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UNIT 1:  INTRODUCTION TO RESEARCH

UNIT STRUCTURE
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1.2 Introduction

1.3 Meaning and Concept of Research in Business
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Research
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1.9 Further Reading

1.10 Answers to Check your progress

1.11 Model Questions

1.1 LEARNING OBJECTIVES

After going through this unit, you will be able to:

• discuss the meaning and concept of Research

• outline the different types of research – Exploratory and Conclusive

Research

• describe the process of research

• discuss research applications in business sciences

• describe the features of a good research study

1.2 INTRODUCTION

Research is one of the most important and fascinating aspects of

business. In this unit, a formal definition of business research is given and

classifies business research into two areas: problem identification and

problem-solving research. We describe the business research process and

the six steps that are involved in conducting research, and discuss the nature

of business research, emphasizing its role of providing information for
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marketing decision making. The demand for well-executed business research

leads to many exciting career opportunities that are described.

Let us now discuss the various concepts of reserach in business n

the following sections.

1.3 MEANING AND CONCEPT OF RESEARCH  IN BUSINESS

In this unit, we emphasize the need for information for decision making and

therefore define business research as follows:

Business Research is 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

problems and opportunities in marketing. Several aspects of this definition

are noteworthy. First, business research is systematic. Thus, systematic

planning is required at all stages of the business research process. The

procedures followed at each stage are methodologically sound; well

documented; and, as much as possible, planned in advance. Business

research uses the scientific method in that data are collected and analyzed

to test prior thinking that may be formulated into specific hypotheses.

Business research attempts to provide accurate information that reflects a

true state of affairs. It is objective and should be conducted impartially.

Although research is always influenced by the researcher’s philosophy, it

should be free from the personal or political biases of the researcher or

management. The motto of every researcher should be, “Find it and tell it

like it is.”

Business research involves the identification of informtion, collection

of data, analysis of data, dissemination of Information, and use of

information, as described in Figure below. Each phase of this process is

important. We identify or define the business research problem or

opportunity and then determine what information is needed to investigate it.

Because every marketing opportunity translates into a research problem to

be investigated, we use the terms problem and opportunity interchangeably.

Next, the relevant information sources are identified and a range of data

collection methods varying in sophistication and complexity are evaluated
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for their usefulness. The data are collected using the most appropriate

method; they are analyzed and interpreted, and inferences are drawn.

Finally, the findings, implications, and recommendations are provided in a
format that enables the managers to use the information for marketing
decision making and to take appropriate actions.

CHECK YOUR PROGRESS
Q.1: Define Business Research.
Q.2: Draw the different phases involved in Business

research.

1.4 TYPES OF RESEARCH DESIGN :

EXPLORATORY & CONCLUSIVE RESEARCH

Research designs are of two broad types: exploratory and
conclusive. Conclusive designs are either descriptive or causal. Exploratory,
descriptive, and causal are the basic research designs we examine in this
unit. Descriptive designs can be further categorized as either cross sectional
or longitudinal.

Fig:1.1 Types of Research Design



4

A) Exploratory Research:

The primary objective of exploratory research is to provide insights

into, and an understanding of, the problem confronting the researcher.

Exploratory research is used in cases when you must define, identify relevant

courses of action, or gain additional insights before an approach can be

developed. The information needed is only loosely defined at this stage, and

the research process that is adopted is flexible and unstructured. For example,

it may consist of personal interviews with a few industry experts. The sample,

selected to generate maximum insights, is small and non representative.

The primary data are qualitative in nature and are analyzed accordingly. Given

these characteristics of the research process, the findings of exploratory

research should be regarded as tentative. Typically, such research is followed

by further exploratory or conclusive research. Thus, it is a good idea to begin

a business research project by first conducting exploratory research and

then some form of conclusive research. Sometimes, exploratory research is

all the research that is conducted. In these cases, caution should be exercised

in utilizing the findings. Secondary data including social media (discussed

later in this chapter) and qualitative research (discussed in Unit IV) are the

main methods of exploratory research.

The insights gained from exploratory research might be verified by

conclusive research because the objective of conclusive research is to

test specific hypotheses and examine specific relationships. This requires

that the information needed is clearly specified. Conclusive research is

typically more formal and structured than exploratory research. It is based

on large, representative samples, and the data obtained are subjected to

quantitative analysis. The findings from this research are considered to be

conclusive in nature in that they are used as input into managerial decision

making. Conclusive research designs may be either descriptive or causal.

B) Descriptive Research:

As the name implies, the major objective of descriptive research

is to describe something— usually the characteristics of relevant groups,

such as consumers, salespeople, organizations, or market areas. For

example, we could develop a profile of the “heavy users” (frequent shoppers)



 5

of prestigious department stores like Pantaloons and Big Bazaars. A vast

majority of business research studies involve descriptive research, which

makes use of surveys and observations as major methods. Surveys involve

questioning of respondents by administering a questionnaire. Observations

involve recording people’s behaviour without asking them questions.

Descriptive research can be further classified into cross-sectional and

longitudinal research.

C) Causal Research:

Causal research is used to obtain evidence of cause-and-effect

(causal) relationships. Marketing Managers continually make decisions

based on assumed causal relationships. These assumptions may not be

justifiable, and the validity of the causal relationships should be examined

via formal research. For example, the common assumption that a decrease

in price will lead to increased sales and market share does not hold in

certain competitive environments. Like descriptive research, causal

research requires a planned and structured design. While descriptive

research can determine the degree of association or correlation between

variables (i.e., the two variables vary together or are related), it is not

appropriate for examining causal relationships (i.e., one variable is a cause

of the other variable). Such an examination requires a causal design. The

main method of causal research is experimentation, which is discussed

further in Unit II.

F

Fig 1.2: Types of Conclusive Reserach Design
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CHECK YOUR PROGRESS

Q.3: Define Exploratory Research and Conclusive

Research

Q.4: Name the two types of Conclusive Research

1.5 THE PROCESS OF RESEARCH

We conceptualize the business research process as consisting

of six steps (Figure below): defining the problem, developing an approach

to the problem, formulating a research design, doing field work or collecting

data, preparing and analyzing data, and preparing and presenting the report.

Each of these steps is discussed in great detail in the subsequent chapters;

thus, the discussion here is brief.

Let us now discuss the steps in following ways:

Step 1: Defining the Problem:The first step in any business research
project is to define the problem. In defining the problem, the researcher
should take into account the purpose of the study, the relevant background

 Fig 1.3:Research Process
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information, the information needed, and how it will be used by managers
in making decisions. Once the problem has been defined precisely, the
research can be designed and conducted properly.

Step 2: Developing an Approach to the Problem: Development of an
approach to the problem involves a broad determination of how the problem
will be addressed without going into the details. It consists of formulating
an analytical framework and models, and research questions and
hypotheses, and identifying the information needed.

Step 3: Formulating a Research Design: A research design gives details
of the procedures that must be implemented for obtaining the required
information. Its purpose is to design a study that will test the hypotheses of
interest, determine possible answers to the research questions, and provide
the information needed by managers for making decisions. Determining
the type of research to be conducted, defining the variables precisely, and
designing appropriate scales to measure them are also part of the research
design. The issue of how the data should be obtained from the respondents
(for example, by conducting a survey or an experiment) must be addressed.
It is also necessary to design a questionnaire. The researcher has to develop
a sampling plan that specifies how to select respondents for the study and
must prepare a preliminary plan of data analysis.

Step 4: Doing Field Work or Collecting Data: Field work, or data
collection, involves a field force or staff that operates either in the field, as in
the case of personal interviewing, or from an office by telephone, through
mail, or electronically as in the case of e-mail and Internet surveys. Proper
selection, training, supervision, and evaluation of the field force help minimize
data collection errors.

Step 5: Preparing and Analyzing Data: Data preparation involves
adequately preparing the data for analysis. Each questionnaire or observation
form is inspected or edited and, if necessary, corrected for any errors.
Number or letter codes are assigned to represent each response to each
question in the questionnaire; this procedure is called coding. The data
from the questionnaires are transcribed or keyed onto disks or storage
devices, or input directly into the computer. The data are then analyzed to
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derive information related to the components of the business research

problem and thus to provide input into management decision making.

Step 6: Preparing and Presenting the Report: The entire project should

be documented in a written report that addresses the research questions;

describes the approach, the research design, data collection, and data

analysis procedures; and presents the results and the major findings. The

findings should be presented in a comprehensible format so that management

can readily use them in the decision-making process. In addition, an oral

presentation should be made to management using tables, figures, and

graphs to enhance clarity and impact.

Although we have described the research process as a sequence

of steps, it should be noted that these steps are interdependent and iterative

(above figure). Thus, at each step, the researcher should not only look

back at the previous steps but also look ahead to the following steps. Our

description of the business research process is fairly typical of the research

being done by major corporations such as Apple, in the introductory

Research in Practice example discussed at the end of this unit.

CHECK YOUR PROGRESS
Q.5: Write the different steps involved in the Business

Research Process

1.6 FEATURES OF A GOOD RESEARCH STUDY

Research in simplified terms means searching for the facts

searching for the replies to the various queries and also for the solutions to

the various problems.When we talk about good reserch study, we should

take care of the following:

1. Research should be systematic in nature.

2. It should be logical.

3. It should be empirical and replicable in nature.
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4. It should be according to plans.

5. It should be according to the rules and the assumptions should not be

based on the false bases or judgments.

6. It should be relevant to what is required.

The following are the features of a reserach study:

(i) Defining the Business research Problem and Developing an
Approach: The simplest way to find out when a company needs help is

when it has to make a decision. Any time there is a go or no/go, a yes or no,

or a decision to be made, the company can ask what information can help

reduce the risk associated with the decision. It would then talk with to develop

the information that might help to reduce that risk. The first step is to define

the business research problem, and a lot of discovery takes place at this

stage. The account executive (AE) will sit down with a client and try to

determine whether what the client believes is the problem really is the

problem, or whether it needs to change or broaden the scope of the problem.

Discussions with the key decision makers (DMs) might reveal that the

company has been focusing on too narrow an issue or that it has been

focusing on the wrong problem altogether.

The researcher must believe that defining the business research

problem is critical to a successful research project. The company finds out

what the symptoms are and works with the client to identify the underlying

causes. Considerable effort is devoted to examining the background or the

environmental context of the problem. In at least half the cases, when they

go through the process of exploring the problem, the problem will change.

It will gain a new scope or direction. This process results in a precise

definition of the business research problem, including an identification of

its specific components.

