-five-force-analysis/]

1.5. PESTEL Analysis
Organizations are faced with a variety of external factors that provide potential
opportunities and threats for short-term and long-term success in any given
environment. Encompassing a macro-environmental perspective, these factors can
be effectively summarized with the acronym PESTEL. The factors are given
below.
A.
B.
C.
D.
E.
F.

Political
Economic
Social
Technological
Environmental
Legal
Figure-1.3: PESTEL Analysis

Political
Econom
ic

Legal

Business
Environ
mental

Social
Technol
ogical
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A. Political:
Politics play a role in business, as there is a balance between free markets and
systems of control. Political factors affecting business specifically revolve around
taxes, import and export tariffs, environmental and labour laws, potential
subsidies, and the stability of a given operational region. As global economics
now succeed domestic economics for many businesses, companies must consider
a number of opportunities and threats when expanding into new regions or
identifying optimal areas for production, sales, or corporate headquarters.
Therefore. the political environment or the role of governments play significant
role in shaping business. Some of the areas that the government plays an
important role are tax policies, changes in trade restrictions and tariffs, and the
stability of governments.
B. Economic
Economic factors are metrics that measure and assess the health of a given
economic microcosm within the entire global economy. These factors incorporate
exchange rates, gross domestic product (GDP), consumer purchasing indices,
interest rates, inflation, and a number of other indicators of economic health or
direction. These indicators are critical to management, as they can reveal a good
time to borrow, as well as whether an economy will be friendly to an industry
where businesses fluctuate substantially with GDP or spending power, etc.
C. Social
Social factors could loosely be defined as a demographic analysis, where
specific groups display preferences or tendencies that can be leveraged or that can
threaten a given incumbent. For example, in the United States, consumers are
becoming more health-conscious. This trend affords the food industry
opportunities to create products that meet this social desire; as a result, candy
manufacturers may want to consider diversification. The social movement of
living “green” is another example of this kind of macro-environmental
opportunity or potential threat.
D. Technological
Technology plays a larger and larger role each year in business and will continue
to do so as research and development drive new innovations. Recognizing the
potential technologies available to optimize internal efficiency is a
powerful asset in management. Technology also presents a number of threats, as
CD-player manufacturers and Blockbuster Video can attest. These companies
were hurt by "disruptive innovations" such as the MP3 player and Netflix.
Keeping
pace
with
technology
and
adapting
accordingly
are
important strategies to sidestep threats and embrace opportunities.
D. Environmental
The impact of business upon the environment is a growing concern, and
companies must consider both the social and political segments of PESTEL in
conjunction with environmental factors. Consumers and governments both
penalize companies that adversely affect the environment. Governments levy
enormous fines upon companies that pollute beyond given specifications, and
Odisha State Open University
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consumers are more than willing to switch brands if they perceive that a business
is ignoring its environmental responsibilities. The environment can also be a
source of benefit to a company, such as running water for a hydro-power plant.
Legal
The last factor in PESTEL concerns legal elements, which can also be tied to the
political framework. Legal issues such as affirmative action, patent infringements
(a recent example being Apple vs. Samsung), antitrust laws (see Microsoft),
health regulations, and safety regulations can all significantly affect a company
that does not act responsibly. Understanding this legal landscape is important for
businesses that want to avoid legal pitfalls and remain within the confines of
established regulations.
F.

Source: Boundless. “PESTEL: A Framework for Considering Challenges.” Boundless
Management.
Boundless,
08
Aug.
2016.
Retrieved
27
Oct.
2016
from https://www.boundless.com/management/textbooks/boundless-managementtextbook/introduction-to-management-1/current-challenges-in-management-21/pestel-aframework-for-considering-challenges-139-3992/
1.6. Let’s Sum-up

1. As described by the American Marketing Association, a situation analysis is
“the systematic collection and study of past and present data to identify trends,
forces, and conditions potentially to influence the performance of the business
and to choose the appropriate strategies.”
2. The situation analysis consists of several methods of analysis. These are: The
5Cs, SWOT, Porter's five forces analyses, and PESTEL.
3. The 5Cs include: Company, Customer, Competitor, Collaborator, and
Climate.
4. A SWOT analysis examines the Strengths and Weaknesses of a company
(internal environment) as well as the Opportunities and Threats within the
market (external environment).
5. Porter five forces analysis is a framework for industry analysis and business
strategy development. It helps companies to derive five forces that determine
the competitive intensity and therefore attractiveness of a market.
6. Porter’s five forces consider the following factors: threat of new entrants,
bargaining power of buyers, bargaining power of suppliers, threat of substitute
product of services, and rivals among existing competitors.
7. Encompassing a macro-environmental perspective, PESTEL analysis includes
the factors such as: Political, Economic, Social, Technological, and Legal
environment.
1.7. Key Terms
Market Assessment
5C
SWOT
Porter’s Five force
PESTEL
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1.8. Self-Assessment Questions
Q1: What is SWOT analysis? Discuss your understanding about SWOT
analysis to assess both the internal and external environment of your business.
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
___________________________________ .
Q2: What is PESTEL analysis? How PESTEL analysis helps a marketer to
analyze its external environmental factors.
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
_______________________________________________________________
___________________________________ .
1.9. Further Readings
 https://www.boundless.com/management/textbooks/boundlessmanagement-textbook/introduction-to-management-1/current-challengesin-management-21/pestel-a-framework-for-considering-challenges-1393992/
 https://www.sanasecurities.com/porters-five-force-analysis/
 https://www.boundless.com/marketing/textbooks/boundless-marketingtextbook/marketing-strategies-and-planning-2/steps-to-creating-amarketing-plan-28/conducting-a-situational-analysis-151-7221/

1.10. Model Questions
1. What do you mean by market assessment? Briefly discuss different tools to
analyze the market.
2. How can you analyze different competitive forces that affect a business?
Elaborate your understanding about the bargaining power of the buyer and
supplier.
3. What are the 5Cs through which a marketer can gain about the internal, macro
and micro environmental factors within the environment?

Odisha State Open University
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Unit-2

Market Survey and Sources of Market Information
Learning objectives
The objective of this course is to provide students with the necessary theoretical
knowledge to conduct a marketing research project. After reading this unit, you
should be able to understand the process a researcher or a marketer follow to
conduct a study or survey for a specific marketing objective. Additionally, the
students will get a brief overview about different sources of information that a
marketer requires for conducting a marketing research programme.

Structure
1.12
1.13
1.14
1.15
1.16
1.17
1.18
1.19
1.20
1.21
1.22

Introduction
Difference between market research and marketing research
Defining marketing research
Role of marketing research
Steps in marketing research process
Sources of market information
Let’s Sum Up
Key Terms
Self-Assessment Questions
Further Readings
Model Questions

2.1. Introduction
The emphasis in marketing is on the identification and satisfaction of customer
needs. In order to determine the customer needs, and to implement marketing
strategies and programmes aimed at satisfying those needs, marketing managers
need information, they need information about customers, competitors, and other
forces in the market place. In recent years many factors have increased the need
for information more detailed information. As consumers have become more
affluent and sophisticated, marketing managers need better information on how
consumers will respond to products and other marketing offerings. As competition
has become more intense, managers need information on the effectiveness of their
marketing tools. Because the environment is changing rapidly, marketing
managers need more timely and quality information. Therefore, the need for
market survey has become an essential part for a company which is a part of
marketing research programme.
2.2. Difference between market research and marketing research
Although these two terms are often used interchangeably, they have some
differentiating qualities. The core difference between Market Research and
Marketing Research is the scope of the concept. First, market research is a
narrower concept because it is research focused on a specific market. Marketing
research, however, scales on a much broader level. Let us now differentiate
Odisha State Open University
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market research and marketing research from the perspective of meaning,
objective, scope, and relation.

