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LINDELL’S CHAPTER 4 NOTES

INFORMATION FOR MARKETING DECISIONS

CHAPTER OBJECTIVES AND SUMMARY
1.
To show why marketing information is needed   Marketing information lets a firm accurately assess its strengths, weaknesses, opportunities, and threats; operate properly in the marketing environment; and maximize performance. Reliance on intuition, judgment, and experience are not sufficient. The scientific method requires objectivity, accuracy, and thoroughness in research projects.

2.
To explain the role and importance of marketing information systems A marketing information system (MIS) is a set of procedures to generate, analyze, disseminate, and store anticipated marketing decision information on a regular, continuous basis. It can aid a company operationally, managerially, and strategically.

3.
To examine a basic marketing information system, commercial data bases, data-base marketing, and examples of MIS in action   The key aspect of a basic MIS is the marketing intelligence network, which consists of continuous monitoring, marketing research, and data warehousing. The intelligence network is influenced by the environment, company goals, and marketing plans; and it affects the implementation of marketing plans. Marketing research should be considered as just one part of an ongoing, integrated information system. An MIS can be used by both small and large firms.

4.
To define marketing research and its components and to look at its scope   Marketing research entails systematically gathering, recording, and analyzing data about specific issues related to the marketing of goods, services, organizations, people, places, and ideas. It may be done internally or externally.

5.
To describe the marketing research process   It has a series of activities: defining the issue or problem to be studied, examining secondary data, generating primary data (when needed), analyzing data, making recommendations, and implementing findings. Many considerations and decisions are needed in each stage of the process.

Exploratory (qualitative) research is used to develop a clear definition of the study topic. Conclusive (quantitative) research looks at a specific issue in a structured manner. Secondary data—not gathered for the study at hand but for some other purpose—are available from internal and external (government, nongovernment, commercial) sources. Primary data—collected specifically for the purpose of the investigation at hand—are available through surveys, observation, experiments, and simulation. Primary data collection requires a research design: the framework for guiding data collection and analysis. Primary data are gathered only if secondary data are inadequate. Costs must be weighed against the benefits of research. The final stages of marketing research are data analysis—consisting of coding, tabulating, and analysis stages; recommendations—suggestions for future actions based on research findings; and the implementation of findings by management.

LINDELL’S CHAPTER HIGHLIGHTS                                  CHAPTER OUTLINE

4-1    OVERVIEW
A.
Appropriate information enables marketers to do the following:

1.
Assess strengths, weaknesses, opportunities, and threats accurately.

2.
Take appropriate actions in a given marketing environment.

3. Maximize performance.

See Figure 4-1.

B.
Good information enables marketers to do the following:

1.
Gain a competitive edge.

2.
Reduce financial and image risks.

3. presents a basic MIS Gather competitive intelligence.

6.
Coordinate strategy.

7.
Measure performance.

8.
Improve advertising credibility.

9.
Gain management support for decisions.

10.
Verify intuition.

11.
Improve effectiveness.

4-2    MARKETING INFORMATION SYSTEMS
A.
Information should not be approached in an infrequent manner. 

B.
A marketing information system (MIS) is a set of procedures and methods designed to generate, analyze, disseminate, and store anticipated marketing decision information on a regular, continuous basis.

C.
Figure 4-3 shows how an information system can be used operationally, managerially, and strategically for several aspects of marketing.

4-2a    A BASIC MARKETING INFORMATION SYSTEM
A.
Figure 4-4 presents a basic MIS (PLEASE SEE OUR SYLLABUS FOR OUR PREFERRED DIAGRAM presenting a basic MIS). It begins with a statement of company objectives, which provide broad guidelines.

B.
The total information needs of the marketing department can be specified and satisfied via a marketing intelligence network, which contains FOUR components.

1.
Continuous monitoring is the procedure by which the changing environment is regularly viewed.

2.
Marketing research is used to obtain information on particular marketing issues.

3.
Data warehousing (INTERNAL REPORTS, THE ANALYTICAL MARKETING SYSTEM AND MARKETING INTELLEGENCE GATHERING) involve the retention of all types of relevant company records, as well as the information collected through continuous monitoring (formal and informal) and marketing research that is kept by the organization.

4-2b    COMMERCIAL DATA BASES
A.
Specialized research firms develop ongoing commercial data bases, which contain information on population traits, the business environment, economic forecasts, industry and companies’ performance, and other items. The research firms sell access to their data bases to clients.

B.
Generally, data bases are available in printed form, on computer disks, CD-ROMs, or tapes; and as online downloads from the Internet.

C.
Among the best-known data-base services are ABI/Inform, ProQuest, InfoTrac Web, Dow Jones Interactive, and Lexis-Nexis.

4-2c    DATA-BASE MARKETING (ANALYTICAL MARKETING SYSTEM)
A.
Data-base marketing may be defined as a computerized technique that compiles, sorts, and stores relevant information about customers and potential customers; uses that information to highlight opportunities and prioritize market segments; and enables the firm to profitably tailor marketing efforts for specific customers or customer groups. See Figure 
4-5.

B.
Relationship marketing benefits from data-base marketing. See Figure 4-6.

4-3    MARKETING RESEARCH DEFINED
A.
Marketing research is the systematic gathering, recording, and analyzing of information about specific issues related to the marketing of goods, services, organizations, people, places, and ideas. Such research may be undertaken by an outside party or the firm itself.

4-4    THE SCOPE OF MARKETING RESEARCH
4-5    THE MARKETING RESEARCH PROCESS
A. The marketing research process consists of a series of activities: defining the issue or problem to be studied, examining secondary data, generating primary data (if necessary), analyzing information, making recommendations, and implementing findings.