Once the problem has been defined, the researcher develops a suitable

approach. The problem definition is refined to generate more specific

research questions and sometimes hypotheses. Based on its experience,

the researcher would develop a variety of analytical models that are

customized to the identified problem. This process also results in the

identification of information that will help the client company solve its
problem.
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(ii) Research Design Formulation: In formulating the research design,

the researcher should place special emphasis on qualitative research,

survey methods, questionnaire design, and sampling design.

a. Qualitative Research. One of the pitfalls that the researcher

encounters comes with qualitative research. Qualitative research is nice

because it is immediate. The information generated tends to be extremely

rich and in the customers’ words. He would get to see what kinds of answers

are being given and what kinds of questions and concerns customers or

potential customers might have. However, one of the dangers is thinking

that all customers or potential customers might view products or service

offerings in the same manner, that is, generalizing the findings of qualitative

research to the larger population.

b. Survey Methods. The researcher can use a variety of

methods including telephone, mall intercept, mail, and Internet or Web-

based surveys. He should carefully select the method that is best suited to

the problem. If the researcher is trying to interview customers around the

globe, it sends an e-mail invitation to respondents to complete the survey

via the Web.  Currently, Internet surveys are the most popular across the

business research industry in.

c. Questionnaire Design. In designing the questionnaire, the

researcher should pay particular attention to the content and wording of the

questions. Some questions are well-defined and can be easily framed; for

other issues, the exact questions to ask might not be clear. The simpler the

question and the more clear it is who the target respondents are, the better

the information generated.

d. Sampling Design.  The researcher can have a sampling

department that consults with the senior account management team and

account executives to determine the proper sample to use. The sampling

frame is defined in terms of who the respondents are and who can answer

the questions that need to be addressed. The target population is defined

by the business research problem and the research questions. He should

be concerned about using a representative sample so that the results can
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be generalized to the target population (e.g., all the target consumers as
opposed to only the consumers included in the sample).

(iii) Data Collection and Analysis: Once the information has been collected,
it will reside either in a computer-related format or a paper format that is
entered into a computer format. The results are tabulated and analyzed via
computers. Through the “Digital Dashboard” product, the researcher should
not only have the ability to disseminate the results to clients when the project
is finished, but also to show them the data as it is being collected. The
researcher breaks down the data analysis by relevant groups. You might
see information by total respondents, and you might see information broken
out by gender or business size. Essentially, he looks at different breaks in
the data to try to understand what is happening, if there are differences
based on different criteria, and, if so, how to make decisions based on that
information.

(iv) Report Preparation and Presentation: Clients need information
much faster than they have in the past because decisions need to be made
much more quickly. Organizing large meetings to present data analysis
results is not practical in many situations. The report documents the entire
research process. It discusses the management decision problem, the
business research problem, the approach and research design, the
information obtained to help management make the decision, and the
recommendations.
The report-writing process starts from the first conversation with the client,
and it is written as the research proceeds, not simply when the project is
almost done. The report focuses on improving management’s decision
making. The researcher’s goal is to help clients have better decision-making
abilities so that the clients are more valuable to their respective companies.
He should emphasize this focus by reminding its clients, “Here are the
management decision and business research problems we agreed upon.
Here’s the information we gathered. Here’s the decision it points to.” The
researcher should believe that a successful research project often leads to
a subsequent research project; the research process is more of a circular
process. It does not typically have a finite beginning and end. Once you
solve a problem there is always another one to work on.
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CHECK YOUR PROGRESS
Q.6: What are the features of a good research study?

1.7 CASE STUDIES: RESEARCH APPLICATION IN

BUSINESS

(i) Case Study of Apple : Combining Marketing Research and
Technological Innovation

Apple launched the iPad in 2010 and sold 300,000 of the tablets on the first

day, 1 million iPads in twenty-eight days—less than half of the seventy-four

days it took to sell 1 million iPhones. Consumers watched more than 30

billion videos online in one month. As in the case of other innovative products

it had introduced in the past (iPod, iTunes Music Store, iPhone), marketing

research played a significant role in the design and successful introduction

of the iPad. Business research in the form of focus groups (interviews with

a small group of consumers), analysis of social media, and surveys indicated

that in this electronic age of multitasking, consumers were looking for

electronic devices that integrate numerous functions on one platform.

Consumers were also looking for a device that filled the gap between smart

phones and laptops. The iPad was designed to meet this need and

succeeded in creating a new mobile device category on its own. With over

15 million iPads sold in its first nine months of availability, the late Apple

CEO Steve Jobs said 2010 was “The Year of the iPad.” Capitalizing on this

great success, Apple launched the iPad2 in March 2011. The company

launched a new version of the iPad on March 16, 2012 and sold more than

3 million units in four days, making this the most successful launch yet for

Apple’s tablet. On September 12, 2012, Apple unveiled a new thinner iPhone

5 and pre-orders sold out in less than an hour. The iPhone 5 set a new

sales record as customers placed more than 2 million pre-orders for the

iPhone 5 on the first day it was available, doubling previous results and

exceeding initial supply of the smart phone.
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Apple undertakes extensive research to identify marketing

opportunities and also to develop products and marketing programs to exploit

those opportunities. While, it maintains an in-house staff of marketing

researchers, the company relies heavily on external marketing research

suppliers. All the information generated by marketing research becomes a

part of Apple’s decision support system. Despite the passing away of Steve

Jobs on October 5, 2011, consumers can expect the stream of innovative

new products from Apple to continue given the company’s continued reliance

on marketing research and technological innovation. In fact, during 2013

and 2014, Apple was expected to launch many new innovative products

including the highly anticipated Apple television that has been developed

based on extensive marketing research.

This example illustrates the crucial role played by business research

in designing and implementing successful marketing programs. It illustrates

only a few of the methods used to conduct business research: focus groups,

analysis of social media, and surveys. This course will introduce all types

of business research techniques and illustrate their applications in designing

effective marketing strategies. The role of business research can be better

understood through its definition.

(ii) Case Study of McDonald’s : Adapting to Local Culture with its
Global Image

In markets across the globe, McDonald’s respects local cultures and has

adopted its menu and dining experience to local preferences. Business

research showed that, in India, food consumption was influenced by people’s

religious beliefs. Accordingly, McDonald’s dropped beef and pork from its

menus, conforming to the religious beliefs of Hindus and Muslims, who

make up most of India’s population. Instead, it has numerous vegetarian

versions of some of its American classics, like the McVeggie burger and

McSpicy Paneer, as well as chicken offerings. On the value menu, the McAloo

Tikki burger, made from a potato-based patty, is a top seller, accounting for

as much as 25 percent of the restaurants’ total sales in India.

Marketing research also revealed that vegetarians in India are strict in
observing food habits and practices. Therefore, McDonald’s kitchens in
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this country are divided into separate sections for cooking vegetarian and
non vegetarian food. In September 2012, the fast-food giant announced
that the new restaurants in some pilgrimage areas in India will be vegetarian
only to cater to the preferences of the local customer base. In part,
McDonald’s success globally has been attributed to its ability to adapt to
local culture and preferences while retaining its global brand image, which
is made possible by its reliance on business research.

1.8 LET US SUM UP

In this unit we ahve discussed the following:

• Business Research is 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 problems and opportunities in marketing.

• Business research involves the identification, collection, analysis,

dissemination, and use of information.

• Research designs are of two broad types: exploratory and conclusive.

• Conclusive designs are either descriptive or causal.

• Exploratory, descriptive, and causal are the basic research designs.

• Exploratory research is used in cases when you must define, identify

relevant courses of action, or gain additional insights before an approach
can be developed.

• Descriptive research is to describe something— usually the

characteristics of relevant groups, such as consumers, salespeople,
organizations, or market areas.

• Causal research is used to obtain evidence of cause-and-effect

(causal) relationships.

• Business research process as consisting of six steps namely:

defining the problem, developing an approach to the problem,
formulating a research design, doing field work or collecting data,
preparing and analyzing data, and preparing and presenting the report.

• Some of the features of a reserach study are:
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(i) Defining the Business research Problem and Developing
an Approach

(ii) Research Design Formulation
(iii) Data Collection and Analysis
(iv) Report Preparation and Presentation:

1.9 FURTHER READING

1. Malhotra, N.K. and Dash, S. (2011); Marketing research: An Applied
Orientation (6th edition); New Delhi: Pearson  Education.

1.10 ANSWERS TO CHECK YOUR

PROGRESS

Ans to Q1: Buisness research is 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 problems and
opportunities in marketing.

Ans to Q2: Business research involves differnt phases , they are ; the
identification of informtion, collection of data, analysis of data,
dissemination of Information, and use of information.

Ans to Q3. The primary objective of exploratory research is to provide
insights into, and an understanding of, the problem confronting
the researcher.
Conclusive research is  formal and structured than
exploratory research. It is based on large, representative
samples, and the data obtained are subjected to quantitative
analysis.

Ans to Q4. The two types of conclusive research are : Descriptive
Research and Causal  Research

Ans to Q5. Business research process as consisting of six steps.They

are- defining the problem, developing an approach to the
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problem, formulating a research design, doing field work or

collecting data, preparing and analyzing data, and preparing

and presenting the report

Ans to Q6. (i) Defining the Business research Problem and Developing

an Approach.

(ii) Research Design Formulation.

(iii) Data Collection and Analysis

(iv) Report Preparation and Presentation

1.11 MODEL QUESTIONS

Q.1: Describe the task of business research.

Q.2: What decisions are made by marketing managers? How does

business research help in making these decisions?

Q.3: Define business research.

Q.4: What are the different methods of conducting business research?

Q.5: What are some of the issues that should be considered when

conducting business research?

Q.6: Why do organizations conduct business research?

Q.7: What are some of the reasons for the increased need for business

research?

Q.8: Discuss the different types of Business research Designs?

Q.9: Explain in details the different steps involved in the Business research

Process.

Q.10: What are the features of a good research study?

*****



17

UNIT 2:  RESEARCH DESIGN

UNIT STRUCTURE

2.1 Learning Objectives

2.2 Introduction

2.3 Meaning of Research Design

2.4 Types of Reserach Design

2.5  Exploratory Research

2.6  Conclusive Research

2.6.1 Descriptive Reserach Design

2.6.2 Causal Research Design

2.7  Experimental Designs

2.8  Errors affecting Research Design

2.9 Case Studies on Reserach Design

2.10 Let Us Sum Up

2.11 Further Reading

2.12 Answers to Check your progress

2.13 Model Questions

2.1 LEARNING OBJECTIVES

After going through this unit, you will be able to:

¸ discuss the meaning and concept of Research Design

¸ outline the nature and classification  of research designs  –

Exploratory and Conclusive Research

¸ describe the different types of exploratory research designs

¸ describe the different types of descriptive research designs

¸ describe experimental designs

¸ describe the errors affecting research design

2.2 INTRODUCTION

This is the second unit of the block and it describes the concepts of

reserch design in detail.Having discussed the concept of business research



18

let us now have some idea on reserach design.A research design is the

specification of methods and procedures for acquiring the information

needed.In the following sections we are going to learn about the various

types of research design.