Table-2.1: Difference between market research and marketing research
Market
Research

Basis

Meaning

Objective

Marketing Research

Market research collects
data
about
market,
competition,
market
trends,
demand
and
supply etc. It finds out
answer to the questions
like: What to sell, where
to sell, when to sell and
how to sell.

Marketing research collects and
analyse the data for solving
marketing problems as well as
identifying
opportunities
present in the marketing
environment. It also aids in
taking marketing decisions. It
facilitates in controlling the
marketing activities. It is very
systematic, scientific in nature.

The main objective of
market research is to:
Study the entire market,
i.e. its nature, size,
location,
demand
potential, etc.

The
main
objective
of
marketing research is to solve
the marketing problems and
find out present and future
opportunities.

Scope

The scope is limited. It
only studies the market.

The scope is very wide. It
covers all areas of marketing
including product research,
pricing
research,
market
research, sales research etc.

Relation

Market research is a
branch of marketing
research

Marketing research is a branch
of
marketing
information
system.

Keeping in mind the broader perspective of marketing research, this unit presents
and discuss details about the marketing research as a process rather beyond the
scope of market research only.
2.3. Definition of Marketing research
According to The American Marketing association, “Marketing research is the
function that links the consumer, customer, and public to the marketer through
information – information used to identify and define marketing opportunities and
problems; generate, refine, and evaluate marketing actions; monitor marketing
performance; and improve understanding of marketing as a process”.
The above definition of marketing research emphasizes the need for information
for decision making. Therefore, according Naresh Malhotra, marketing research is
Odisha State Open University
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defined as “the systematic and objective identification, collection, analysis,
dissemination, and use of information for the purpose of improving decision
making related to the identification and solution of problem and opportunities in
marketing”. The systematic planning is required at all stages of marketing
research. The procedures follow at each stage are methodologically sound, well
documented, and as much as possible, planned in advance.
2.4. The role of Marketing Research
The role of marketing survey or market research is to assess the information needs
and provide management with relevant, accurate, valid, reliable and current
information. Today’s competitive marketing environment and the ever increasing
cost attributed to poor decision making require that marketing research provide
sound information. Sound decisions are not based on gut feeling, intuition, or
even pure judgement. In the absence of information, an incorrect management
decision may result a wrong positioning of a product which further lead to failure
of the business. Figure-2.1. represent the role of marketing research.
Traditionally, marketing researchers were responsible for accessing information
needs and providing the relevant information while marketing decision were made
by the managers. However, these roles are changing and marketing researchers are
becoming more involved in decision making, whereas marketing managers are
becoming more involved with research.
Figure-2.1: The role of Marketing Research
Customer Group





Consumer
Employee (internal customer)
Shareholder
Supplier

Controllable
environmental
factors





Uncontrollable
environmental
factors
Marketing
Research

Product
Pricing
Promotion
Distribution
Assessing
information
needs

Providing
information





Marketing
decision
making




Economy
Technology
Competition
Laws and
regulations
Social and
cultural factors
Political
factors

Marketing Managers
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Alex J. Caffarini, the president and founder of the marketing research firm
Analysts, believes there are a number of reasons companies mistakenly do
marketing research. Caffarini’s explanations about why a company’s executives
sometimes make bad decisions are somewhat humorous. Some of them are given
below.







“We’ve always done this research.” (The research has taken on a life of
its own; this particular project has continued for years and nobody
questioned whether it was still relevant.)
“Everyone’s doing this research.” (Their competitors are doing it, and
they’re afraid they’ll lose competitive advantage if they don’t; yet no one
asks what value the research is creating.)
The findings are nice to know.” (Great-spend a lot of money to create a
wealth of useless information. If the information is nice to know, but you
can’t do anything with it, you’re wasting money.)
“We need to study the problem thoroughly before we decide on a course of
action.” (They’re afraid of making a tough decision. Conducting
marketing research is a good way to delay the inevitable. In the meantime,
the problem gets bigger, or the window of opportunity closes.)
“The research will show that our latest ad campaign was effective.”
(They’re using marketing research to justify past decisions. Rarely should
marketing research be done after the fact.)

Source: Alex J. Caffarini, “Ten Costly Marketing Mistakes and How to Avoid
Them,” Analysights, LLC.
2.5. Steps in marketing research process
Marketing research is a useful and necessary tool for helping marketers and
an organization’s executive leadership make wise decisions. Carrying out
marketing research can involve highly specialized skills that go deeper than the
information outlined in this chapter. However, it is important for any marketer to
be familiar with the basic procedures and techniques of marketing research. If you
are familiar with the basic procedures of marketing research, you can supervise
and even conduct a reasonably satisfactory search for the information needed. The
basic steps used to conduct marketing research are shown in figure-2.2
Figure-2.2: Steps in Marketing Research
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Identify the Problem
- Problem to
solve.
- Research
objective
- Research
questions

Develop the research plan
- Information
needed.
- Research and
analysis
method.
- Responsible
parties.

Conduct the research
-Secondary data
review
- Primary data
collection.
- Suitable
methods and
techniques.

Analyse and report findings
- Data
formatting and
analysis.
-Interpretation
of results.
- Reports and
recomendations

Take action
Thought and
planning.
- Evaluation of
options.
- Course
adjustment and
execution.

Step-1: Identify the problem
The first step for any marketing research activity is to clearly identify and define
the problem you are trying to solve. You start by stating the marketing or business
problem you need to address and for which you need additional information to
figure out a solution. Next, articulate the objectives for the research: What do you
want to understand by the time the research project is completed? What specific
information, guidance, or recommendations need to come out of the research in
order to make it a worthwhile investment of the organization’s time and money?
It’s important to share the problem definition and research objectives with other
team members to get their input and further refine your understanding of the
problem and what is needed to solve it. At times, the problem you really need to
solve is not the same problem that appears on the surface. Collaborating with
other stakeholders helps refine your understanding of the problem, focus your
thinking, and prioritize what you hope to learn from the research. Prioritizing your
objectives is particularly helpful if you don’t have the time or resources to
investigate everything you want. The goal at this stage is to generate a set of
preliminary, big-picture questions that will frame your research inquiry. You will
revisit these research questions later in the process, but when you’re
getting started, this exercise helps clarify the scope of the project, whom you need
to talk to, what information may already be available, and where to look for the
information you don’t yet have.
Applied Example: Marketing research for Knowledge-House
To illustrate the marketing research process, let us discuss a business case.
Mr. Ratan has a book store named as “Knowledge-House”. But, at present
Ratan’s business is not running well and planning to revive his book
business and hence looking for a marketing researcher to help him out. In
this context, as a marketing researcher, you need a lot of information if
Odisha State Open University
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you’re going to help Mr. Ratan to turn things around, so conducting
marketing research is a good idea. You begin by identifying the problem
and then work to set down your research objectives and initial research
questions:
Identifying Problems, Objectives, and Questions
Core
business
problem
Mr. Ratan
needs to
solve

How to get more people to spend more
money at Knowledge-House?

Research
objectives

1) Identify promising target audiences
for Knowledge-House; 2) Identify
strategies for rapidly increasing revenue
from these target audiences.

Initial
research
questions

Who are Knowledge-House’s current
customers? How much do they spend?
Why do they come to KnowledgeHouse? What do they wish KnowledgeHouse offered? Who isn’t coming to
Knowledge-House, and why?

Step-2: Develop a research plan
Once you have a problem definition, research objectives, and a preliminary set of
research questions, the next step is to develop a research plan. Essential to this
plan is identifying precisely what information you need to answer your questions
and achieve your objectives.







