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Introduction
The purpose of marketing research (MR) is to provide management with relevant, accurate, reliable, valid, and up to date market information. Competitive marketing environment and the ever-increasing costs attributed to poor decision making require that marketing research provide sound information. Sound decisions are not based on gut feeling, intuition, or even pure judgment.

Managers make numerous strategic and tactical decisions in the process of identifying and satisfying customer needs. They make decisions about potential opportunities, target market selection, market segmentation, planning and implementing marketing programs, marketing performance, and control. These decisions are complicated by interactions between the controllable marketing variables of product, pricing, promotion, and distribution. Further complications are added by uncontrollable environmental factors such as general economic conditions, technology, public policies and laws, political environment, competition, and social and cultural changes. Another factor in this mix is the complexity of consumers. Marketing research helps the marketing manager link the marketing variables with the environment and the consumers. It helps remove some of the uncertainty by providing relevant information about the marketing variables, environment, and consumers. In the absence of relevant information, consumers' response to marketing programs cannot be predicted reliably or accurately. Ongoing marketing research programs provide information on controllable and non-controllable factors and consumers; this information enhances the effectiveness of decisions made by marketing managers. Companies must design effective marketing information systems (MIS) which consists of people and procedures for assessing information to generate and validate actionable customer and market insight.   My aim of this assignment is to analyse the importance of marketing. 
For example: 
Waitrose has shaken up its loyalty scheme by introducing tailored vouchers and personalised offers which will replace its ‘Pick Your Own’ deal.  

As of 8 February 2018, myWaitrose customers who use their loyalty card in-store or online will start to receive regular tailored vouchers and personalised offers, which reflect what they have bought most, by post and at the checkout.

Tesco slashes value of Clubcard points
How customers  receive vouchers will  depend on how they asked to be contacted when they became a myWaitrose member.


Vouchers will include a mixture of deals for redemption in-store only and online-only. Waitrose says that in future, coupons will also be issued by email and online.

However, to make way for the new initiative Waitrose is axing its Pick Your Own offer from 1 March 2018 – this includes the Pick Your Own app.  

Under this loyalty perk, which was launched in 2015, shoppers can pick up to 10 products from a number of options provided to receive a 20% discount on. 

Waitrose says the “vast majority” of shoppers were only using five of their 10 picks over the course of a year as they had difficulty remembering what their choices were and how to update them.

Another example in hospitality: 
Frequent travellers appreciate the benefits of hotel rewards programs, and one program that includes a lot of extra perks is Hilton Honours.

Hilton includes 14 brands, ranging from Waldorf Astoria to DoubleTree, and more than 5,200 properties. So no matter what part of the world you find yourself in, chances are there's a Hilton property nearby. Hilton Honours members who stay there earn points that can reap pretty impressive benefits, free stays among them.

There are four membership levels: member, silver, gold and diamond. And as you accumulate more stays and climb the ranks, there are extra benefits. For instance, gold and diamond members can get complimentary room upgrades, WiFi and breakfast.

Hilton Honours members receive both hotel points and airline miles for their stays. They also benefit from a guaranteed discount (from 5% to 10% off the best rate every day), digital check-in and also late and express checkout.













DISCUSSION
Adequate knowledge of consumer preferences was a key to survival in the face of increasingly competitive markets.[20] By the 1920s, advertising agencies, such as J Walter Thompson (JWT), were conducting research on the how and why consumers used brands, so that they could recommend appropriate advertising copy to manufacturers.[19]

The advent of commercial radio in the 1920s, and television in the 1940s, led a number of market research companies to develop the means to measure audience size and audience composition. In 1923, Arthur Nielsen founded market research company, A C Nielsen and over next decade pioneered the measurement of radio audiences. He subsequently applied his methods to the measurement of television audiences. Around the same time, Daniel Starch developed measures for testing advertising copy effectiveness in print media (newspapers and magazines), and these subsequently became known as Starch scores (and are still used today).