2.3 MEANING OF RESEARCH DESIGN

A research design is a framework or blueprint for conducting the

marketing research project. It gives details of the procedures necessary

for obtaining the information needed to identify or solve marketing research

problems. Although a broad approach to the problem has already been

discussed in the previous Unit I, the research design specifies the details

of implementing that approach. The design process begins by defining the

business research problem (Step 1 of the business research process).

Next comes the approach to the problem consisting of a framework and

models, research questions and hypotheses, and the information needed

(Step 2 of the business research process). The research design is based

on the results of these first two steps and in the third step of the marketing

research process. Yet the process is iterative, with feedback from research

design to the earlier steps. A research design lays the foundation for

conducting the project. Many different designs might be appropriate for a

given marketing research problem. A good research design ensures that

the information collected will be relevant and useful to the management

and that all of the necessary information will be obtained. Typically, a

research design involves  the following components or tasks:

1. Analysis of secondary and syndicated data

2. Qualitative research

3. Survey and observation research

4. Experimental research

5. Measurement and scaling procedures

6. Design and pretest of a questionnaire (interviewing form) or an

observation form for data Collection.

7. Sampling process and sample size determination

8. Development of a preliminary plan of data analysis.
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Steps Leading to the Formulation of a Research Design

Step 1: Defining the Business Research Problem

Step 2: Developing an Approach to the Problem

Step 3: Formulating the Research Design

Depending on the nature of the research project, not all of the eight

tasks may be involved, and the order or the sequence in which these tasks

are performed could also vary. Each of these components will be discussed

in great detail in the subsequent chapters. First, we must further our

understanding of research design with a classification of the basic types.

CHECK YOUR PROGRESS

Q.1: Define Research Design.

....................................................................................

...................................................................................................................

Q.2: What are the different steps involved in formulating a  research

Design

.....................................................................................................

.....................................................................................................

2.4 TYPES OF RESEARCH DESIGN

Reserach designs have been classified by various authors in different

ways.Different types of reserch designs  have emerged on account  of  the

differnt perspective from which  a research study can be viewed. Research

designs are of two broad types: exploratory and conclusive. Conclusive

designs are either descriptive or causal. Exploratory, descriptive, and causal

are the basic research designs we examine in this unit (see Figure 2.1).

Descriptive designs can be further categorized as either cross sectional or

longitudinal.
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Let us discuss the various types of research designs in the following

sections:

2.5 EXPLORATORY RESEARCH

The primary objective of exploratory research is to provide insights

into, and an understanding of, the problem confronting the researcher.

Exploratory research is used in cases when you must define the problem

more precisely, identify relevant courses of action, or gain additional insights

before an approach can be developed. The information needed is only

loosely defined at this stage, and the research process that is adopted is

flexible and unstructured. For example, it may consist of personal interviews

with a few industry experts. The sample, selected to generate maximum

insights, is small and non representative. The primary data are qualitative

in nature and are analyzed accordingly. Given these characteristics of the

research process, the findings of exploratory research should be regarded

as tentative. Typically, such research is followed by further exploratory or

conclusive research. Thus, it is a good idea to begin a marketing research

project by first conducting exploratory research and then some form of

conclusive research. Sometimes, exploratory research is all the research

that is conducted. In these cases, caution should be exercised in utilizing

the findings. Secondary data including social media (discussed later) and

qualitative research are the main methods of exploratory research.

The insights gained from exploratory research might be verified by

conclusive research because the objective of conclusive research is to

test specific hypotheses and examine specific relationships. This requires

that the information needed is clearly specified.

Fig 2.1 Classification of Marketing Research
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The following are some of the methods of explorarotry reserach designs:

i) Secondary Resource Analysis : The information that researchers

obtain from decision makers and industry experts should be

supplemented with available secondary data. Secondary data are

data collected for some purpose other than the problem at hand,

such as data available from trade organizations, the Census Bureau

(www.census.gov), and the Internet. In contrast, primary data are

originated by the researcher for the specific problem under study,

such as survey data. Secondary data include information made

available by business and government sources, social media and

computerized databases. Secondary data are an economical and

quick source of background information. Analyzing available

secondary data is an essential step in the problem-definition process

and should always precede primary data collection. Secondary data

can provide valuable insights into the problem situation and lead to

the identification of innovative courses of action. In the case of Harley-

Davidson, secondary data revealed that the vast majority of

motorcycle owners also owned automobiles such as cars, SUVs,

and trucks. As another example, the Department of Labor says that

the median age of the Indian Labor force is increasing. This is, in

part, the result of the maturation of the “baby bust” generation (those

born between 1965 and 1976), which will cause a decline in the

number of young (age 16 to 24) workers available to fill entry-level

positions. This potential shortage of young workers has caused many

marketers, particularly those in the service industries, to investigate

the problem of consumer response to self-service. Some companies,

such as fast-food restaurants, have switched from a high-touch to a

high-tech service orientation. By using high-tech equipment,

consumers now perform many of the services formerly done by

workers, such as placing their own orders by entering them directly

into the electronic terminal. Given the tremendous importance of

secondary data, this topic will be discussed in detail in Unit 4.



22

(ii) Case Study Method : Case Studies involve an intensive

examination of a few selected cases of the phenomenon of interest.

The cases should be consumers, stores, firms or a variety of other

units such as markets, Web sites and so on. The data are obtained

from the company, external secondary sources and by conducting

lengthy unstructured interviews with people knowledge about the

phenomenon of interest. In a department store project, valuable

insights into factors affecting store patronage were obtained in a

case study comparing the five best stores with the five worst stores.

(iii) Expert Opinion Survey : Interviews with industry experts and

individuals, knowledgeable about the firm and the industry may help

formulate the marketing research problem. These experts may be

found both inside and outside the firm. Typically, expert information

is obtained by unstructured personal interviews, without

administering a formal questionnaire. It is helpful, however, to prepare

a list of topics to be covered during the interview. The order in which

these topics are covered and the questions to ask should not be

predetermined but decided as the interview progresses. This allows

greater flexibility in capturing the insights of the experts. The purpose

of interviewing experts is to help define the marketing research

problem rather than to develop a conclusive solution. In the Harley-

Davidson Case Study, discussions with industry experts indicated

that brand loyalty was a major factor in the purchase of motorcycles.

Thus, the investigation of brand loyalty became a major component

of the problem definition.

Interviews with experts are more useful in conducting marketing

research for industrial firms and for products of a technical nature, where it

is relatively easy to identify and approach the experts. This method is also

helpful in situations where little information is available from other sources,

as in the case of radically new products.

Researchers can also use the Internet to enhance their ability to

obtain information from experts in a specific industry. One approach to finding

experts is to use newsgroups. Due to the large amount of information
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available, searching through the newsgroups for specific information can

be an arduous task. A good place to start is Google Groups

(groups.google.com), which provides categorized lists of newsgroups. After

finding a relevant newsgroup, access the newsgroup and search for postings

about the topics in which you are interested. Surveying the postings in a

newsgroup would provide a good starting point for making contacts with

the experts in that industry.

(iv) Focus Group Discussions: A focus group is an interview

conducted by a trained moderator in an unstructured and natural

manner with a small group of respondents. The moderator leads

the discussion. The main purpose of focus groups is to gain insights

by listening to a group of people from the appropriate target market

talk about issues of interest to the researcher. The value of the

technique lies in the unexpected findings often obtained from a free-

flowing group discussion. Focus groups are the most important

qualitative research procedure. They are so popular that many

marketing research practitioners consider this technique

synonymous with qualitative research. Given their importance and

popularity, we describe the salient characteristics of focus groups

in detail.

The differences between exploratory and conclusive research are

summarized in Table 2.1.

2.6 CONCLUSIVE RESEARCH

Conclusive research is typically more formal and structured than

exploratory research. It is based on large, representative samples, and the

data obtained are subjected to quantitative analysis. The findings from this

research are considered to be conclusive in nature in that they are used as

inputs into managerial decision making.As shown in Figure 2.1, conclusive

research designs may be either descriptive or causal.Before going into the

concept of descriptive and causal research design in deatil, let us first

discuss about the difference between Exploratory  and Conclusive Research.
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2.6.1  Descriptive Research

As the name implies, the major objective of descriptive

research is to describe something— usually the characteristics of

relevant groups, such as consumers, salespeople, organizations, or

market areas. For example, we could develop a profile of the “heavy

users” (frequent shoppers) of prestigious department stores like

Pantaloons and Big Bazaars. A vast majority of marketing research

studies involve descriptive research, which makes use of surveys

and observations as major methods. Surveys involve questioning of

respondents by administering a questionnaire. Observations involve

recording people’s behaviour without asking them questions.

Descriptive research can be further classified into cross-sectional

and longitudinal research (Figure 2.1).

a. Cross-sectional designs: It involve the collection of

information from any given sample of population elements only once.

For example, a survey may be conducted at a given point in time, the

data are analyzed, and a report is prepared. The cross-sectional study

is the most frequently used descriptive design in marketing research.

b. Longitudinal designs: In longitudinal designs, a fixed

sample of population elements is measured repeatedly (two or more

times) on the same variables. A longitudinal design differs from a cross-

sectional design in that the sample remains the same over time. In

other words, the same people are studied over time and the same

Table 2.1  Difference between Exploratory and Conclusive Research
Exploratory Conclusive

Objective To provide insights and understanding To test specific hypothesis and
examine relationship

Characteristics Information needed is defined only Information needed is clearly
loosely defined
Research process is flexible and Research process is formal
unstructured and structured
Sample is small and non representative Sample is large and representative

Findings Data analysis is qualitative Tentative Data analysis is quantitative
Outcome Conclusive

Generally followed by further exploratory Findings used as input into decision
or conclusive research making
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variables are measured. In contrast to the typical cross-sectional

design, which gives a snapshot of the variables of interest at a single

point in time, a longitudinal study provides a series of pictures that

give the changes that take place over time. Thus, a longitudinal design

enables us to examine changes over time.

For example, the question, “How did the Indian people rate the

Indian Economy at the beginning of 2014?” would be addressed using

a cross-sectional design. A survey of a representative sample of the

Indian population will have to be conducted only at the beginning of

2014. However, a longitudinal design would be used to address the

question, “How did the Indian people change their view of the Indian

economy during 2014?” A survey of a representative sample of the

Indian population will have to be conducted at the beginning of 2014,

and the same survey will have to be repeated on the same sample at

the end of 2014. Longitudinal designs can be implemented using

panels. Sometimes, the term panel is used interchangeably with the

term longitudinal design. A panel consists of a sample of respondents,

generally households that have agreed to provide information at

specified intervals over an extended period. Panels are maintained

by marketing research firms, and panel members are compensated

for their participation with gifts, coupons, information, or cash.