Do you need to understand customer opinions about something?
Are you looking for a clearer picture of customer needs and related
behaviors?
Do you need sales, spending, or revenue data?
Do you need information about competitors’ products, or insight about
what will make prospective customers notice you?
When do need the information, and what’s the time frame for getting it?
What budget and resources are available?

Once you have clarified what kind of information you need and the timing and
budget for your project, you can develop the research design. This details how you
plan to collect and analyse the information you’re after. Some types of
information are readily available through secondary research and secondary
data sources. Secondary research analyses information that has already been
collected for another purpose by a third party, such as a government agency, an
industry association, or another company. Other types of information need to from
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talking directly to customers about your research questions. This is known
as primary research, which collects primary data captured expressly for your
research inquiry. Marketing research projects may include secondary research,
primary research, or both.
Your data collection plan goes hand in hand with your analysis plan. Different
types of analysis yield different types of results. The analysis plan should match
the type of data you are collecting, as well as the outcomes your project is seeking
and the resources at your disposal.
The research plan also specifies who will conduct the research activities,
including data collection, analysis, interpretation, and reporting on results. At
times a singlehanded marketing manager or research specialist runs the entire
research project. At other times, a company may contract with a marketing
research analyst or consulting firm to conduct the research. In this situation, the
marketing manager provides supervisory oversight to ensure the research delivers
on expectations.
Finally, the research plan indicates who will interpret the research findings and
how the findings will be reported. This part of the research plan should consider
the internal audience(s) for the research and what reporting format will be most
helpful. Often, senior executives are primary stakeholders, and they’re anxious for
marketing research to inform and validate their choices. When this is the case,
getting their buy-in on the research plan is recommended to make sure that they
are comfortable with the approach and receptive to the potential findings.
Applied Example: The Knowledge-House Research Plan
You talk over the results of your problem identification work with Mr.
Ratan. He thinks you’re on the right track and wants to know what’s next.
You explain that the next step is to put together a detailed plan for
getting answers to the research questions. Mr. Ratan is enthusiastic, but
he’s also short on money. You realize that such a financial constraint will
limit what’s possible, but with Mr. Ratan’s help you can do something
worthwhile. Below is the research plan you sketch out:
Identifying Data types, timing and budget, data collection
methods, analysis and interpretation
Types of data
needed

1) Demographics and attitudes of
current Knowledge-House’s customers
and who are not coming to the store; 2)
current customers’ spending patterns.

Timing &
budget

Complete project within 1 month; no
out-of-pocket spending

Data
collection
methods

1) Current customer survey using free
online survey tool or personal survey, 2)
store sales data mapped to customer
survey results, 3) free state or country
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census data on the local area
demographics, 4) 20-30 interviews with
non-customers.
Analysis
plan

Use Microsoft Excel to tabulate and
analyse the data.

Interpretation
and reporting

You and Mr. Ratan will work together
to comb through the data and see what
insights it produces. You’ll use
PowerPoint to create a report that lays
out significant results, key findings, and
recommendations.

Step-3: Conduct the research
Conducting research can be a fun and exciting part of the marketing research
process. Conducting research begins to generate information that helps answer
your urgent marketing questions. Typically, data collection begins by reviewing
any existing research and data that provide some information or insight about the
problem. As a rule, this is secondary research. Prior research projects, internal
data analyses, industry reports, customer-satisfaction survey results, and other
information sources may be worthwhile to review. Even though these resources
may not answer your research questions fully, they may further illuminate the
problem you are trying to solve. Secondary research and data sources are nearly
always cheaper than capturing new information on your own.
After getting everything you can from secondary research, it’s time to shift
attention to primary research, if this is part of your research plan. Primary research
involves asking questions and then listening to and/or observing the behaviour of
the target audience you are studying. In order to generate reliable, accurate results,
it is important to use proper scientific methods for primary research data
collection and analysis. This includes identifying the right individuals and number
of people to talk to, using carefully worded surveys or interview scripts, and
capturing data accurately. Without proper techniques, you may inadvertently
get bad data or discover bias in the responses that distorts the results and points
you in the wrong direction.

Applied Example: Getting the data on Knowledge-House
Mr. Ratan is on board with the research plan, and he’s excited to dig into
the project. You start with secondary data, getting a dump of Ratan’s sales
data from the past two years, along with related information: customer
name, zip code, frequency of purchase, gender, date of purchase, and
discounts/promotions (if any).
You visit the Indian Census Web site (http://censusindia.gov.in/) to
download demographic data about your area or locality, for say, Odisha.
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The data show the population size, gender breakdown, age ranges, income,
and
education
levels
(for
exp.
(http://www.censusindia.gov.in/2011census/C-series/C-13.html).
The next part of the project is customer-survey data. You work with Mr.
Ratan is to put together a short survey about customer attitudes toward
Knowledge-House, how often and why they come, where else they spend
money on books and entertainment, and why they go other places besides
Knowledge-House. Mr. Ratan comes up with the great idea of offering a 5
percent discount coupon to anyone who completes the survey. Although it
eats into his profits, this scheme gets more people to complete the survey
and buy books, so it’s worth it.
For a couple of days, you and Mr. Ratan take turns doing “man on the
street” interviews. You find people who say they’ve never been to
Knowledge-House and ask them a few questions about why they haven’t
visited the store, where else they buy books and other entertainment, and
what might get them interested in visiting Knowledge-House sometime.
Step-4: Analysing and reporting findings
Analysing the data obtained in a market survey involves transforming the primary
and/or secondary data into useful information and insights that answer the
research questions. This information is condensed into a format to be used by
managers - usually a presentation or detailed report.
Analysis starts with formatting, cleaning, and editing the data to make sure that
it’s suitable for whatever analytical techniques are being used. Next, data are
tabulated to show what’s happening:




What do customers actually think?
What’s happening with purchasing or other behaviors?
How do revenue figures actually add up?

Therefore, whatever the research questions, the analysis takes source data and
applies analytical techniques to provide a clearer picture of what’s going on. This
process may involve simple or sophisticated techniques, depending on the
research outcomes required. Common analytical techniques include regression
analysis to determine correlations between factors; conjoint analysis to determine
trade-offs and priorities; predictive modelling to anticipate patterns and causality;
and analysis of unstructured data such as Internet search terms or social media
posts to provide context and meaning around what people say and do.
Good analysis is important because the interpretation of research data - the “so
what?” factor - depends on it. The interpretation goes further to explain what the
research data mean and make recommendations about what managers need to
know and do based on the research results.
For example,
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What is the short list of key findings and takeaways that managers should
remember from the research?
What are the market segments you’ve identified, and which ones should
you target?
What are the primary reasons your customers choose your competitor’s
product over yours?
What does this mean for future improvements to your product?