During, the 1930s and 1940s, many of the data collection methods, probability sampling methods, survey methods, questionnaire design and key metrics were developed. By the 1930s, Ernest Dichter was pioneering the focus group method of qualitative research. For this, he is often described as the 'father of market research.'[21] Dichter applied his methods on campaigns for major brands including Chrysler, Exxon/Esso where he used methods from psychology and cultural anthropology to gain consumer insights. These methods eventually lead to the development of motivational research.[22] Marketing historians refer to this period as the "Foundation Age" of market research.

By the 1930s, the first courses on marketing research were taught in universities and colleges.[23] The text-book, Market Research and Analysis by Lyndon O. Brown (1937) became one of the popular textbooks during this period.[24] As the number of trained research professionals proliferated throughout the second half of the 20th-century, the techniques and methods used in marketing research became increasingly sophisticated. Marketers, such as Paul Green, were instrumental in developing techniques such as conjoint analysis and multidimensional scaling, both of which are used in positioning maps, market segmentation, choice analysis and other marketing applications.[25]

Web analytics were born out of the need to track the behaviour of site visitors and, as the popularity of e-commerce and web advertising grew, businesses demanded details on the information created by new practices in web data collection, such as click-through and exit rates. As the Internet boomed, websites became larger and more complex and the possibility of two-way communication between businesses and their consumers became a reality. Provided with the capacity to interact with online customers, Researchers were able to collect large amounts of data that were previously unavailable, further propelling the marketing research industry.

In the new millennium, as the Internet continued to develop and websites became more interactive, data collection and analysis became more commonplace for those marketing research firms whose clients had a web presence. With the explosive growth of the online marketplace came new competition for companies; no longer were businesses merely competing with the shop down the road — competition was now represented by a global force. Retail outlets were appearing online and the previous need for bricks-and-mortar stores was diminishing at a greater pace than online competition was growing. With so many online channels for consumers to make purchases, companies needed newer and more compelling methods, in combination with messages that resonated more effectively, to capture the attention of the average consumer.

Having access to web data did not automatically provide companies with the rationale behind the behaviour of users visiting their sites, which provoked the marketing research industry to develop new and better ways of tracking, collecting and interpreting information. This led to the development of various tools like online focus groups and pop-up or website intercept surveys. These types of services allowed companies to dig deeper into the motivations of consumers, augmenting their insights and utilising this data to drive market share.

As information around the world became more accessible, increased competition led companies to demand more of market researchers. It was no longer sufficient to follow trends in web behaviour or track sales data; companies now needed access to consumer behaviour throughout the entire purchase process. This meant the Marketing Research Industry, again, needed to adapt to the rapidly changing needs of the marketplace, and to the demands of companies looking for a competitive edge
4Ps of Marketing with its types. 4Ps of marketing (Product mix) is an important marketing strategy that companies have to understand the market & sell their products effectively, to increase sales revenue.

Product: The Product can either be tangible, which have independent physical existence (from needle to motor parts) or Intangible service (like in IT and tourism industry). Launching the right kind of product with appropriate number of variants is one of the critical decisions for marketing managers.

Price: The price of a product determines the offering which the customers are willing to give to buy that product. The price can neither be too low that the seller incurs losses, nor be too high that the consumers cannot afford the product.  The price of a product or a service depends on its demand, which is determined by demand elasticity. A product is said to be elastic if raising its price reduces the demand considerably (example: coffee, people will switch to tea) and the product/service is inelastic if its demand is not affected even after raising the price. (Example: petrol)

Place: The market where the product is sold is known as place. The markets should be convenient for the consumers to access. Distribution network for a product determines its availability in shops/outlets