2.6.2  Causal Research

Causal research is used to obtain evidence of cause-and-

effect (causal) relationships. Marketing Managers continually make

decisions based on assumed causal relationships. These

assumptions may not be justifiable, and the validity of the causal

relationships should be examined via formal research. For example,

the common assumption that a decrease in price will lead to increased

sales and market share does not hold in certain competitive

environments. Like descriptive research, causal research requires a

planned and structured design. While descriptive research can

determine the degree of association or correlation between variables
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(i.e., the two variables vary together or are related), it is not appropriate

for examining causal relationships (i.e., one variable is a cause of the

other variable). Such an examination requires a causal design (Figure

2.2). The main method of causal research is experimentation, which

is discussed later.

CHECK YOUR PROGRESS

Q.3: Define Exploratory Research and Conclusive

Research.

.....................................................................................................

.....................................................................................................

Q.4: Write the  two types of Conclusive Research.

.....................................................................................................

.....................................................................................................

Q.5: What is a Focus Group Interview?

.....................................................................................................

.....................................................................................................

2.7 EXPERIMENTAL RESEARCH DESIGN

Experimentation is the research technique used in causal research.

It is the primary method for establishing cause-and-effect relationships in

marketing. As seen, experiments can be conducted in the field or in the

laboratory. A field experiment involves measurement of behavior, attitudes,

or perceptions in the environment in which they occur. Thus, field

experiments are conducted in natural settings.

On the other hand, a laboratory experiment is conducted is an

artificial environment. Advertising testing and test kitchens in central-location

theaters are examples of laboratory experiments used in marketing

Figure 2.2 Conclusive reserach design
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research. Experiments can be described in terms of independent,

dependent, and extraneous variables; test units; and random assignment

to experimental and control groups.

Experiment: An is formed when the researcher manipulates one or more

independent variables and determines their effect on one or more dependent

variables measured on the test units, while controlling for the effect of

extraneous variables.

Experimental Design: An experimental design is a set of procedures

specifying (1) the test units and how these units are to be divided into

homogeneous subsamples, (2) what independent variables or treatments

are to be manipulated, (3) what dependent variables are to be measured,

and (4) how the extraneous variables are to be controlled.

Classification of Experimental Designs

The three broad categories of experimental designs are pre-experimental,

true experimental and statistical design. Pre-experimental designs are

characterized by a lack of randomization. In true experimental designs, the

researcher can randomly assign subjects and experimental groups.

Therefore, these designs provide a larger degree of control over extraneous

variables. A statistical design is a series of basic experiments that allows

for statistical control and analysis of extraneous variables. Statistical designs

are classified on the basis of their characteristics and use.

CHECK YOUR PROGRESS

Q.6:  What is an Experiment?

............................................................................................

................................................................................................................

Q.7: What is an Experimental Design?

.....................................................................................................

.....................................................................................................

Q. 8:  Classify the different Experimental Designs?

.....................................................................................................

.....................................................................................................
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2.8 ERRORS AFFECTING RESEARCH DESIGN

Several potential sources of error can affect a research design. A

good research design attempts to control the various sources of error. These

errors are discussed below. The total error is the variation between the

true mean value in the population of the variable of interest and the observed

mean value obtained in the marketing research project.

(i) Random Sampling Error – Random Sampling Error

occurs because the particular sample selected is an

imperfect representation of the population of interest.

Random Sampling Error is the variation between the true

mean value in the population and the true mean value for the

original sample.

(ii) Non Sampling Error - Non Sampling Error can be

attributed to sources other than sampling and they maybe

random or nonrandom. The result from a variety of reasons,

including errors in problem definition, approach, scales, and

questionnaire design interviewing methods and data

preparation and analysis. For example, a researcher designs

a poor questionnaire, which contains several questions that

lead the respondents to give biased answers.

Non Sampling Error consists of Response Error and Non

Response Error.

(iii) Non Response Error – Non Response Error arises when

some of the respondents included in the sample do not

respond. The primary cause of non response are refusals

and not-at-homes. Non response will cause the net or

resulting sample to be different in size or composition from

the original sample. Non response error is defined as the

variation between the true mean value of the variable in the

original sample and the true mean value in the net sample.

(iv) Response Error – Response Error arises when

respondents give inaccurate answers or their answers are
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misrecorded or misanalyzed. Response error is defined as

the variation between the true mean value of the variable in

the net sample and the observed mean value obtained in the

marketing research project. Response errors can be made

by Researchers, Interviewers or Respondents. Errors

made by researchers include Surrogate Information,

Measurement, Population Definition, Sampling Frame

and Data Analysis Errors.

(v) Surrogate Information Error – It may be defined as the

variation between the information needed for the marketing

research problem and the information sought by the

researcher. For example, instead of obtaining information

on consumer choice of a new brand , the researcher obtains

information on consumer preferences since the choice

process cannot be easily observed.

(vi) Measurement Error maybe defined as variation between

the information sought and the information generated by the

measurement process employed by the researcher. While

seeking to measure consumer preferences, the researcher

employs a scale that measures perceptions rather than

preferences.

(vii) Population Definition Error may be defined as the variation

between the actual population relevant to the problem at hand

and the population as defined by the researcher.

(viii) Sampling Frame Error maybe be defined as the variation

between the population defined by the researcher and the

population as implied by the sampling frame (list) used. For

example, the telephone directory used to generate a list of

telephone numbers does not accurately represent the

population of total potential consumers because of unlisted,

disconnected and new numbers in service.

(ix) Data Analysis Error encompasses errors that occur while

raw data from questionnaires are transformed into research



30

findings. For example, an inappropriate statistical procedure

is used, resulting in incorrect interpretation and findings.

Response Errors made by interviewers include

Respondent Selection, Questioning, Recording and

Cheating Errors.

(x) Respondent Selection Error occurs when interviewers

select respondents other than those specified by the

sampling design or in a manner inconsistent with the sampling

design. For Example in a Readership survey, a nonreader is

selected for the interview but is classified as a reader of the

India Today Magazine in the 15-19 yrs age category in order

to meet a difficult quota requirement.

(xi) Questioning Error denotes errors made in asking

questions of the respondents or in not probing when more

information is needed. For example, while asking questions

an interviewer does not use the exact wording given in the

questionnaire.

(xii) Recording Error arises due to errors in hearing, interpreting

and recording the answers given by the respondents. For

example, a respondent indicates a neutral response

(undecided), but the interviewer misinterprets that to mean

a positive response (would buy the new brand).

(xiii) Cheating Error arises when the interviewer fabricates

answers to a part or the entire interview. For example, an

interviewer does not ask sensitive questions related to the

respondent’s debt but later fills in the answers based on

personal assessment.

Respondent Errors include Inability Errors and

Unwillingness Errors.

(xiv) Inability Error results from the respondents’ inability to

provide inaccurate answers. Respondents may provide

inaccurate answers because of unfamiliarity, fatigue,

boredom, faulty recall, question format / content, etc. For
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example a respondent cannot recall a brand of curd

purchased four weeks ago.

(xv) Unwillingness Error arises from the respondent’s

unwillingness to provide inaccurate information. Respondents

may intentionally misreport their answers because of a desire

to provide socially acceptable answers , avoid

embarrassment or please the interviewer. For example, a

respondent intentionally misreports reading Time magazine

in order to impress the interviewer.

Non Sampling Error is likely to be more problematic than Sampling Error.

Sampling Error can be calculated, whereas many forms of Non Sampling

Error defy estimation. Moreover, Non Sampling Error has been found to be

the major contributor to Total Error, whereas random sampling error is

relatively small in magnitude.

CHECK YOUR PROGRESS

Q9: Define Total Error.

.................................................................................

.................................................................................................................

Q10: Define Non sampling Error.

.....................................................................................................

.....................................................................................................

2.9 CASE STUDIES ON RESEARCH DESIGNS

A CASE STUDY OF HARLEY DAVIDSON
The motorcycle manufacturer Harley-Davidson

(www.harleydavidson.com) made such an important comeback in the early

2000s that there was a long waiting list to get a bike. Harley-Davidson’s

revenues were $5.58 billion in 2012, and it was the U.S. market leader in

the heavyweight category in 2013. Although distributors urged Harley-

Davidson to build more motorcycles, the company was skeptical about

investing in new production facilities. Past years of declining sales had taught
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top management to be more risk-averse than risk-prone. Harley- Davidson

was now performing well again, and investing in new facilities meant taking

risks. Would the demand follow in the long run or would customers stop

wanting Harleys when the next fad came along? The decrease in

motorcycles’ quality linked to Harley’s fast growth had cost the company all

its bad years. Top management was afraid that the decision to invest was

too early. On the other hand, investing would help Harley-Davidson expand

and possibly become the dominant market leader in the heavyweight

segment. Discussions with industry experts indicated that brand loyalty

was a major factor influencing the sales and repeat sales of motorcycles.

Secondary data revealed that the vast majority of motorcycle owners also

owned automobiles such as cars, SUVs, and trucks. Focus groups with

motorcycle owners further indicated that in the United States, motorcycles

were not used primarily as a means of basic transportation but as a means

of recreation. The focus groups and social media also highlighted the role

of brand loyalty in motorcycle purchase.

Forecasts called for an increase in consumer spending on recreation

and entertainment well into the year 2020. Empowered by the Internet and

social media, consumers in the twenty-first century had become increasingly

sophisticated and value-conscious. Yet brand image and brand loyalty played

a significant role in buyer behavior, with well-known brands continuing to

command a premium. Clearly, Harley-Davidson had the necessary

resources and marketing and technological skills to achieve its objective of

being the dominant motorcycle brand on a global basis. This process and

the findings that emerged helped define the management decision problem

and the marketing research problem. The management decision problem

was: Should Harley-Davidson invest to produce more motorcycles? The

marketing research problem was to determine if customers would be loyal

buyers of Harley-Davidson in the long term. Specifically, the research had

to address the following questions:

1. Who are the customers? What are their demographic and

psychographic (lifestyle) characteristics?
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2. Can different types of customers be distinguished? Is it possible to

segment the market in a meaningful way?

3. How do customers feel regarding their Harleys? Are all customers

motivated by the same appeal?

4. Are the customers loyal to Harley-Davidson? What is the extent of

brand loyalty?

One of the research questions (RQs) examined and its associated

hypotheses (Hs) were:

RQ: Can the motorcycle buyers be segmented based on
psychographic characteristics?
H1: There are distinct segments of motorcycle buyers.

