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1. Executive Summary



· The purpose of this report is to explain to NomNom Chocolate why they should be thinking about using market research in their business. The introduction of the report starts off by giving an explanation on what market research is and why it is used by a large amount of companies. 

· An important section in this report is how the client (NomNom Chocolate) and an agency would communicate. The author explains that this is done by a brief that the client will create, and also explains how important this document is for communication. The next step in the communication process is the proposal, which is created by the agency. 

· As there are many benefits of using market research to aid a company, there are also many drawbacks. What the benefits and drawbacks are is important information that any company considering using market research should know. There is a section that goes into what the points of each are in more detail for NomNom Chocolate to have more understanding. 

· Market research has a variety of different methods and designs that can be used. Different methods are used depending on what type of research that the company want to have done. Designs and methods include Primary and Secondary research, and both are very popular. Further information about Exploratory and Conclusive research have been provided.

· The author has given his own opinion on which of the design methods would be best suitable for NomNom Chocolate to use and why. 
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2. Introduction

2.1. Report Remit

The purpose of this report is aiming to introduce NomNom Chocolate to market research. This report will be covering the process of a brief and also the process of a proposal and will be explaining the importance of each document. The author is going to include the possible benefits and drawbacks of using market research for a business. The reader will also be shown the types of market research available and which will be the most effective for NomNom Chocolate’s progression as a company.

2.2. An Introduction to Market Research with Agencies


“Market research is the collection and analysis of information about consumers, competitors and the effectiveness of marketing programs.” (Ward, 2018)

Market research is a good way of understanding what your target market wants from your products, what they think about your company and is also a good way of comparing your own business to your competitors. (The Hartford, 2018) Using market research will create a deeper understanding of your customers wants and needs, without having enough knowledge about the customers, you may not be able to successfully sell your product or service. (Schmidt, 2015)

A lot of companies will go to external market research agencies in order to get the best results for the business. There could be a number of reasons for this, such as the company not having a large enough research department, as well as not having the time or budget to use internal employees to carry out the research. (Xero, 2014) The company and the agency will need to communicate properly in order to make sure that the agency understand what research they need to carry out. The company that goes to the agency for research will need to create a brief to send to the researchers. The agency will then send a proposal back to the company before commencing research.

2.3. Process of The Brief

What the company that is working with the agency need to do is create a brief to send to the agency. Creating a brief is a challenging and takes up a lot of time for the person creating it. There are eight steps in a general template for a brief, based on a paper by The University of Edinburgh (The University of Edinburgh, 2014). In the paper the eight sections to include are:

1. Market and Strategic Overview
2. Background and Role of the Research
3. Objectives
4. Suggested Approach & Research Target(s)
5. Reporting Requirements
6. Timing
7. Budget
8. Existing Research 

In the paper showing the guidelines of creating a good brief, it is said to be important that the document needs to possess clarity, show a depth of thought and to provide direction to be able to communicate successfully with an agency. If the brief is not clear about what the problem is and what the company want to get from the research, the research by the agency could be useless for the company. 

2.4. Process of the Proposal

The proposal that the agency creates is also an important piece of the communication between company and agency. The role of the proposal is to: (Fleming, 2018)

· Confirm the understanding of the problem
· Show creativity of thinking
· Communicate the plan
· Serve as a contract between company and agency
· Itemises the phases of the marketing research process

The proposal layout varies considerably, but they can include some of the following points within the document (Fleming, 2018):

· The background – as they understand it
· Problem definition
· Research objectives & action standards
· Research design – types of research
· Sampling details – where necessary
· Method of data collection
· Handling of data processing and analysis
· Reporting – interim and full report dates
· Timing plan
· Costings
· A.O.B. – experience, terms and conditions, codes of conduct
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3. Benefits and Drawbacks of using Market Research

3.1. Benefits

There are many benefits of market research for a company. One of the main benefits is that using market research will help strengthen the company’s position. It does this because it aids the company’s knowledge of the market they are operating in, and in doing this they stay ahead of their competition. (think turquoise, 2018)  
Companies can use their products in market research, for instance, if NomNom Chocolate were to release a new flavour chocolate bar or release a completely different product, they would be able to test the product with their customers to see if they like it. They also have to option to get market research on products they have already released and find out if they can improve them in any way. if the customers didn’t like the taste of the product, or found something unpleasing about the packaging, this would be the best time for the company to find out as they have time to improve and fix the problems. Doing market research like this can also help the company minimise risk, as they are able to figure out whether or not to fully release the product because there will be a better understanding of the market and what they want. (Barron, 2015)

3.2. Drawbacks

Although there are many benefits of using market research to help the company, there are also drawbacks. One of the more obvious drawbacks is the cost of conducting the research, whether it be using a market research team within the company or going to an external agency to do the research for you. (Jane, 2016) The reason that research costs a lot is because if you use an internal team, they will require salary for working, plus conducting a research task is a lengthy procedure. If the company decide to go to an agency, they will demand a fee depending of what the company has asked them to research and how long they have to complete the work.
Some methods of research are called Exploratory research, which will be discussed more in depth further in the report. The drawbacks with some of these methods is that the people involved may not be telling the truth or express how they truly feel, as they may feel obliged to say they like the product or service even though they really do not. (Akrani, 2013)

Benefits and Drawbacks

4. Types of Market Research

There are two main methods of market research, which are ‘Primary’ and ‘Secondary’ research. 