The final report for a marketing research project may be in written form or slidepresentation format, depending on organizational culture and management
preferences. Particularly for large, complex projects, a written report may be a
better format for discussing detailed findings and nuances in the data, which
managers can study and reference in the future.
Applied Example: Analysis and Insights for Knowledge-House
Getting the data was a bit of a hassle, but now you’ve got it, and you’re
excited to see what it reveals. Your data analysis results may
identify several demographic profiles in your area that looked a lot like
lifestyle segments. You may then start mapping Knowledge-House’s sales
data into those segments to show who is and isn’t visiting KnowledgeHouse. After matching customer-survey data to the sales data, you may
break down the segments further based on their spending levels and
reasons they visit Knowledge-House.
Gradually a clearer picture of Knowledge-House’s customers is beginning
to emerge: who they are, why they come, why they don’t come, and what
role Knowledge-House plays in their lives. Right away, a couple of
higher-priority segments - based on their spending levels, proximity, and
loyalty to Knowledge-House - stand out. You and Mr. Ratan are definitely
seeing some possibilities for making the bookstore a more prominent part
in his business. You capture these insights as “recommendations to be
considered” while you evaluate the right marketing mix for each of
the new segments you’d like to focus on.
Step-5: Take action
Once the report is complete, the presentation is delivered, and the
recommendations are made, the marketing research project is over. What comes
next is arguably the most important step of all: taking action based on your
research results.
If your project has done a good job interpreting the findings and translating them
into recommendations for the marketing team and other areas of the business, this
step may seem relatively straightforward. When the research results validate a
path the organization is already on, the “take action” step can stimulate the team
to move further and faster in that same direction.
Things are not so simple when the research results indicate a new direction or a
significant shift is advisable. In these cases, it’s worthwhile to spend time helping
Odisha State Open University

Page 21

managers understand the research, explain why it is wise to shift course, and
explain how the business will benefit from the new path. As with any important
business decision, managers must think deeply about the new approach and
carefully map strategies, tactics, and available resources to plan effectively. By
making the results available and accessible to managers and their execution teams,
the marketing research project can serve as an ongoing guide and touchstone to
help the organization plan, execute, and adjust course as it works toward desired
goals and outcomes.
Applied Example: Knowledge-House’s New Customer Campaign
Let’s say, your research findings and recommendations identified three
segments for Knowledge-House to focus on. Based on the demographics,
lifestyle, and spending patterns found during your marketing research,
you’re able to name them: 1) Youngsters, 2) Families, and 3) Senior
citizen. Mr. Ratan has a decent-sized clientele across all three groups, and
they are pretty good spenders when they come in. But until now he hasn’t
done much to purposely attract any of them.
With newly identified segments in focus, you and Mr. Ratan begin
brainstorming about a marketing mix to target each group.






What types of books and other products would appeal to each one?
What activities or events would bring them into the store?
Are there promotions or particular messages that would induce
them to buy at Knowledge-House instead of online book stores like
Amazon or another bookseller?
How will Mr. Ratan reach and communicate with each group?
What can you do to bring more new customers into the store within
these target groups?

https://courses.lumenlearning.com/marketingspring2016/chapter/reading-the-marketing-research-process/
Check your understanding:
You have started doing your marketing research process by identifying the
problem of poor marketing message penetration. What do you need to
articulate next?
Options: a) Objective for the research; b) Conduct research; c) Develop the
research plan
2.6. Sources of Market information
A certain amount of marketing information is being gathered all the time by
companies as they engage in their daily operations.


When a sale is made and recorded, this is marketing information that’s
being gathered.
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When a sales representative records the shipping preferences of a customer
in a firm’s customer relationship management (CRM) system, this is also
marketing information that’s being collected.
When a firm gets a customer complaint and records it, this too is
information that should be put to use.

All this data can be used to generate consumer insight. However, truly
understanding customers involves not just collecting quantitative data (numbers)
related to them but qualitative data, such as comments about what they think.
Below given some sources of getting market information.
1. Internally gathered data and reports
2. Market intelligence

a. Search engines and corporate websites
b. Publications
c. Tradeshows and associations
d. Sales people
e. Suppliers and industry people
f. Customers
3. Marketing research

1. Internally gathered data and reports
Organization generates and records a lot of information as part of its daily
business operations, including sales and accounting data, and data on
inventory levels, back orders, customer returns, and complaints.
Firms are also constantly gathering information related to their Web sites,
such as clickstream data. Clickstream data is data generated about the number
of people who visit a Web site and its various pages, how long they stay there,
and what they buy or don’t buy. Companies use clickstream data in all kinds
of ways.
Many companies make a certain amount of internal data available to their
employees, managers, vendors, and trusted partners via intranets.
An intranet looks like the Web and operates like it, but only an organization’s
employees have access to the information. So, for example, instead of a brand
manager asking someone in accounting to run a report on the sales of a
particular product, the brand manager could look on her firm’s intranet for the
information.
2. Market intelligence
Market intelligence is closely related to marketing research, which is often
referred to as competitive intelligence. Whereas marketing research involves
solving a specific marketing problem at a specific point in time, market
intelligence involves gathering information on a regular, ongoing basis to stay
in touch with what’s happening in the marketplace. For example, if you own a
convenience store, part of your daily market intelligence gathering would
include driving around to see what competing stores are charging for the
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similar products that you deal with or checking to see what types of products
are being sold and advertised by them.
If you’re a small business owner, and you’re talking to your customers and
suppliers about new product ideas, you’re engaging in market intelligence. If
you go so far as to survey your customers with a questionnaire about a new
type of service you’re considering offering, you are engaging in marketing
research.
Gathering market intelligence involves a number of activities, including
scanning newspapers, trade magazines, and economic data produced by the
government to find out about trends and what the competition is doing.
In big companies, personnel in a firm’s marketing department are primarily
responsible for their firm’s market intelligence and making sure it gets
conveyed to decision makers. Some companies subscribe to news service
companies that regularly provide them with this information. LexisNexis is
one such company. It provides companies with news about business and legal
developments that could affect their operations. Other companies subscribe to
mystery shopping services, companies that shop a client and/or competitors
and report on service practices and service performance. Let’s now examine
some of the sources of information you can look at to gather market
intelligence.
a. Search engines and corporate websites
An obvious way to gain market intelligence is by examining your
competitors’ Web sites as well as doing basic searches with search
engines like Google. If you want to find out what the press is writing
about your company, your competitors, or any other topic you’re
interested in, you can sign up to receive free alerts via e-mail by going
to Google Alerts at http://www.google.com/alerts.
b. Publications
Fortune India, Forbes India, India Today, Business Today,
the McKinsey Report, Sales and Marketing Management, and
the Economic Times are some of the good publications to read to learn
about general business trends. All of them discuss current trends,
regulations, and consumer issues that are relevant for organizations
doing business in the domestic and global marketplace.
Other publications provide information about marketplace trends and
activities
in
specific
industries. Consumer
Goods
and
Technology provides information consumer packaged-goods firms
want to know. Likewise, Progressive Grocer provides information on
issues important to grocery stores. Information Week provides
information relevant to people and businesses working in the area of
technology.
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c. Tradeshows and associations
Trade shows are another way companies learn about what their
competitors are doing. If you are a marketing professional working a
trade show for your company, you will want to visit all of your
competitors’ booths and see what they have to offer relative to what
you have to offer.
d. Sales people
A company’s salespeople provide a vital source of market intelligence.
Suppose one of your products is selling poorly. Will you initially look
to newspapers and magazines to figure out why? Will you consult a
trade association? Probably not. You will first want to talk to your
firm’s salespeople to get their “take” on the problem.
Salespeople are the eyes and ears of their organizations. Perhaps more
than anyone else, they know how products are faring in the
marketplace, what the competition is doing, and what customers are
looking for.
e. Suppliers and industry people
Your suppliers can provide you with a wealth of information. Good
suppliers know which companies are moving a lot of inventory. And
oftentimes they have an idea why. In many instances, they will tell
you, if the information you’re looking for is general enough so they
don’t have to divulge any information that’s confidential or that would
be unethical to reveal-an issue we’ll talk more about later in the book.
Befriending an expert in your industry, along with business journalists
and writers, can be helpful, too.
f. Customers
Lastly, when it comes to market intelligence don’t neglect observing
how customers are behaving. They can provide many clues, some of
which you will be challenged to respond to. For example, during the
latest economic downturn, many wholesalers and retailers noticed
consumers began buying smaller amounts of goods-just what they
needed to get by during the week.
3. Marketing research
As we have already discussed, marketing research is generally used to answer
specific questions. Marketing research can also take time. If a quick decision
is needed for a pressing problem, it might not be possible to do the research.
Lastly, sometimes the answer is obvious, so there is no point in conducting the
research. If one of your competitors comes up with a new offering and
consumers are claiming to get it, you certainly don’t need to undertake a
research study to see if such a product would survive in the marketplace.
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http://2012books.lardbucket.org/pdfs/marketing-principles-v1.0.pdf

