MIS and Market research

1. The Marketing Information System (MIR, MIS): every firm must organize and distribute a continuous flow of information to its marketing managers. The companies study their manager’s information needs and design the Marketing Information System to meet the needs. It consists of the following: People, Equipment, Procedures together sort, analyse, evaluate and distribute the needed information to marketing decision makers.

It consists of:
· Internal company records
· External marketing competitive data

· Environmental data about STEEP
· Marketing research data
· Marketing research / market research
· Marketing decision analysis

a) Internal company record means the reports on orders, sales, prices, costs, inventory levels, payables, receivables. By analyses this information marketing managers can spot the problems and opportunities.
b) External marketing competitive data: it is a set of procedures and sources used by managers to obtain everyday information about developments in the marketing environment (sources: distributers, trade publicities)

c) Environmental data: up-to-date information about the STEEP elements
d) Marketing Research: it is a systematic collection, design, analyses and reporting of data and findings relevant to a specific marketing situation facing a company. Can be done either by the company’s own department or higher agency. Market research is the investigation of a certain target market.
2.  How does the marketing information system work?

Data resources
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                           INFORMATION FOR DECISION MAKING
Marketing Management
The principal objective if MIS is to reduce decision risk by providing the marketing management with relevant, timely and accurate information.
There are at least 3 reasons why marketing research cannot provide perfect answers or eliminate risk entirely.

· Human beings are complex and unpredictable

· A sudden change in the environment (STEEP, geographic) can make result of market study inaccurate
· The cost of processing accurate data often is so expensive that the firm simply cannot justify the expenditure of money on it.

3.  The process of marketing research in short
To predict buyers’ responses to different features, styles and other attributes, sellers must turn to marketing research. We define marketing research as the systematic design, collection, analysis, and reporting of data and findings relevant to a specific marketing situation facing a company.

1. define the problem and the research objective
2. develop the research plan

3. collecting the data
4. analyse the data
5. present the findings

6. make the decision

Process of Market Research in details
1. Defining the problem: companies have to be careful not to define it too broadly or too narrowly. 
· How quickly could other companies copy it? 

· What price should they offer? 

· On what types of planes?
2. To develop the research plan and collecting the data
Data: collected but not analysed, evaluated news about the market

Information: the collection of analysed, evaluated data

The research plan contains how data are collected and what kind of data the company needs.

Data sources: 1) Primary data collection: The data collection happens for the first time for a specific purpose. Marketing researchers have a choice of three main research instruments in collecting primary data: questionnaires, physiological tools, and mechanical devices.
· Questionnaires (most common): the most important questions have to be asked at the beginning. There are 2 types: 

I. Open-end questions:

· Completely unstructured (own opinion can be written)

· Sentence completion

· Picture

II. Closed-end questions:

· Multiple choice

· Rating scale

· „Intention to buy” scale (for sure, may be, not)
· Survey research (like going to a shop and asking people)
· Interview 
· Focus group (like when a group of 6-10 people tell their opinion about a product of a company. They are usually skilled)
· Observation (like when market researchers go to lounges and listen to people’s opinion)

· Experimental research (testing products before launching)
	Advantage
	Disadvantage

	Up-to-date
	Expensive

	Easy to evaluate
	Time & effort consuming

	Reliable (the sources are known)
	Requires a lot of employees


Data sources: 2) Secondary data: are data that were collected for another purpose and   already exist somewhere:
· Public Institutions 

Eg.: Central Statistic Office, Hungarian National Bank
· Business Cooperations

Eg.: producers, banks, intermediaries

· Private sources: 


Eg.: councelling agencies
	Advantage
	Disadvantage

	Not time consuming
	Not up-to-date

	Already collected( cheaper
	Gives only general info

	Independent sources( reliable
	Diff. Sources can be controversial

	Based on more sources
	No info about the sources


2.3
2 ways of collecting data

Quantitative





Qualitative


2.2   The Sampling Plan: after deciding on the research approach and instruments, the marketing researchers have to design a sampling plan. This calls for 3 decision.
· Sampling unit: -who is to be surveyed?


· Sampling size: -how many people to be surveyed?
(Less than 1% of the population can provide reliable data)

· Sampling procedure: -how should the respondents be chosen?

Contact methods:

· Mailing
· Telephone

· Internet

· Personal

This stage of the Market Research is the most expensive and the most prone to error. Problems can be:
· Respondents are not honest
· Refuse cooperate

3.  Analyse the data:

Extract findings from the collection, which is done by computer analysis usually

4. Present the findings:

5.    Make the decision
Types of market research

1. Market research

· market share analysis

· distribution channel studies

· test markets
2. Product research

· new product acceptance

· competitive product studies

· testing of existing products
3. Price research

· price acceptance analysis

· studies of coupons

4. Promotion research

· media research

· studies of ad effectiveness
5. Business research on economics

· short range forecasting

· long range forecasting

· studies of business trends

· plant and warehouse location studies

6. Motivation or corporate research

· responsibility research

· ecological impact studies

· social values and policies

Test marketing

2 basic functions of market research

1. To help the managers to make decisions

2. Test marketing: is the process by which a firm makes a product available to the market in a limited geographic area in order to determine the product’s commercial viability.

It usually has 2 objectives

a, to estimate how many units of the product will be purchased when it is made available to the entire market

b, to test the effectiveness of the product’s promotion campaign

The result of the market research

The marketing management process is proceeded by market research in 4 stages


MARKET RESEARCH

1. Market analysis

↓

2. Marketing programme development

↓

3. Marketing programme implementation

↓

4. Marketing programme control & monitoring

Relevant, timely, efficient and accurate marketing research makes a contribution to marketing managers’ better decision making.

Do-s and don’t-s of preparing questionnaires

· Ensure the questions are without bias, don’t lead the respondent into an answer

· Make the question as simple as possible

· Make the questions specific

· Avoid jargon, acronyms and initials not in everyday use

· Avoid sophisticated or uncommon words

· Avoid ambiguous words; expressions such as “usually or frequently” have no specific meaning

· Avoid questions with a negative in them 

· Avoid hypothetical questions

· Don’t use words that could be misheard over the telephone

· Ensure that fixed responses don’t overlap
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People’s attitudes, opinion


What is your opinion..? 


Do you like…?





Gives numbers


market share


Size of the market


Exact number about profit


Sales (competitors)





Non-probability sample


convenience sample: the most accessible people are sampled


judgement sample: the researcher select population members who are goo prospects for accurate information


quota sample: the researcher finds and interviews a prescribed number of people in each of several categories





Probability sample


simple random sample: all the people have equal chances to be chosen


stratified random sample: the population is divided into mutually exclusive groups and random samples are taken


cluster/area random sample: the samples are chosen on the basis of geographic area
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