H2: Each segment is motivated to own a Harley for a different reason.
H3: Brand loyalty is high among Harley-Davidson customers in all
segments.
This research was guided by the theory that brand loyalty is the result of

positive beliefs, attitude, emotions, and experience with the brand. Both

qualitative research and quantitative research were conducted. First, focus

groups of current owners, would-be owners, and owners of other brands

were conducted to understand their feelings about Harley-Davidson. Then

a survey was conducted to get the demographic and psychographic profiles

of customers and also their subjective appraisal of Harley.

Some of the major findings follow:

l Seven categories of customers could be distinguished:

(1) the adventure-loving traditionalist,

(2) the sensitive pragmatist,

(3) the stylish status seeker,

(4) the laid-back camper,

(5) the classy capitalist,

(6) the cool-headed loner, and

(7) the cocky misfit. Thus, H1 was supported.

l All customers, however, had the same desire to own a Harley: It was a

symbol of independence, freedom, and power. (This uniformity across

segments was surprising, contradicting H2.)
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l All customers were long-term loyal customers of Harley-Davidson,

supporting H3.

Based on these findings, the decision was taken to invest and thus

increase the number as well as the quality of Harleys built.

This example shows the importance of correctly defining the marketing

research problem and developing an appropriate approach.

2.10 LET US SUM UP

In this unit we discussed the  following concepts:

A research design is a framework or blueprint for conducting the

marketing research project. It specifies the details of how the project should

be conducted. Research designs may be broadly classified as exploratory

or conclusive. The primary purpose of exploratory research is to provide

insights into the problem. Conclusive research is conducted to test specific

hypotheses and examine specific relationships. The findings from

conclusive research are used as input into managerial decision making.

Conclusive research may be either descriptive or causal.

The major objective of descriptive research is to describe market

characteristics or functions. Descriptive research can be further classified

into cross-sectional and longitudinal research. Cross sectional designs

involve the collection of information from a sample of population elements

at a single point in time. In longitudinal designs, repeated measurements

are taken on a fixed sample. Causal research is designed for the primary

purpose of obtaining evidence about cause-and-effect (causal)

relationships.

2.11 FURTHER READING

Malhotra, N.K. and Dash, S. (2011). Marketing research: An Applied

Orientation (6th edition), New Delhi: Pearson Education.
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2.12 ANSWERS TO CHECK YOUR
PROGRESS

Ans to Q1: A research design is a framework or blueprint for conducting

the a research project. It gives details of the procedures necessary

for obtaining the information needed to identify or solve marketing

research problems.

Ans to Q2: The Steps that leads to the Formulation of a Research Design

Step 1: Defining the Business Research Problem

Step 2: Developing an Approach to the Problem

Step 3: Formulating the Research Design

Ans to Q3:  Exploratory research is to provide insights into, and an

understanding of, the problem confronting the researcher. Conclusive
research is typically more formal and structured than exploratory

research. It is based on large, representative samples, and the data

obtained are subjected to quantitative analysis.

Ans to Q4: Conclusive research designs are classified as  descriptive or

causal.

Ans to Q5: A focus group is an interview conducted by a trained moderator

in an unstructured and natural manner with a small group of

respondents. The moderator leads the discussion. The main purpose

of focus groups is to gain insights by listening to a group of people

from the appropriate target market talk about issues of interest to the

researcher.

Ans to Q6: An experiment is formed when the researcher manipulates

one or more independent variables and determines their effect on

one or more dependent variables measured on the test units, while

controlling for the effect of extraneous variables.

Ans to Q7: An experimental design is a set of procedures specifying (1)

the test units and how these units are to be divided into homogeneous

subsamples, (2) what independent variables or treatments are to be

manipulated, (3) what dependent variables are to be measured, and

(4) how the extraneous variables are to be controlled.
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Ans to Q8: There are three experimental designs they are :Pre-experimental

designs, True experimental designs and statistical design

Ans to Q9: Total error is the variation between the true mean value in the

population of the variable of interest and the observed mean value

obtained in the marketing research project.

Ans to Q10:Non Sampling Error can be attributed to sources other than

sampling and they maybe random or nonrandom.

2.13 MODEL QUESTIONS

Q.1: Define “research design” in your own words.

Q.2: How does formulating a research design differ from developing an

approach to a problem?

Q.3: List the major components of a research design.

Q.4: Differentiate between exploratory and conclusive research.

Q.5: Define Casual Research.

Q.6: Compare and contrast cross-sectional and longitudinal designs.

Q.7: Discuss the different types of Experimental Designs.

Q.8: Discuss the Errors affecting a Good Research Design.

*****
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UNIT: 3  REVIEWING THE LITERATURE

UNIT STRUCTURE
3.1 Learning Objectives

3.2 Introduction

3.3 Defining Secondary Data

3.4 Definition and Purpose of literature Review

3.5 Types of Literature Review

3.6 Process of Literature Review

3.7 Examples of Literature Review

3.8 Let Us Sum Up

3.9 Further Reading

3.10 Answer To Check Your Progress

3.11 Model Question

3.1 LEARNING OBJECTIVES

After going through this unit, you will be able to:

• define Secondary data

• define literature review

• explain Purpose of literature review

• describe different types of literature review

• explain the process of literature review

• acquainted with some of the examples of literature review

3.2 INTRODUCTION

This is the third unit of the course. In the earlier unit you have got a

fair idea about research. In this unit we are going to discuss about literature

review. A literature review is a survey of everything that has been written

about a particular topic, theory, or research question. It may provide the

background for larger work, or it may stand on its own. An effective literature

review analyzes and synthesizes information about key themes or issues.

Review of literature is done based on secondary data. So in this unit, we

will also discuss some points on secondary data and its advantages and
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disadvantages. This unit will also give an idea about how to conduct literature

review for research.

3.3 DEFINING SECONDARY DATA

After the selection of research problem, the next step is to gather

requisite data. These data can be collected either through survey (primary

data) or through other sources (secondary data).

Definition: Any data which have been gathered earlier for some other

purposes are called as secondary data.

let us now discuss the advantages and disadvantages of secondary data.

• Advantages of secondary data:

i. It is very economical, as the cost of collecting original data

is saved.

ii. It saves much time, as the data are easily available.

iii. Primary data collection becomes more specific and relevant

with the help of secondary data.

iv. Finally, secondary data can be used as a basis for

comparison with primary data that the researcher has just

collected.

• Disadvantages of secondary data:

i. One does not always know how accurate the secondary

data are. In case the degree of inaccuracy is high, the use

of such data would undermine the utility of the research

study.

ii. A severe limitation in the use of secondary data is that they

may be somewhat out of date.

3.4 DEFINITION AND PURPOSE OF LITERATURE
REVIEW

Generally literature review is considered as a summary of previous

research on a topic.  The literature review surveys scholarly articles, books,

and other sources relevant to a particular area of research or interest. 
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Within the review the author provides a description, summary and critical

evaluation of each source, i.e. the strengths and weaknesses. The literature

review may also identify gaps or controversies in the literature and topics

needing further research.

Definition: A literature review is an evaluative report of information found

in the literature related to your selected area of study. The review should

describe, summarise, evaluate and clarify this literature. It should give a

theoretical base for the research and help you (the author) determine the

nature of your research.In writing the literature review, your purpose is to

convey to your reader what knowledge and ideas have been established on

a topic, and what their strengths and weaknesses are. As a piece of writing,

the literature review must be defined by a guiding concept (e.g., your

research objective, the problem or issue you are discussing or your

argumentative thesis). It is not just a descriptive list of the material available,

or a set of summaries

Besides enlarging your knowledge about the topic, writing a literature review

lets you gain and demonstrate skills in two areas

1. information seeking: the ability to scan the literature efficiently,

using manual or computerized methods, to identify a set of useful

articles and books

2. critical appraisal: the ability to apply principles of analysis to identify

unbiased and valid studies.

The format of the literature review may vary from discipline to discipline,

and from assignment to assignment, but the purpose is standard:  critical

analysis of a body of knowledge through summation and comparison.

The analytical features of a literature review might:

• provide the historical background for your research;

• describe issues, debates, theories, concepts and related research

in the field; and

• shows how your research will extend these or address a gap.

• Give a new interpretation of old material or combine new with old

interpretations.
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• Depending on the situation, evaluate the sources and advise the

reader on the most pertinent or relevant research, or

• Usually in the conclusion of a literature review, identify where gaps

exist in how a problem has been researched to date

Purposes of literature review:

• Place each work in the context of its contribution to understanding

the research problem being studied.

• Describe the relationship of each work to the others under

consideration.

• Identify new ways to interpret prior research.

• Reveal any gaps that exist in the literature.

• Resolve conflicts amongst seemingly contradictory previous

studies.

• Identify areas of prior scholarship to prevent duplication of effort.

• Point the way in fulfilling a need for additional research.

• Locate your own research within the context of existing literature.

3.5 TYPES OF LITERATURE REVIEW

Depending on the type of research one conducts, the type of

literature review varies. Generally a review can be either a book review,

annotated bibliography or literature review.

Other types of literature review are:

1. Argumentative Review: This form examines literature selectively in

order to support or refute an argument, deeply imbedded assumption,

or philosophical problem already established in the literature. The

purpose is to develop a body of literature that establishes a contrarian

viewpoint.

2. Integrative Review: Considered a form of research that reviews,

critiques, and synthesizes representative literature on a topic in an

Book Review Annotated Bibliography Literature Review
Analyzes and evaluates a
particular book.

Summarizes relevant sources
and explains the significance of
that source to the research
question.

Surveys all relevant literature
to determine what is known and
not known about a particular
topic.
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integrated way such that new frameworks and perspectives on the

topic are generated. The body of literature includes all studies that

address related or identical hypotheses or research problems. A well-

done integrative review meets the same standards as primary research

in regard to clarity, rigor, and replication. This is the most common

form of review in the social sciences.

3. Historical Review: Few things rest in isolation from historical

precedent. Historical literature reviews focus on examining research

throughout a period of time, often starting with the first time an issue,

concept, theory, phenomena emerged in the literature, then tracing

its evolution within the scholarship of a discipline.

4. Methodological Review: Reviewing methods of analysis provides

a framework of understanding at different levels [i.e. those of theory,

substantive fields, research approaches, and data collection and

analysis techniques], how researchers draw upon a wide variety of

knowledge ranging from the conceptual level to practical documents

for use in fieldwork in the areas of ontological and epistemological

consideration, quantitative and qualitative integration, sampling,

interviewing, data collection, and data analysis.