http://2012books.lardbucket.org/books/marketing-principles-v2.0/s13-gatheringand-using-informatio.html
2.6. Let’s Sum-up
1. The core difference between Market Research and Marketing Research is
the scope of the concept. Market research is a narrower concept because it
is research focused on a specific market. Marketing research, however,
scales on a much broader level.
2. Marketing research is defined as “the systematic and objective
identification, collection, analysis, dissemination, and use of information
for the purpose of improving decision making related to the identification
and solution of problem and opportunities in marketing”.
3. The main role of marketing survey or market research is to assess the
information needs and provide management with relevant, accurate, valid,
reliable and current information.
4. The steps in marketing research include: Identifying the problem,
developing the research plan, Conducting the research, Analysing and
reporting and finally taking action.
5. Different sources of market information include: Internally gathered data
and reports; Market intelligence and through conducting market research.
6. Market intelligence involves gathering information on a regular, ongoing
basis to stay in touch with what’s happening in the marketplace.
7. The sources of information you can look at to gather market intelligence
are: Search engines and corporate websites, publications, tradeshows and
associations, sales people, suppliers and industry people, customers etc.
2.7. Key terms
Market research
Marketing research
Marketing
research
process
Problem definition
Primary data
Secondary data

Buyer behaviour
Demographic
environment
Marketing environment
Marketing information
system
Market intelligence

2.7. Self-Assessment Questions
Q1: What is marketing research? Discuss different role of marketing research.
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
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__________________________________________________________________
________________________________________.
Q2: Discuss different steps of marketing research in your own words.
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
________________________________________.
2.8. Further Readings
1. Marketing Research, Naresh K. Malhotra, PHI
2. Marketing Research, Rajendra Nargundkar, TMH
3. http://2012books.lardbucket.org/books/marketing-principles-v2.0/s13gathering-and-using-informatio.html
4. http://2012books.lardbucket.org/pdfs/marketing-principles-v1.0.pdf
5. https://courses.lumenlearning.com/marketingspring2016/chapter/reading-the-marketing-research-process/
2.9. Model Questions
1. Why market information plays a vital role in the process of marketing
research. Briefly discuss various sources of market information a
researcher can gather.
2. What is market intelligence? Discuss different sources for market
intelligence.
3. Differentiate between market research and marketing research.
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Unit-3

Presentation of Market Survey Report
Learning objectives
After reading this chapter, you should be able to:
 Understand the meaning of a research report
 Understand Characteristics and structure of a market research report
 Know how to write a standard market survey report
Structure
1.23
1.24
1.25
1.26
1.27
1.28
1.29
1.30
1.31
1.32
1.33
1.34
1.35

Introduction
Purpose of a research report
Structure of a report
Types of research reports
Characteristics of a good research report
Format and presentation of a research report
A research report model
Presentation of a research report
Let’s Sum Up
Key Terms
Self-Assessment Questions
Further Readings
Model Questions

3.1. Introduction
A report is a written document on a particular topic, which conveys information
and ideas and may also make recommendations. Reports often form the basis of
crucial decision making. Inaccurate, incomplete and poorly written reports fail to
achieve their purpose and reflect on the decision, which will ultimately be made.
A good report can be written by keeping the following features in mind:
 All points in the report should be clear to the intended reader.
 The report should be concise with information kept to a necessary
minimum and arranged logically under various headings and subheadings.
 All information should be correct and supported by evidence.
 All relevant material should be included in a complete report.
3.2. Purpose of a research report
1. Why am I writing this report?
a. Do I want to inform/ explain/ persuade, or indeed all of these?
2. Who is going to read this report?
a. Managers/ academicians/ researchers! What do they already know?
What do they need to know? Do any of them have certain attitudes
or prejudices?
3. What resources do we have?
a. Do I have access to a computer? Do i have enough time? Can any
of my colleagues help?
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4.

Think about the content of your report.
a. What am I going to put in it? What are my main themes? How
much should be the text, and how much should be the illustrations?

3.3. Structure of a report
The formal structure of a research report normally follows the IMRD framework
as given in table-3.1.
Table-3.1: The IMRD framework of research report writing
I

Introduction

M

Method

R

Results

Why did I do this
research
What did I do and how
did I go about doing it?
What did I find?

D

Discussion

What does it all mean?

Beginning of
the report
Middle of the
report
End of the
report

Table-3.2: The beginning part of the research report
Title page / Cover
sheet
Background
Acknowledgement
Summary

List of contents

List of tables
List of appendices
Introduction
Aim and
Objectives of the
research

Title of project, Sub–title (where
appropriate), Date, Author, Organization,
Logo
History (if any) behind the research project
Author thanks people and organization who
helped during the project
A condensed version of a report - outlines
salient points, emphasizes main conclusions
and (where appropriate) the main
recommendations. N.B this is often difficult
to write and it is suggested that you write it
last.
An at- a - glance list that tells the reader
what is in the report and what page
number(s) to find it on.
As above, specifically for tables
As above, specifically for appendices.
Author sets the scene and states his/ her
intentions.
AIMS – general aims of the audit/ project,
broad statement of intent. OBJECTIVES –
specific things expected to do/ deliver (e.g.
expected outcomes)

Table-3.3: The middle part of the research report
Method
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Results and
findings

Honest presentation of the findings,
whether these were as expected or not.
Give the facts, including any
inconsistencies or difficulties encountered
Table-3.4: The end part of the research report

Discussion

Conclusion

Recommendations

References

Appendix

Explanation of the results. ( you might like to
keep the SWOT analysis in mind and think
about your project’s strengths, weakness,
opportunities and threats, as you write)
The author links the results/ findings with
the points made in the introduction and
strives to reach clear, simply stated and
unbiased conclusions. Make sure they are
fully supported by evidence and arguments
of the main body of your audit/project.
The author states what specific actions
should be taken, by whom and why. They
must always be linked to the future and
should always be realistic. Don’t make them
unless asked to.
A section of a report, which provides full
details of publications mentioned in the text,
or from which extracts have been quoted.
The purpose of an appendix is to supplement
the information contained in the main body
of the report.

3.4. Types of research reports
Reports vary in length and type. Students’ study reports are often called term
papers, project reports, theses, dissertations depending on the nature of the report.
Reports of researchers are in the form of monographs, research papers, research
thesis, etc. In business organizations a wide variety of reports are under use:
project reports, annual reports of financial statements, report of consulting groups,
project proposals etc. News items in daily papers are also one form of report
writing.
Based on the nature of methods, terms of reference and the extent of in-depth
enquiry made etc., reports may be categorized broadly as:
 Technical Reports and
 General Reports
On the basis of usage pattern, the reports may also be classified as
 Information oriented reports
 Decision oriented reports
 Research based reports
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Further, reports may also differ based on the communication situation. For
example, the reports may be in the form of Memo, which is appropriate for
informal situations or for short periods. On the other hand, the projects that extend
over a period of time, often call for project reports. Thus, there is no standard
format of reports. The most important thing that helps in classifying the reports is
the outline of its purpose and answers for the following questions:





What did you do?
Why did you choose the particular research method that you used?
What did you learn and what are the implications of what you learned?
If you are writing a recommendation report, what action are you
recommending in response to what you learned?