Secondary research is industry data that’s already been compiled and organised ready for you to utilise to your advantage. (British Library, 2016)

This data could be information that is available publicly which could be from a library, which is usually free. Another location to look for secondary research is the internet which is also free as a lot of information is available on the web. Commercial research is also considered as secondary research, but this research can be charged for by the company supplying the results. (Entrepreneur Staff, 2018)

“Primary research involves the initial data collection which does not exist.” (Fleming, 2018)

Primary research and usually take form in ‘Exploratory’ and ‘Conclusive’ design.

4.1. Exploratory Research

“Exploratory Research – Marketing research to gather preliminary information that will help to better define problems and suggest hypothesis” (Kotler, 2008, p. 333)

There are two sub-categories under Exploratory research that will be discussed which is Qualitative and Quantitative exploration. 

4.1.1. Qualitative 

“Qualitative Research – A bod of research techniques which seeks insights through loosely structured, mainly verbal data rather than measurements. Analysis is interpretative, subjective, impressionistic and diagnostic.” (Housden, 2008, p. 104)

There are multiple research methods for Qualitative research, such as a one to one interview. This is one of the most common method of gathering data, which is an in-depth conversation which will discuss the product or service and attempt to figure out why they like/dislike the product. The interviews can be done face to face or by telephone. Another method of qualitative research is using a focus group, which gathers a group of people from their target market to discuss questions together. But this also doesn’t need to be done face to face either, as this can be done by conducting an online survey, which is more efficient and means they are able to get more people to participate. Using qualitative methods help the company understand how the customers feel about their product, how branding and packaging influence their decisions and whether there is a demand for a new product. (Business Wales, 2015)

4.1.2. Quantitative 

“Quantitative Research is a structured way of collecting and analysing data obtained from different sources.” (SIS International Research, 2018)

Quantitative research uses statistical tools to gain knowledge about their market. There are many methods that are used under quantitative research, such as surveys, which can be face to face, on the telephone and online. When a large amount of people are asked the same questions, a much clearer picture of how customers behave. (Bhat, 2014) For instance, NomNom can find out how often their target market purchases chocolate and the price range they are willing to pay for the product. 

4.2. Conclusive Research

“Conclusive research involves the use of highly structured techniques (such as questionnaires with closed questions) with statistically representative samples in order to prove or disprove hypotheses.” (Insight Association, 2018)

Conclusive research is research that helps companies with their decision making. Like Exploratory research, it has two sub-categories. There are Descriptive and Causal Research.

4.2.1. Descriptive 

“Marketing research to better describe marketing problems, situations or markets, such as the market potential for a product or the demographics and attitudes of consumers.” (Kotler, 2008)

There are three basic methods of conducting descriptive research, which are (Hale, 2018):

· Observational
· Case Study
· Survey 

Although these are the three most used methods, they are not the only ones. There are also other methods.

The survey method would most likely be the easiest the company to conduct as this can be done online, over the telephone and even have a form inside delivery packages for the customers. What surveys also do is give an accurate result which is reliable, which means that it will be useful for companies to use for their decision making.

4.2.2. Causal

“Marketing research to test hypotheses about cause and effect relationships” (Kotler, 2008)

Researching using a causal method, there are usually two main objectives which are (Fluid Surveys Team, 2014) :

· Understanding which variables the cause are, and which variables are the effect.
· Determining the nature of the relationship between causal variables and the effect predicted.

“The research is used to measure what impact a specific change will have on existing norms and allows market researchers to predict hypothetical scenarios upon which a company can base its business plan.” (DJS Research Ltd, 2015)
[bookmark: _GoBack]Causal research is usually a costly procedure and can also take up a lot of time to complete. 

4.3. Options for NomNom Chocolate

The author of this report thinks that the research options that NomNom Chocolate should use are both the Exploratory research options and Descriptive research. The reason Exploratory and Descriptive research is an option is because the company would be able to gain knowledge about their target audience and the market which will help them make key decisions in their business plan. This could also be more time and cost efficient. Causal research is the opposite, as it takes a long time to complete and can also cost a lot of money.

Types of Market Research

5. Conclusion

In this report the author has introduced market research and market research with agencies. Explaining the process of both the brief and the proposal, underlining how important they both are for communication with client and agency. The benefits and the drawbacks have been discussed in order to help NomNom Chocolate to have further knowledge of market research. The author has then continued to discuss the more important section of the report, which is the types of research that can be conducted, mainly discussing Exploratory and Conclusive research, then gave their opinion of what type of research would be most suitable for NomNom Chocolate to use to project their company forward.
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