5. Systematic Review: This form consists of an overview of existing

evidence pertinent to a clearly formulated research question, which

uses pre-specified and standardized methods to identify and critically

appraise relevant research, and to collect, report, and analyze data

from the studies that are included in the review. The goal is to

deliberately document, critically evaluate, and summarize scientifically

all of the research about a clearly defined research problem.

6. Theoretical Review: The purpose of this form is to examine the

corpus of theory that has accumulated in regard to an issue, concept,

theory, phenomena. The theoretical literature review helps to establish

what theories already exist, the relationships between them, to what

degree the existing theories have been investigated, and to develop

new hypotheses to be tested.
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CHECK YOUR PROGRESS

Q.1 : Define Secondary data.

..................................................................................

.....................................................................................................

Q.2 : State any two types of literature review.

.....................................................................................................

.....................................................................................................

3.6 PROCESS OF LITERATURE REVIEW

Writing a literature review is often the most daunting part of writing

an article, book, thesis, or dissertation. Though there is no hard and fast

rule for writing a literature review, for systematic writing of literature six

steps were given below:

Step One: Determine the information needed:

Before you begin to search for articles or books, decide beforehand what

areas you are going to research. Make sure that you only get articles and

books in those areas, even if you come across fascinating books in other

areas.

Step Two: Explore the information source available:

Conduct a comprehensive bibliographic search of books and articles in

your area. Read the abstracts online and download and/or print those articles

that pertain to your area of research. Find books in the library that are relevant

and check them out. Set a specific time frame for how long you will search.

Step Three: Read and highlight evidence:

Skim the contents of each book and article and look specifically for these

five things:

1. Claims, conclusions, and findings about the constructs you are

investigating

2. Definitions of terms

3. Calls for follow-up studies relevant to your project

4. Gaps you notice in the literature

5. Disagreement about the constructs you are investigating
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Step Four: Make notes (Code the literature):

Figure out what the main themes are. Place each excerpt into a themed

pile. Make sure each note goes into a pile. If there are excerpts that you

can’t figure out where they belong, separate those and go over them again

at the end to see if you need new categories.

Step Five: Review the literature:

Review the literature from your point of view and explain how relevant it is

for your research.

Step Six: Write and present data:

Choose any section of your conceptual schema to begin with. You can

begin anywhere, because you already know the order. Figure out a mini-

conceptual schema based on that theme by grouping together those

excerpts that say the same thing. Don’t forget to include the citations as

you write, so as not to lose track of who said what. Repeat this for each

section of your literature review.

Ways to Organize Your Literature Review:

There are different ways for organizing literature review. Some of them are

discussed as below:

• Chronology of Events:

If your review follows the chronological method, you could write about the

materials according to when they were published. This approach should
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only be followed if a clear path of research building on previous research

can be identified and that these trends follow a clear chronological order of

development.

• Thematic [“conceptual categories”]:

Thematic reviews of literature are organized around a topic or issue, rather

than the progression of time. However, progression of time may still be an

important factor in a thematic review. For example, a review of the Internet’s

impact on American presidential politics could focus on the development of

online political satire. While the study focuses on one topic, the Internet’s

impact on American presidential politics, it will still be organized

chronologically reflecting technological developments in media. The only

difference here between a “chronological” and a “thematic” approach is

what is emphasized the most: the role of the Internet in presidential politics.

Note however that more authentic thematic reviews tend to break away

from chronological order. A review organized in this manner would shift

between time periods within each section according to the point made.

Methodological:

A methodological approach focuses on the methods utilized by the

researcher. A methodological scope will influence either the types of

documents in the review or the way in which these documents are

discussed.

3.7 EXAMPLES OF LITERATURE REVIEW

Two examples of literature review were given in the following:

• Keller (2003), analyses the key issues i.e. synthesizing the multi

dimensionality of branding elements to measure brand knowledge.

This study presented a representation of brand knowledge based

largely on cognitive psychology. The study demonstrated that,

Consumer brand knowledge relates to the cognitive representation

of the brand. The study defined Consumer brand knowledge in terms

of the all descriptive and evaluative brand-related information of a

brand stored in consumer memory. According to this study, the

multiple dimensions of brand knowledge are Awareness, Attributes,



45

Benefits, Images, Thoughts, Feelings, Attitudes and Experiences.

The study concludes that, the multidimensional nature of consumer

brand knowledge (in terms of different types of information in

consumer memory) and leveraging (in terms of multiple sources of

secondary meaning from a linked entity) must be understood and

accounted for providing the right perspective and backdrop to

consumer research into branding. The study conclude that adopting

broader, more holistic perspectives that synthesize the

multidimensionality of brand knowledge is critical to advance branding

theory and practice, both in general and with brand leveraging in

particular.

• V. Srinivasan, Chan Su Park, Dae Ryun Chang (2010) in their study

proposes a new approach for measuring, analyzing, and predicting

a brand’s equity in a Durable product market (cellular phone). The

approach takes into account three sources of Brand Equity; Brand

Awareness, attribute perception biases, and non attribute. The

survey-based study has been conducted among 281 users of digital

cellular phone users in Korea by a commercial research firm. Results

of the study shows that among the three sources of Brand Equity,

Brand Awareness contributes to Brand Equity the largest, and it is

the most important attributes for measuring Brand Equity, followed

by non attribute preference and to a smaller extent, enhanced

attribute perceptions. They also found that, the impacts of a brand’s

equity on the leading brand’s market share and contribution are

substantial.

• Example of summarised literature review in tabular form:

Study Purpose Stimuli Design Findings

Kevin Lane
Keller (1993)

Conceptualisation
of customer based
brand equity

Descriptive Model Design Customer based
brand equity can
be measured
through a model of
brand  knowledge
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CHECK YOUR PROGRESS

Q.3 : How many steps are there in systematic

literature review process?

..................................................................................................................

..................................................................................................................

Q.4 : Explain “chronology of events”.

..................................................................................................................

..................................................................................................................

3.8 LET US SUM UP

In this unit we have discussed the following:

• A literature review is an evaluative report of information found in

the literature related to your selected area of study.

• Literature review is a form of secondary data. Any data which have

been gathered earlier for some other purposes are called as secondary

data.

• Depending on the type of research one conducts, the type of literature

review varies. Generally a review can be either a book review,

annotated bibliography or literature review.

• Other types of literature review are:

• Argumentative Review

• Integrative Review

• Historical Review

• Methodological Review

• Systematic Review

• Theoretical Review

• For systematic writing of literature six steps were given below:

Á Step One: Determine the information needed

Á Step Two: Explore the information source available

Á Step Three: Read and highlight evidence
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Á Step Four: Make notes (Code the literature)

Á Step Five: Review the literature

Á Step Six: Write and present data

• There are different ways for organizing literature review, which are

below:

• Chronology of Events

• Thematic [“conceptual categories”]

• Methodological

3.9 FURTHER READING

1. Shields, Patricia; Rangarjan, Nandhini (2013). A Playbook for

Research Methods: Integrating Conceptual Frameworks and Project

Management. Stillwater, Oklahoma: New Forums Press. ISBN 1-

58107-247-3.

2. www. Wikiepedia.org

3. https://guides.library.harvard.edu/literaturereview

4. http://libguides.usc.edu/writingguide/literaturereview

5. Kakati  R. P. and Choudhury S. (2013),Measuring Customer-Based

Brand Equity Through Brand Building Blocks for Durables,The IUP

Journal of Brand Management, Vol. X, No. 2, pp.24-42

3.10 ANSWERS TO CHECK YOUR
PROGRESS

Ans. to Q. 1 : Any data which have been gathered earlier for some

other purposes are called as secondary data.

Ans. to Q. 2 : a) Historical review, b) Systematic review

Ans. to Q. 3 : There are six steps in systematic literature review

process

Ans. to Q.4 : It is a way of organizing literature review. If your review

follows the chronological method, you could write about

the materials according to when they were published..
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3.11 MODEL QUESTIONS

Q.1: Define literature review.

Q.2: What is secondary data? State its advantages and disadvantages.

Q.3: Discuss different types of literature review.

Q.4: Discuss the process of literature review.

Q.5: Discuss different ways of organizing literature review.

****
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UNIT 4: RESEARCH PROBLEM AND
FORMULATION OF RESEARCH
HYPOTHESIS

UNIT STRUCTURE:

4.1 Learning Objectives

4.2 Introduction

4.3 Defining the Research Problem

4.4 Management Decision Problem and Marketing Research

Problem

4.5 Components of the Research Problem

4.5.1 Analytical Framework and Models

4.5.2 Formulation of Research Question and Hypotheses

4.5.3 Specification of Information Needed

4.6 Contents of a Research Proposal

4.7 Let Us Sum Up

4.8 Further Reading

4.9 Answers to Check your progress

4.10 Model Questions

4.1 LEARNING OBJECTIVES

After going through this unit, you will be able to:

• discuss the meaning of Research Problem.

• outline the differences between Management Decision Problem and

Management Research Problem.

• discuss the Problem Identification Process.

• define the different components of the Research Problem.

• formulate a Research Hypothesis.

• discuss how to write a Research Proposal.

• discuss the Contents of a Research Proposal.
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4.2 INTRODUCTION

In the earlier units we discussed the basic concept in business

reserach like the meaning  and concept of reserach, reserach design and

its various types.

In the previous unit (unit 3), we learned about one iof the main

component of reserach i.e literature review. In this unit, let us discuss the

various issues related to reserach problem  and formulation of research

hypotheses.

4.3 DEFINING THE RESEARCH PROBLEM

Although every step in a marketing research project is important,

problem definition is the most important step. As mentioned in Unit 1,

marketing or business researchers consider problems and opportunities

confronting management to be interchangeable because the investigation

of each follows the same research process. Problem definition involves

stating the problem confronting the managers (the management decision

problem) and the marketing research problem that the researcher will

address. The latter should be broken down into a broad statement and the

specific components of the marketing research problem, as illustrated by

the opening feature about Harley-Davidson Case Study (Unit 2). This

example provided the problem confronting Harley-Davidson Case Study

(Unit 2) management and a broad statement of the research problem, and

identified its four specific components. The researcher and the key decision

makers on the client side should agree on the definition of the problem. The

client is the individual or organization commissioning the research. The

client might be an internal person, as in the case of a research director

dealing with a decision maker in her or his own organization. Alternatively,

the client might be an external entity if the research is being conducted by a

marketing research firm. Only when both parties have clearly defined and

agreed on the marketing research problem can research be designed and

conducted properly. The basic message here is that it is critical to clearly

identify and define the marketing research problem. The problem-definition
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process provides guidelines on how to define the marketing research

problem correctly.