3.5. Characteristics of a good research report
A good research report should satisfy some of the following basic characteristics:
1. Style: Reports should be easy to read and understand. The style of the
writer should ensure that sentences are succinct and the language used is
simple, to the point and avoiding excessive jargon.
2. Layout: A good layout enables the reader to follow the report’s intentions,
and aids the communication process. Sections and paragraphs should be
given headings and sub-headings. Bullet points are an option for
highlighting important points in your report.
3. Accuracy: Make sure everything you write is factually accurate. If you
would mislead or misinform, you will be doing a disservice not only to
yourself but also to the readers, and your credibility will be destroyed.
Remember to refer to any information you have used to support your
work.
4. Clarity: Take a break from writing. When you would come back to it,
you’ll have the degree of objectivity that you need. Use simple language to
express your point of view.
5. Readability: Experts agree that the factors, which affect readability the
most, are:
 Attractive appearance
 Non-technical subject matter
 Clear and direct style
 Short sentences
 Short and familiar words
3.6. Format and presentation of a research report
A research report has a different structure and layout. A research report is for
reference and is often quite a long document. It has to be clearly structured for the
readers to quickly find the information wanted. It needs to be planned carefully to
make sure that the information given in the report is put under correct headings.
A. Cover sheet: This should contain some or all of the following:
Full title of the report
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Name of the researcher
Name of the unit of which the project is a part
Name of the institution
Date/year
B. Title page
It is addressed to the receiver of a report while giving an explanation for it,
and is used when the report is for someone who does not belong to the
same organization as the writer. It contains a descriptive heading or name.
It may also contain author’s name, position, company’s name and so on.
C. Acknowledgement
A thanks giving to the people who helped you.
D. Contents
E. Summary or Executive Summary and Introduction:
This presents an overview of the whole report. It should let the reader see
in advance, what is in the report. This includes what you set out to do, how
review of literature is focused and narrowed in your research, the relation
of the methodology you chose to your objectives, a summary of your
findings and analysis of the findings.
F. List of tables
Headings and sub-headings used in the report should be given with their
page numbers. Each chapter should begin on a new page. Use a consistent
system in dividing the report into parts. The simplest may be to use
chapters for each major part and subdivide these into sections and subsections. 1, 2, 3 etc. Can be used as the numbers for each chapter. The
sections of chapter 3 (for example) would be 3.1, 3.2, 3.3, and so on. For
further sub-division of a sub-section you may use 3.2.1, 3.2.2, and so on.
G. BODY
Introduction (Aims and Purpose or Aims and Objectives): Informs
the reader of what the report is about - aim and purpose, significant
issues, any relevant background information. Why did you do this
work? What was the problem you were investigating? If you are not
including review of literature, mention the specific research/es which
is/are relevant to your work.
Review of Literature: This should help to put your research into a
background context and to explain its importance. Include only the
books and articles which relate directly to your topic. You need to be
analytical and critical, and not just describe the works that you have
read.
Methodology: Methodology deals with the methods and principles
used in an activity. In the methodology chapter, explain the method/s
you used for the research and why you thought they were the
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appropriate ones. You may, for example, be depending mostly upon
secondary data or you might have collected your own data. You should
explain the method of data collection, materials used, subjects
interviewed, or places you visited. Give a detailed account of how and
when you carried out your research and explain why you used the
particular method/s, rather than other methods. Included in this chapter
should be an examination of ethical issues, if any.
Results or Findings: What did you find out? Give a clear presentation
of your results. Show the essential data and calculations here. You may
use tables, graphs and figures.
Analysis and Discussion: Interpret your results. What do you make
out of them? How do they compare with those of others who have
done research in this area? The accuracy of your measurements/results
should be discussed and deficiencies, if any, in the research design
should be mentioned.
H. Conclusions
What do you conclude? Summarize briefly the main conclusions which
you discussed under “Results.” were you able to answer some or all of the
questions which you raised in your aims and objectives? Do not be
tempted to draw conclusions which are not backed up by your evidence.
Note the deviation/s from expected results and any failure to achieve all
that you had hoped.
Recommendations: Make your recommendations, if required. The
suggestions for action and further research should be given.
I. References and/or bibliography:
List all the sources which you referred in the body of the report. You may
use the pattern prescribed by American Psychological Association, or any
other standard pattern recognized internationally. A standard report
follows an alphabetical list of all sources referred in the report.
J. Appendix
You may not need an appendix, or you may need several. If you have used
questionnaires, it is usual to include a blank copy in the appendix. You
could include data or calculations, not given in the body, that are
necessary, or useful, to get the full benefit from your report. There may be
maps, drawings, photographs or plans that you want to include. If you
have used special equipment, you may include information about it. The
plural of an appendix is appendices. If an appendix or appendices are
needed, design them thoughtfully in a way that your readers find it/them
convenient to use.

3.7. A Research Report Model
An example of a market research report conducted by an undergraduate student
generally follows the following Title Page:
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A STUDY ON THE CUSTOMER BUYING BEHAVIOUR OF CELLULAR PHONES IN
ODISHA
A MARKET SURVEY REPORT
PREPARED BY

SUVENDU KUMAR PRATIHARI

Submitted At
(If academic project report)

School of Management
Odisha State Open University
Sambalpur, Odisha
2016

Introductory pages
Introductory pages generally do not constitute the Write up of the Research work
done. These introductory pages basically form the Index of the work done. These
pages are usually numbered in Roman numerical (e.g., I, ii, iii etc.). The
introductory pages include the following components such as:







Foreword
Preface
Acknowledgement
Tables of Content
List of tables
List of Figures and Charts
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CONTENTS
Foreword
i
Preface
ii
Acknowledgement
iii
Chapter-I: (Title of the chapter) INTRODUCTION
Macro-economic background
1
Performance of the cellular phone industry
6
Different studies conducted so far
10
Nature, objective and scope of the study
15
Chapter-II: RESEARCH METHODOLOGY
Methodology adopted
18
Sampling procedure
19
Chapter-III: DATA ANALYSIS
21
Chapter-IV: FINDINGS AND DISCUSSION
30
Chapter-V: SUMMARY AND CONCLUSION
36
Appendices
40
References / Bibliography
43
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3.8. Presentation of a research report
While preparing for the presentation of a report, the researchers should focus on
the following issues:
 What is the purpose of the report and issues on which the Presentation has
to focus?
 Who are the stakeholders and what are their areas of interest?
 The mode and media of presentation.
 Extent of Coverage and depth to address at.
 Time, Place and cost associated with presentation.
 Audio - Visual aids intended to be used.
3.9. Let’s Sum-up
1. A report is a written document on a particular topic, which conveys
information and ideas and may also make recommendations.
2. The purpose of a research report addresses the question such as why am I
writing this report? Who is going to read this report? What resources do
we have? And Think about the content of your report.
3. The formal structure of a research report normally follows the IMRD
framework such as Introduction, Methodology, Results, and Discussion.
4. Based on the nature of methods, terms of reference and the extent of indepth enquiry made etc., reports may be categorized broadly as: Technical
Reports and General Reports.
5. On the basis of usage pattern, the reports may also be classified as:
Information oriented reports, Decision oriented reports and Research based
reports.
6. The characteristics of a good research report include: style, layout,
accuracy, clarity, and readability.
7. The format and presentation of a research report include: Coversheet, title
page, acknowledgement, contents, summary, list of tables, body of the
report, conclusion, reference/bibliography, and appendices.
8. The body of a research report includes: Introduction, review of literature,
methodology, results or findings, and analysis & discussion.
3.10. Key Terms
Market survey
Report
Research
Structure
3.11. Self-Assessment Questions
Q1: What is a report? Discuss the format and presentation of a market research
report.
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
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__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__.
Q2: What are the characteristics of a good research report?
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
__________________________________________________________________
_.
3.12. Further Readings


https://www.prismnet.com/~hcexres/textbook/feas.html



Naresh K. Malhotra, Marketing Research – An Applied Orientation, 4e,
Pearson Education, New Delhi.
Marketing Research, Rajendra Nargundkar, TMH



3.13. Model Questions
Q1: What are the purposes of writing a research report?
Q2: Considering yourself as a researcher, draw the structure of a standard research
report and state the issues you should focus while preparing the presentation of
that report.
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Answer to Self-Assessment Questions
Unit-1: Market assessment – Tools and techniques
Q1: What is SWOT analysis? Discuss your understanding about SWOT
analysis to assess both the internal and external environment of your
business.
Answer:
A SWOT analysis is a method under the situation analysis that examines the
Strengths and Weaknesses of a company (internal environment) as well as the
Opportunities and Threats within the market (external environment). As shown in
figure, a SWOT analysis looks at both current and future situations, where they
analyze their current strengths and weaknesses while looking for future
opportunities and threats. The goal is to build on strengths as much as possible
while reducing weaknesses. A future threat can be a potential weakness while a
future opportunity can be a potential strength. This analysis helps a company
come up with a plan that keeps it prepared for a number of potential scenarios.