B. Figure 4-8 presents the complete process. Each step is completed in order. For example, secondary data are not examined until a firm states the issue or problem to be studied, and primary data are not generated until secondary data are thoroughly reviewed.

4-5a    ISSUE (PROBLEM) DEFINITION
A.
Issue (problem) definition is a statement of the topic to be looked into.

B.
Exploratory research is undertaken when the researcher is uncertain about the precise topic to investigate or wants to informally study an issue. It is also called qualitative research and may involve in-depth probing, small group discussions, and understanding underlying trends.

C.
Conclusive research, also called quantitative research, is used after the problem definition is clarified. It is the structured collection and analysis of data pertaining to a specific issue or problem.

D.
Table 4-1 distinguishes between exploratory and conclusive research.

4-5b    SECONDARY DATA
A.
Secondary data are those that have been gathered for purposes other than solving the current problem under investigation.

B.
These data should always be reviewed before primary data collection.

Advantages and Disadvantages
A.
Secondary data have these general advantages:

1.
Low costs.

2.
Speed.

3.
Diverse sources.

4.
Access to hard-to-obtain data.

5.
Source credibility.

6.
Helpful for exploratory research.

B.      Secondary data have these general disadvantages:

1.
Lack of suitability.

2.
Obsolescence.

3.
Unknown methodology.

4.
Undisclosed findings.

5.
Conflicting results.

6.
Unknown reliability.

Sources
A.
Internal secondary data are available within the company. They include budgets, sales figures, profit-and-loss statements, customer billings, inventory records, prior research reports, and written reports.

B.
External secondary data are available from sources outside the company. They may be obtained from government and nongovernment sources.

1.
There are three sources of nongovernment secondary data: 

a.
Regular publications can be broad in scope (such as Business Week) or more specialized (such as the Journal of Advertising).

b.
Books, monographs, and other nonregular publications deal with special topics in depth and are compiled on the basis of interest by a target audience.

c. Commercial research houses (such as A.C. Nielsen, IMS Health, Arbitron, and Burke Marketing Research) conduct periodic and ongoing studies and make results available to many clients for a fee.

4-5c    PRIMARY DATA
A.
Primary data consist of information gathered to address a specific 

       issue or problem at hand.

B.
They are necessary if secondary data are insufficient for a proper marketing decision to be made.

Advantages and Disadvantages
A.
Primary data have these general advantages:

1.
Precision.

2.
Currency.

3.
Controlled and known methodology.

4.
Secrecy.

5.
No conflicting data.

6.
Reliability determined.

7.
Only way to acquire information in some cases.

B.
Primary data have these general disadvantages:

1.
Time consuming.

2.
High costs.

3.
Inability to gather certain types of information.

4.
Limited perspective.

5.
Company limitations.

Research Design
A.
A research design outlines the procedures for collecting and analyzing data.

B.
It consists of these eight steps:

1.
Who collects the data? Data can be collected by the firm itself or by an outside company.

2.
What information should be collected? It can be exploratory or conclusive in nature.

3.
Who or what should be studied? This is defined as the population. The way in which people or objects are selected must be decided.

a.
For large and/or dispersed populations, sampling is usually employed.  Sampling enables the firm to analyze selected people or objects. With a probability sample, every member of the designated population has an equal or known chance of being selected. With a nonprobability sample, members of the population are chosen on the basis of convenience or judgment.

4.
What technique of data collection should be used?

a.
A survey gathers information from respondents by communicating with them. It can be conducted in person, or by phone or mail. It can be disguised or nondisguised (see Figure 4-9). The semantic differential is a list of bipolar (opposite) adjective scales that provides an overall profile (see Figure 4-10).

b.
Observation is a research method whereby present behavior or the results of past behavior are observed and noted. It may be human or mechanical.

c.
An experiment is a type of research in which one or more factors are manipulated under controlled conditions. Just the factor under study is varied; all others remain constant.

d.
Simulation is a computer-based method to test the potential effects of various marketing factors via a software program rather than real-world applications.

e.
Table 4-2 shows the best uses for each kind of primary data collection.

5.
How much will the study cost? Costs may include executive time, researcher time, support staff time, pre-testing, computer usage, respondents’ incentives (if any), interviewers, supplies, printing, postage or phone expenses, special equipment, and marketing expenses (such as ads). Benefits and costs must be compared.

6.
How will the data be collected? Data collection can be administered by research personnel or be self-administered. With administered questionnaires, interviewers record answers. With self-administered questionnaires, respondents write their answers.

7.
How long will the data-collection period be? The total time frame is specified.

8.
When and where should information be collected? The day and time must be set. In addition, the location of data collection must be outlined.
.


4-5d    DATA ANALYSIS
A.
Data analysis consists of the following:

1.
Coding—the process by which each completed data form is numbered and response categories are labeled.

2.
Tabulation—the calculation of summary data for each response category.

3.
Analysis—the evaluation of responses as they pertain to the specific issue or problem under investigation.

B.
The relationship of coding, tabulation, and analysis is shown in Figure 4-11.

4-5e    RECOMMENDATIONS
A.
Recommendations are suggestions for a firm’s future actions, based on marketing research findings.

B.
The report must be written for the audience that reads it.

C.
Figure 4-11 shows recommendations flowing from completed research.

4-5f    IMPLEMENTATION OF FINDINGS
A.
The research report represents feedback to marketing managers, who are responsible for using findings.
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