 Research problem is a question that researcherwants to answer

or a problem that a researcherwants to solveIdentification & formulation of

a research problem isthe first step of the research process.Selection of

research problem depends on severalfactors such as

researcher’sknowledge, skills, interest, expertise, motivation &creativity with

respect to the subject of inquiry.It is believed that most of the good research

studiesneed lots of time for selection of a researchproblem.

Some of the definition given by scholars are :

According to Kerlinger, ‘A problem is an interrogative sentence or

statement that asks whatrelation exists between two or more variable. The

answer to question will provide what is having sought in the research.

R.S. Woodworth defines problem as ‘a situation forwhich we have

no ready & successful response byinstinct or by previous acquired habit.

We must findout what to do’, i.e. the solution can be found outonly after an

investigation.

Thus, ‘A research problem is an area ofconcern where there is a

gap in the knowledgebase needed for professional practices.

Process of Defining The Problem and Developing An Approach: To

define a research problem correctly, the researcher must perform a number

of tasks. The researcher must discuss the problem with the decision makers

in the client organization, interview industry experts and other knowledgeable

individuals, analyze secondary data, and sometimes conduct qualitative

research. This informal data collection helps the researcher understand

the context or environment within which the problem has arisen. A clear

understanding of the marketing environment also provides a framework for

identifying the management decision problem: What should the

management do? The management decision problem is then translated

into a marketing research problem, the problem that the researcher must

investigate. Based on the definition of the marketing research problem, the

researcher develops an appropriate approach.
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The general rule to be followed in defining the research problem is

that the definition should (1) allow the researcher to obtain all the information

needed to address the management decision problem, and (2) guide the

researcher in proceeding with the project.

Researchers make two common errors in problem definition . The

first arises when the research problem is defined too broadly. A broad

definition does not provide clear guidelines for the subsequent steps involved

in the project. Some examples of overly broad marketing research problem

definitions are

(1) Developing a marketing strategy for the brand,

(2) Improving the competitive position of the firm, or

(3) Improving the company’s image. These are not specific enough to

suggest an approach to the problem or a research design.

The second type of error is just the opposite: The research problem

is defined too narrowly.A narrow focus may preclude consideration of some

courses of action, particularly those that are innovative and not obvious. It

may also prevent the researcher from addressing important components

of the management decision problem. For example, in a project conducted

for a major consumer products firm, the management problem was how to

respond to a price cut initiated by a competitor. The alternative courses of

action initially identified by the firm’s research staff were:

(1) decrease the price of the firm’s brand to match the competitor’s price

cut;

(2) maintain price but increase advertising heavily; and

(3) decrease the price somewhat, without matching the competitor’s

price, and moderately increase advertising.

None of these alternatives seemed promising. When outside

marketing research experts were brought in, the problem was redefined as

improving the market share and profitability of the product line. Qualitative

research indicated that, in blind tests, consumers could not differentiate

products offered under different brand names. Consumers also relied on

price as an indicator of product quality reasoning that if costs more it must

be of a higher quality. These findings led to a creative alternative: Increase
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the price of the existing brand and introduce two new brands—one priced

to match the competitor and the other priced to undercut it. This strategy

was implemented, leading to an increase in market share and profitability.

The likelihood of committing either error of problem definition can

be reduced by stating the marketing research problem in broad, general

terms and identifying its specific components. The broad statement provides

perspective on the problem and acts as a safeguard against committing

the second type of error. The specific components focus on the key aspects

of the problem and provide clear guidelines on how to proceed. They act as

a safeguard against committing the first type of error.

CHECK YOUR PROGRESS

Q.1: How  is a Research Problem defined?

...................................................................................

.................................................................................................................

Q.2: Define the Problem Definition Process.

.....................................................................................................

.....................................................................................................

4.4 MANAGEMENT DECISION PROBLEM AND
MARKETING RESEARCH PROBLEM

The management decision problem asks what the decision maker

needs to do, whereas the marketing research problem asks what

information is needed and how it can best be obtained (see Table 4.1).

Research is directed at providing the information necessary to make a sound

decision. The management decision problem is action-oriented, framed

from the perspective of what should be done. How should the loss of market

share be arrested? Should the market be segmented differently? Should a

new product be introduced? Should the promotional budget be increased?

In contrast, the marketing research problem is information-oriented.

Research is directed at providing the information necessary to make a sound

decision. The management decision problem focuses on the symptoms,

whereas the marketing research problem is concerned with the underlying
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causes (see Table 4.2). Of course, the marketing research problem should

be closely linked to the management decision problem. If the researcher

addresses the marketing research problem, then the findings should help

the decision maker(s) address the management decision problem; that is,

effectively make the decision confronting management.

To further illustrate the distinction between the two orientations,

consider an illustrative problem: the loss of market share for the Old Spice

product line (aftershave, cologne, deodorant). The decision maker is faced

with the problem of how to recover this loss (the management decision

problem). Possible responses include modifying existing products, introducing

new products, reducing prices, changing other elements in the marketing

mix, and segmenting the market. Suppose the decision maker and the

researcher believe that the problem can be traced to market segmentation;

that is, Old Spice should be targeted at a specific segment. They decide to

conduct research to explore that issue. The marketing research problem

would then become the identification and evaluation of different ways to

segment or group the market. As the research process progresses, problem

definition can be modified to reflect emerging information. Table 4.2 provides

additional examples, including that of Harley-Davidson Case Study (Unit

2) feature in this chapter, that further clarify the distinction between the

management decision problem and the marketing research problem.

Table 4.1 Management Decision Problem Versus Marketing Research

Problem
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Defining the Research Problem:

The general rule to be followed in defining the research problem is

that the definition should (1) allow the researcher to obtain all the information

needed to address the management decision problem, and (2) guide the

researcher in proceeding with the project. Researchers make two common

errors in problem definition. The first arises when the research problem is

defined too broadly. A broad definition does not provide clear guidelines for

the subsequent steps involved in the project. Some examples of overly

broad marketing research problem definitions are (1) developing a marketing

strategy for the brand, (2) improving the competitive position of the firm, or

(3) improving the company’s image. These are not specific enough to

suggest an approach to the problem or a research design.

The second type of error is just the opposite: The marketing research

problem is defined too narrowly. A narrow focus may preclude consideration

of some courses of action, particularly those that are innovative and not

obvious. It may also prevent the researcher from addressing important

components of the management decision problem. For example, in a project

conducted for a major consumer products firm, the management problem

was how to respond to a price cut initiated by a competitor. The alternative

courses of action initially identified by the firm’s research staff were (1)

decrease the price of the firm’s brand to match the competitor’s price cut;

(2) maintain price but increase advertising heavily; and (3) decrease the

price somewhat, without matching the competitor’s price, and moderately

increase advertising. None of these alternatives seemed promising. When

outside marketing research experts were brought in, the problem was

redefined as improving the market share and profitability of the product line.

Qualitative research indicated that, in blind tests, consumers could not

differentiate products offered under different brand names. Consumers also

relied on price as an indicator of product quality reasoning that if costs

more it must be of a higher quality. These findings led to a creative

alternative: Increase the price of the existing brand and introduce two new

brands—one priced to match the competitor and the other priced to undercut

it. This strategy was implemented, leading to an increase in market share

and profitability.
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The likelihood of committing either error of problem definition can

be reduced by stating the marketing research problem in broad, general

terms and identifying its specific components. The broad statement

provides perspective on the problem and acts as a safeguard against

committing the second type of error. The specific components focus on

the key aspects of the problem and provide clear guidelines on how to

proceed. They act as a safeguard against committing the first type of error.

4.5 COMPONENTS OF THE RESEARCH PROBLEM

The tasks performed earlier also help in developing an approach.

An approach to a marketing research problem should include the following

components: analytical framework and models, research questions and

hypotheses, and a specification of the information needed. Each of these

components are discussed in the following sub sections:

4.5.1 Analytical Framework and Models

In general, marketing research should be based on objective

evidence and supported by theory. Objective evidence (evidence

that is unbiased and supported by empirical findings) is gathered by

compiling relevant findings from secondary sources. A theory is a

conceptual framework based on foundational statements that are

assumed to be true and that guide the collection of this data. Theory

may come from academic literature contained in books, journals,

and monographs. For example, according to attitude theory, attitude

toward a brand, such as Nike sneakers, is determined by an

evaluation of the brand on salient attributes (e.g., price, performance,

durability, and style). Relevant theory provides insight regarding which

variables should be investigated and which should be treated as

dependent variables (those whose values depend on the values of

other variables) and which should be treated as independent

variables (those whose values affect the values of other variables).

Thus, attitude toward Nike will be the dependent variable; price,

performance, durability, and style will be independent variables. The
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Harley-Davidson Case Study (Unit 2) research was guided by

the theory that brand loyalty is the result of positive beliefs, attitude,

emotions, and experience with the brand. The approach should be

based on some kind of working theory or analytical framework.An

analytical framework is a statement of the theory as applied to the

marketing research problem. This is also helpful in developing an

appropriate model.

An analytical model consists of a set of variables related in

a specified manner to represent all or a part of some real system or

process. Models can take many forms, but here we will focus on

graphical models. Graphical models are visual and pictorially

represent the theory. They are used to isolate variables and to

suggest directions of relationships; however, they are not designed

to provide numerical results. Graphical models are particularly helpful

in conceptualizing an approach to the problem, as the following new

car purchase model illustrates.

The following graphical model illustrates the new car

purchase decision process. A person starts as a passive consumer

(“I am not now interested in considering the purchase of a new

vehicle”). When the consumer is actively interested in purchasing a

new car, the consumer creates a consideration set (limits the brands

to be considered). This is followed by shopping, buying (sale), and

assessing the value of products and services. Automobile firms such

as BMW have used the new car purchase model to formulate

marketing strategies that are consonant with consumers’ underlying

decision-making process. In this model, BMW is part of the

consideration set for a certain group of consumers who are

interested in luxury and innovation. The 2013 marketing theme of

BMW, “BMW Efficient Dynamics. Less emissions. More Driving

Pleasure,” was based on this model.
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4.5.2 Formulation of Research Questions and
Hypotheses

Research questions (RQs) are refined statements of the

specific components of the problem. A problem component might

break into several research questions. Research questions are

designed to ask the specific information required to address each

problem component. Research questions that address the problem

components successfully provide valuable information for the

decision maker. The formulation of the research questions should

be guided, not only by the problem definition, but also by the analytical

framework and the model adopted. In the new car purchase model,

the factors that influenced consumers’ selection of an automobile

brand may be postulated based on theoretical framework as brand

name, price, performance, styling, options (features), and quality.

Several research questions can be posed related to these factors:

What is the relative importance of these factors in influencing

consumers’ selection of automobiles? Which factor is the most

important? Which factor is the least important? Does the relative

importance of these factors vary across consumers?