E. Strength: An organizations Strengths are its resources and capabilities that
provide a competitive advantage. The questions below can help you identify
these key assets.





What makes your organization stand out from its competitors?
What advantages does your company have over other businesses?
What do you do better than anyone else?
Does your company have a strong brand?
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What unique or lowest-cost resources do you have access to?
Is your organization able to adapt and change?
What do people in your market see as your strengths?
Is your organization able to innovate?

F. Weakness: Weaknesses are the attributes of the organization that expose it
competitively. They can also be the flip side of certain strengths, which can
include lack of patent protection, a weak brand name, or a poor reputation
among customers. Use the following questions as a guide to identify your
major weaknesses.










What could you improve?
What should you avoid?
What do your customers complain about?
Is your organization able to withstand price pressure from competitors?
What are people in your market likely to see as weaknesses?
Is the company able to attract talent?
Is marketing / advertising effective?
Is your company able to raise money when it needs to?
What factors lose you sales?

Both Strengths and Weaknesses should be formulated as internal characteristics of
your organization, but in determining these attributes you should consider external
viewpoints as well (i.e. from business partners, competitors, the market, etc.).
G. Opportunity: Opportunities are characteristics of the external environment
that can be used to the advantage of your organization as opportunities for
growth and profit.





What favorable circumstances is your organization facing?
What are the interesting trends you are aware of?
Is your organization positioned to take on these trends?
Is there a product or service that others have not yet covered?

Consider how the environment around your organization has changed, is changing
or could change. Particular areas are worth considering attentively since
historically they have been the source of global social and economic change.
Some examples include:
 Technology
 Government policy
 Lifestyle
 Social patterns
H. Threats: Threats are changes to the external environment that may negatively
impact your whole organization (not only it’s bottom line).



What obstacles do you face?
What is your competition doing that you should be worried about?
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Are your competitors becoming stronger?
Are the required specifications for your products or services changing?
Is changing technology threatening your position?
Do you have bad debt or cash-flow problems?
Could any of your weaknesses seriously threaten your business?
Is your IP capital in danger?

Threats might include a fundamental shift in consumer tastes, emergence of new
products, new regulations or political and macro-economic changes.

Q2: What is PESTEL analysis? How PESTEL analysis helps a marketer to
analyze its external environmental factors.
Answer:
Organizations are faced with a variety of external factors that provide potential
opportunities and threats for short-term and long-term success in any given
environment. Encompassing a macro-environmental perspective, these factors can
be effectively summarized with the acronym PESTEL. The factors are given
below.
G.
H.
I.
J.
K.
L.

Political
Economic
Social
Technological
Environmental
Legal

Political

Legal

Economic

Business

Environm
ental

Social

Technolo
gical

E. Political:
Politics play a role in business, as there is a balance between free markets and
systems of control. Political factors affecting business specifically revolve around
taxes, import and export tariffs, environmental and labour laws, potential
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subsidies, and the stability of a given operational region. As global economics
now succeed domestic economics for many businesses, companies must consider
a number of opportunities and threats when expanding into new regions or
identifying optimal areas for production, sales, or corporate headquarters.
Therefore. the political environment or the role of governments play significant
role in shaping business. Some of the areas that the government plays an
important role are tax policies, changes in trade restrictions and tariffs, and the
stability of governments.
F. Economic
Economic factors are metrics that measure and assess the health of a given
economic microcosm within the entire global economy. These factors incorporate
exchange rates, gross domestic product (GDP), consumer purchasing indices,
interest rates, inflation, and a number of other indicators of economic health or
direction. These indicators are critical to management, as they can reveal a good
time to borrow, as well as whether an economy will be friendly to an industry
where businesses fluctuate substantially with GDP or spending power, etc.
G. Social
Social factors could loosely be defined as a demographic analysis, where
specific groups display preferences or tendencies that can be leveraged or that can
threaten a given incumbent. For example, in the United States, consumers are
becoming more health-conscious. This trend affords the food industry
opportunities to create products that meet this social desire; as a result, candy
manufacturers may want to consider diversification. The social movement of
living “green” is another example of this kind of macro-environmental
opportunity or potential threat.
D. Technological
Technology plays a larger and larger role each year in business and will continue
to do so as research and development drive new innovations. Recognizing the
potential technologies available to optimize internal efficiency is a
powerful asset in management. Technology also presents a number of threats, as
CD-player manufacturers and Blockbuster Video can attest. These companies
were hurt by "disruptive innovations" such as the MP3 player and Netflix.
Keeping
pace
with
technology
and
adapting
accordingly
are
important strategies to sidestep threats and embrace opportunities.
H. Environmental
The impact of business upon the environment is a growing concern, and
companies must consider both the social and political segments of PESTEL in
conjunction with environmental factors. Consumers and governments both
penalize companies that adversely affect the environment. Governments levy
enormous fines upon companies that pollute beyond given specifications, and
consumers are more than willing to switch brands if they perceive that a business
is ignoring its environmental responsibilities. The environment can also be a
source of benefit to a company, such as running water for a hydro-power plant.
I. Legal
The last factor in PESTEL concerns legal elements, which can also be tied to the
political framework. Legal issues such as affirmative action, patent infringements
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(a recent example being Apple vs. Samsung), antitrust laws (see Microsoft),
health regulations, and safety regulations can all significantly affect a company
that does not act responsibly. Understanding this legal landscape is important for
businesses that want to avoid legal pitfalls and remain within the confines of
established regulations.

Unit-2: Method of market survey and sources of market
information
Q1: What is marketing research? Discuss different role of marketing
research.
According to The American Marketing association, “Marketing research is the
function that links the consumer, customer, and public to the marketer through
information – information used to identify and define marketing opportunities and
problems; generate, refine, and evaluate marketing actions; monitor marketing
performance; and improve understanding of marketing as a process”.
The above definition of marketing research emphasizes the need for information
for decision making. Therefore, according Naresh Malhotra, marketing research is
defined as “the systematic and objective identification, collection, analysis,
dissemination, and use of information for the purpose of improving decision
making related to the identification and solution of problem and opportunities in
marketing”. The systematic planning is required at all stages of marketing
research. The procedures follow at each stage are methodologically sound, well
documented, and as much as possible, planned in advance.
Role of Marketing research
The role of marketing survey or market research is to assess the information needs
and provide management with relevant, accurate, valid, reliable and current
information. Today’s competitive marketing environment and the ever increasing
cost attributed to poor decision making require that marketing research provide
sound information. Sound decisions are not based on gut feeling, intuition, or
even pure judgement. In the absence of information, an incorrect management
decision may result a wrong positioning of a product which further lead to failure
of the business. Figure-2.1. represent the role of marketing research.
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Customer Group




Consumer
Employee (internal customer)
Shareholder

Controllable
environmental
factors





Uncontrollable
environmental
factors

Marketing
Research

Product
Pricing
Promotion
Distribution
Assessing
information
needs

Providing
information





Marketing
decision
making




Economy
Technology
Competition
Laws and
regulations
Social and
cultural factors
Political
factors

Marketing Managers




Market Segmentation
Target Market Selection
Marketing program

Traditionally, marketing researchers were responsible for accessing information
needs and providing the relevant information while marketing decision were made
by the managers. However, these roles are changing and marketing researchers are
becoming more involved in decision making, whereas marketing managers are
becoming more involved with research.
Q2: Discuss different steps of marketing research in your own words.
Marketing research is defined as the “systematic and objective identification,
collection, analysis, dissemination, and use of information for the purpose of
improving decision making related to the identification and solution of problem
and opportunities in marketing”. The systematic planning is required at all stages
of marketing research. The procedures follow at each stage are methodologically
sound, well documented, and as much as possible, planned in advance. The basic
steps
used
to
conduct
marketing
research
are
s
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Identify the Problem
- Problem to
solve.
- Research
objective
- Research
questions

Develop the research plan
- Information
needed.
- Research and
analysis method.
- Responsible
parties.

Conduct the research
-Secondary data
review
- Primary data
collection.
- Suitable
methods and
techniques.

Analyse and report findings
- Data
formatting and
analysis.
-Interpretation
of results.
- Reports and
recomendations

Take action
Thought and
planning.
- Evaluation of
options.
- Course
adjustment and
execution.

hown in the figure below.
Step-1: Identify the problem
The first step for any marketing research activity is to clearly identify and define
the problem you are trying to solve. We need to start by stating the marketing or
business problem that we need to address and for which we need additional
information to figure out a solution. Next, articulate the objectives for the
research: What do you want to understand by the time the research project is
completed? What specific information, guidance, or recommendations need to
come out of the research in order to make it a worthwhile investment of the
organization’s time and money?
Step-2: Develop a research plan
The research plan also specifies who will conduct the research activities,
including data collection, analysis, interpretation, and reporting on results.
Essential to this plan is identifying precisely what information we need to answer
our questions and achieve our objectives. Once we have clarified what kind of
information we need and the timing and budget for our project, we can
develop the research design. This details how we plan to collect and analyse the
required information.
Step-3: Conduct the research
Conducting research begins to generate information that helps to answer our
marketing questions. Typically, data collection begins by reviewing any existing
research and data that provide some information or insight about the problem. As
a rule, this is secondary research. Prior research projects, internal data analyses,
industry reports, customer-satisfaction survey results, and other information
sources may be worthwhile to review. Even though these resources may not
answer your research questions fully, they may further illuminate the problem you
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are trying to solve. Secondary research and data sources are nearly always cheaper
than capturing new information on your own.
After getting everything you can from secondary research, it’s time to shift
attention to primary research, if this is a part of our research plan.
Primary research involves asking questions and then listening to and/or
observing the behaviour of the target audience we are studying. In order to
generate reliable, accurate results, it is important to use proper scientific methods
for primary research data collection and analysis. This includes identifying the
right individuals and number of people to talk to, using carefully worded surveys
or interview scripts, and capturing data accurately.
Step-4: Analysing and reporting findings
Analysing the data obtained in a market survey involves transforming the primary
and/or secondary data into useful information and insights that answer the
research questions. Analysis starts with formatting, cleaning, and editing the data
to make sure that it’s suitable for whatever analytical techniques are being used.
Next, data are tabulated to show what’s happening:




What do customers actually think?
What’s happening with purchasing or other behaviours?
How do revenue figures actually add up?

Step-5: Take action
Once the report is complete, the presentation is delivered, and the
recommendations are made, the marketing research project is over. What comes
next is arguably the most important step of all - taking action based on your
research results. When the research results validate a path the organization is
already on, the “take action” step can stimulate the team to move further and
faster in that same direction.
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Unit-3: Presentation of market survey report
Q1: What is a report? Discuss the format and presentation of a market
research report.
A report is a written document on a particular topic, which conveys information
and ideas and may also make recommendations. Reports often form the basis of
crucial decision making. Inaccurate, incomplete and poorly written reports fail to
achieve their purpose and reflect on the decision, which will ultimately be made.
A research report has a different structure and layout. A research report is for
reference and is often quite a long document. It has to be clearly structured for the
readers to quickly find the information wanted. It needs to be planned carefully to
make sure that the information given in the report is put under correct headings.
1. Cover sheet: This should contain some or all of the following:
Full title of the report
Name of the researcher
Name of the unit of which the project is a part
Name of the institution
Date/year
2. Title page
It is addressed to the receiver of a report while giving an explanation for it,
and is used when the report is for someone who does not belong to the same
organization as the writer. It contains a descriptive heading or name. It may
also contain author’s name, position, company’s name and so on.
3. Acknowledgement
A thanks giving to the people who helped you.
4. Contents
5. Summary or Executive Summary and Introduction:
This presents an overview of the whole report. It should let the reader see in
advance, what is in the report. This includes what you set out to do, how
review of literature is focused and narrowed in your research, the relation of
the methodology you chose to your objectives, a summary of your findings
and analysis of the findings.
6. List of tables
Headings and sub-headings used in the report should be given with their page
numbers. Each chapter should begin on a new page.
7. Body of the report
Introduction (Aims and Purpose or Aims and Objectives): Informs the
reader of what the report is about - aim and purpose, significant issues, any
relevant background information. Why did we do this work? What was the
problem we were investigating?
Odisha State Open University

Page 46

Methodology: Methodology deals with the methods and principles used in an
activity. In the methodology chapter, we explain the method/s used for the
research and its importance to the study. Additionally, we need to give a
detailed account of how and when you carried out the research and explain
why we used the particular method/s, rather than other methods.
Results or Findings: What did we find out? We need to give a clear
presentation of the results. We need to show the essential data and calculations
here. We may use tables, graphs and figures.
Analysis and Discussion: In this section, we interpret the results. What do we
make out of them? How do they compare with those of others who have done
research in this area? The accuracy of our measurements/results should be
discussed and deficiencies, if any, in the research design should be mentioned.
8. Conclusions
In this section, we summarize briefly the main conclusions which we
discussed under “Results.” Additionally, at the end of the conclusion, we give
our recommendations and suggestions, if required.
9. References and/or bibliography:
This section includes the list of all the sources which we referred in the body
of the report. We may use the pattern prescribed by American Psychological
Association, or any other standard pattern recognized internationally. A
standard report follows an alphabetical list of all sources referred in the report.
10. Appendix
In this section, we will include the questionnaire. Additionally, we could
include data or calculations, not given in the body, that are necessary, or
useful, to get the full benefit from your report. There may be maps, drawings,
photographs or plans that we want to include.

Q2: What are the characteristics of a good research report?
A good research report should satisfy some of the following basic characteristics:
6. Style: Reports should be easy to read and understand. The style of the writer
should ensure that sentences are succinct and the language used is simple, to
the point and avoiding excessive jargon.
7. Layout: A good layout enables the reader to follow the report’s intentions,
and aids the communication process. Sections and paragraphs should be given
headings and sub-headings. Bullet points are an option for highlighting
important points in your report.
8. Accuracy: Make sure everything you write is factually accurate. If you would
mislead or misinform, you will be doing a disservice not only to yourself but
also to the readers, and your credibility will be destroyed. Remember to refer
to any information you have used to support your work.
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9. Clarity: Take a break from writing. When you would come back to it, you’ll
have the degree of objectivity that you need. Use simple language to express
your point of view.
10. Readability: Experts agree that the factors, which affect readability the most,
are:
 Attractive appearance
 Non-technical subject matter
 Clear and direct style
 Short sentences
 Short and familiar words
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