A hypothesis (H) is an unproven statement or proposition

about a factor or phenomenon that is of interest to the researcher. It

may be a tentative statement about the relationships discussed in

the theory or analytical framework or represented in the analytic

model. The hypothesis can also be stated as a possible answer to

the research question. Hypotheses are statements about proposed

relationships rather than merely questions to be answered. They

reflect the researchers’ expectation and can be tested empirically.

Hypotheses also play the important role of suggesting variables to

be included in the research design. In commercial marketing

research, the hypotheses are not formulated as rigorously as they

are in academic research.
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4.5.3 Specification of Information Needed

By focusing on each component of the problem, the research

questions and hypotheses, the researcher can determine what

information should be obtained. It is helpful to carry out this exercise

for each component of the problem and to make a list specifying all

the information that should be collected. We illustrate this process

with respect to the Harley-Davidson Case Study (Unit 2).

Information Needed for Component 1

• Ownership of motorcycles (Harley-Davidson and its

competitors). Interest in potentially owning a motorcycle if they

do not currently have one.

• Standard demographic characteristics (e.g., gender, marital

status, household size, age, education, occupation, income, and

type and number of automobiles owned) and psychographic

characteristics. Psychographic characteristics include outdoor

and recreational activities, family orientation, and attitude toward

adventure.

Information Needed for Component 2

• No new information to be collected. The segments can be

identified based on information obtained for the first component.

Information Needed for Component 3

• Ratings of Harley-Davidson motorcycles on image, features,

brand name, and subjective perceptions.

Information Needed for Component 4

• Attitudes toward, preferences for, and repurchase of Harley-

Davidson motorcycles.

This process is further illustrated by the United Airlines Case.

United Airline, the world’s leading airline as of 2014, had to

deal with passenger loyalty, as did other major airlines. Its

management decision problem: how to attract more and more loyal



60

passengers? The broad marketing research problem was to identify

the factors that influence the loyalty of airline travelers. The basic

answer is to improve service. Exploratory research, theoretical

framework, and empirical evidence reveal that the consumers’

choice of an airline is influenced by safety, the price of the ticket, the

frequent-flyer program, convenience of scheduling, and brand name.

A graphical model stipulated that consumers evaluate

competing airlines based on factors of the choice criteria for selecting

a preferred airline. The problem was that major airlines were quite

similar on these factors. Indeed, “airlines offer the same schedules,

the same service, and the same fares.” Consequently, United Airlines

had to find a way to differentiate itself. Food turned out to be the

solution.

Secondary data, like the J. D. Power & Associates survey

on “current and future trends in the airline food industry,” and analysis

of social media indicated that “food service is a major contributor to

customer loyalty.”

This survey also emphasized the importance of food brands.

The airline’s Marketrak survey told United Airlines that “customers

wanted more varied and up-to-date food.” The following research

questions and hypotheses may be posed.

RQ1: How important is food for airline customers?

H1: Food is an important factor for airline travellers.

H2: Travellers value branded food.

H3: Travellers prefer larger food portions but with consistent

quality.

H4: Travellers prefer exotic food.

Specification of information needed included the identification

of competing airlines (Delta, American, etc.), factors of the choice

criteria (already identified), measurement of airline travel, and loyalty.

This kind of research helped United Airlines to define their marketing

research problem and develop the approach. Focus groups and

surveys were conducted to check customers’ perceptions of food
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in United Airlines’ aircraft. The results provided support for all the

hypotheses (H1 to H4). United Airlines then made a few changes:

new “culinary menus,” larger portions of food, new coffee, and

branded products (e.g., Godiva chocolates). As of 2014, snack

offerings were available for purchase on most flights longer than

two hours. This resulted in better service, increasing customer

satisfaction and fostering loyalty.

CHECK YOUR PROGRESS

Q.3: What is a  Research Question?

...............................................................................................

................................................................................................................

Q.4: What is a  Research Hypothesis?

.....................................................................................................

.....................................................................................................

4.6 CONTENTS OF A RESEARCH PROPOSAL

Once the research design has been formulated and budgeting and

scheduling of the project accomplished, a written research proposal should

be prepared. The  Research Proposal contains the essence of the project

and serves as a contract between the researcher and management. The

research proposal contains all phases of the marketing research process.

It describes the research problem, the approach, the research design and

how the data will be collected, analyzed and reported. It gives a cost estimate

and time schedule for completing the project. Although the format of research

proposal may vary considerably, most proposals addresses all steps of

the research process and contain the following elements.

(i) Executive Summary – The proposal should be begin with

a summary of the major points from each of the other

sections, presenting an overview of the entire proposal.

(ii) Background – The background to the problem, including

the environmental context, should be discussed.
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(iii) Problem Definition/Objectives of the Research –

Normally, a statement of the problem, including the specific

components, should be presented. If this statement has not

been developed (as in the case of problem identification

research), the objectives of the marketing research project

should be clearly specified.

(iv) Approach to the Problem – At a minimum, a review of the

relevant academic and trade literature should be presented,

along with some kind of an analytical model. If research

questions and hypothesis have been identified, then these

should be included in the proposal.

(v) Research Design – The research design adopted, whether

exploratory, descriptive, or causal, should be specified.

Information should be provided on the following components.

Information should be provided on the following components:

(a) Kind of information to be obtained , (b) method of

administering the questionnaire (mail, telephone, personal

or electronic interviews), (c) scaling techniques, (d) nature

of the questionnaire (type of questions asked, length,

interviewing time), (e) sampling plan and sample size.

(vi) Fieldwork/Data Collection – The proposal should discuss

how the data will be collected and who will collect it. If the

fieldwork is to be subcontracted to another supplier, this

should be stated. Control mechanisms to ensure the quality

of data collected should be described.

(vii) Data Analysis --– The kind of data analysis that will be

conducted (simple cross tabulations, univariate analysis,

multivariate analysis) and how the results will be interpreted

should be described.

(viii) Reporting – The proposal should specify whether

intermediate reports will be presented and at what stages,

what will be the form of the final report, and whether a formal

presentation of the results will be made.
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(ix) Cost and Time – The cost of the project and a time schedule,

broken down by phases, should be presented. A CPM or

PERT chart might be included. In large projects, a payment

schedule is also worked out in advance.

(x) Appendices --– Any statistical or other information that is of

interest only to a few people should be contained in the

appendices.

Preparing a research proposal has several advantages. It ensures

that the researcher and management agree about the nature of the project

and helps sell the project to management. Because preparation of the project

entails planning, it helps the researcher conceptualize and execute the

marketing research project.

CHECK YOUR PROGRESS

Q.5: What is a Research Proposal?

..................................................................................

..................................................................................................................

Q.6: What are the contents of a  Research Proposal?

.....................................................................................................

.....................................................................................................

4.7 LET US SUM UP

Defining the  research problem is the most important step in a

research project. It is a difficult step because management frequently has

not determined the actual problem or has only a vague notion about it. The

researcher’s role is to help management identify and isolate the problem.

The tasks involved in formulating the marketing research problem include

discussions with management, including the key decision makers, interviews

with industry experts, analysis of secondary data, and qualitative research.

These tasks should lead to an understanding of the environmental context

of the problem. The environmental context of the problem should be analyzed
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and certain essential factors evaluated. These factors include past

information and forecasts about the industry and the firm, objectives of the

DM, buyer behavior, resources and constraints of the firm, the legal and

economic environment, and marketing and technological skills of the firm.

Analysis of the environmental context should assist in the

identification of the management decision problem, which should then be

translated into a marketing research problem. The management decision

problem asks what the DM needs to do, whereas the marketing research

problem asks what information is needed and how it can be obtained

effectively and efficiently. The researcher should avoid defining the marketing

research problem either too broadly or too narrowly. An appropriate way of

defining the marketing research problem is to make a broad statement of

the problem and then identify its specific components.

Developing an approach to the problem is the second step in the

marketing research process. The components of an approach consist of

an analytical framework and models, research questions and hypotheses,

and specification of the information needed. It is necessary that the approach

developed be based on theory or an analytical framework. The relevant

variables and their interrelationships may be neatly summarized by a

graphical model. The research questions are refined statements of the

specific components of the problem that ask what specific information is

required with respect to the problem components. Research questions may

lead to specific hypotheses. Finally, given the problem definition, research

questions, and hypotheses, the information needed can be specified. When

defining the problem or developing an approach in international marketing

research, the researcher must consider the differences in the environment

prevailing in the domestic market and the foreign markets. Analysis of social

media content can facilitate problem definition and the development of an

approach. Several ethical issues that have an impact on the client and the

researcher can arise at this stage, but they can be resolved by adhering to

the codes of ethics of marketing research associations.
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4.8 FURTHER READING

1. Malhotra, N.K. and Dash, S. (2011). Marketing research: An Applied

Orientation (6th edition), New Delhi: Pearson Education.

4.9 ANSWERS TO CHECK YOUR
PROGRESS

Ans to Q1: A research problem is an area ofconcern where there is a gap

in the knowledgebase needed for professional practices

Ans to Q2: Problem definition involves stating the problem confronting the

managers (the management decision problem) and the marketing

research problem that the researcher will address.

Ans to Q3: Research questions (RQs) are refined statements of the specific

components of the problem. A problem component might break into

several research questions. Research questions are designed to ask

the specific information required to address each problem component.

Ans to Q4: A hypothesis (H) is an unproven statement or proposition about

a factor or phenomenon that is of interest to the researcher. It may be

a tentative statement about the relationships discussed in the theory

or analytical framework or represented in the analytic model.

Ans to Q5: The  Research Proposal contains the essence of the project

and serves as a contract between the researcher and management.

The research proposal contains all phases of the research process.

Ans to Q6: The contents of research proposal are:

(i) Executive Summary

(ii) Background

(iii) Problem Definition/Objectives of the Research

(iv) Approach to the Problem

(v) Research Design

(vi) Fieldwork/Data Collection
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(vii) Data Analysis

(viii) Reporting

(ix) Cost and Time

(x) Appendices

4.10 MODEL QUESTIONS

Q.1: What is the first step in conducting a marketing research project?

Q.2: Why is it important to define the marketing research problem

appropriately?

Q.3: What are some reasons why management is often not clear about

the real problem?

Q.4: What is the role of the researcher in the problem-definition process?

Q.5: What is the environmental context of a marketing research problem?

Q.6: What are some differences between a management decision

problem and a marketing research problem?

Q.7: What are the common types of errors encountered in defining a

marketing research problem? What can be done to reduce the

incidence of such errors?

Q.8: What guides the formulation of a research question?

Q.9: Is it necessary for every research project to have a set of hypotheses?

Why or why not?

Q.10: What is the most common form of analytical models?

Q.11: What a contents required in writing a Research Proposal ?

*****