Promotion: The method of communication by which the marketer provides information about the product is known as promotion. It included advertisements, personal selling, word of mouth publicity etc.
Hence, this concludes the definition of 4 Ps of Marketing (Product Mix) along with its overview.
There are four components of the marketing information system:
· Internal reports or data are gathered through customer databases, financial records, operation records. It provides easy access to information. But data ages quickly, therefore is important to keep it up to date.
· Marketing intelligence is the systematic monitoring and analysing information about consumers and competitors. There are a lot of sources of competitive information: internet, trade shows, published information, company and competitor’s employees, members and customers.
· Marketing research allows companies to customise their marketing mix to meet customer needs and wants. It consists of collecting primary and secondary data using various tools and methods. “Is the collection, analysis and communication of information undertaken to assist decision-making in marketing.” (Wilson, 2018) With marketing research the first step is defining the issue and research objectives. The second step is developing the research plan to the type of data needed. There is primary data, what nobody done before and it can be collected via surveys, interviewing, online groups, tracking customers. There is secondary data, what is already exist and its sources are: government information, online databases, publications. The third step is the research process to implement the research plan. The fourth step is the research process to report the findings.
· Marketing data support system is the tools to make it possible to gather, organize and analyse the collected information.
The advantages of the marketing information system are:
· Companies can get the exact information
· Organized data collection
· It provides control
· Important for planning and analysis
· Organizing the process.
The disadvantages of the marketing information system are:
· Implementation expenses
· It is time consuming
· Security issues.
Marketing information system’s effectiveness in hospitality and tourism:
The Importance of Marketing in the Hospitality Industry
Geeta College
In any business, marketing strategy plays a key role in building a brand, alluring new customers and maintaining loyalty. The hospitality industry is no different. Top Hotel Management College in Haryana understands the importance of marketing in the hospitality industry and provides a cutting edge above others. The hospitality industry is mostly made up of tourism so a consistent brand identity is also very essential. Marketers want to ensure that brand awareness exists so that customers will use their services repeatedly. Repeat customers bring in a splendid portion of revenue, so marketing strategy must be split between maintaining relationships with past customers in order to look out for new ones.

Strategies for Success
The hospitality industry use different methods to develop and maintain an efficient marketing plan. The following are some of the general strategies that marketers use for brand success.
Research
Customers choose hotels and other hospitality services for a wide range of reasons. The role of marketers is to recognise what factors make customers choose a specific hospitality service, and this requires extensive research. By interacting with current and former guests, taking customer reviews on websites, reviewing industry data and more, helps the professionals to learn about what actually customer needs.
Awareness
Brand awareness is very important to attract customers. If potential customers don’t know about a service, they can’t purchase it. Marketers make sure that information on hotels, resorts and restaurants is simple to find and always up-to-date. They can achieve this by doing advertisements on relevant travel sites and collaborating with other, noncompeting hospitality services in the same market.
Promotion
Another elegant strategy for attracting customers is to do promotions during certain times of the year, typically when business is slower. Offering incentives is one of the most prominent ways to achieve this and grab the market. Promotions are a never ending process.

Relationships
Good customer relationships are vital to ensure repeat business. Top Hotel Management College in Haryana teaches innumerable ways to maintain relationships and one of them is through customer loyalty programs.

Resources
The best way to embark your career in hospitality management is with the right kind of education. Because marketing plays such an important role in the industry, it is important to choose a program that provides a strong background of business and marketing courses.

In the example of Hilton hotels marketing data formally gathered through reservations, bookings, credit card transactions, guest interactions, feedbacks, financial and operational records, and marketing research. With Hilton honours recognition and rewards programme (https://www.hiltonhotel.com guests can unlock rewards and exclusive benefits to enhance their experience. The data gathering and research conducted regularly and continuously.


















Conclusion 

With the economy being more and more competitive with each passing day, having apt knowledge about the concerns and preferences of your customers has become integral for any business. Market research is the best way to increase customer satisfaction, understand the factors that affect your business, and to elevate your performance. Here are three reasons why market research cannot be ignored:
Market Research Guarantee Success of Your Marketing Campaigns
Market research can guarantee the success of your marketing campaigns, and in-turn sales
Market research not only helps in identifying new business opportunities, but also helps in designing marketing campaigns that will directly target the interest of your potential consumers and help in increasing sales. Marketing research provides valuable information about the potential of a particular market segment, during a specific time, and within a particular age group.
 Market Research Can Help You Keep a Tab On Your Competitors
Market research can help you keep a tab on your competitors
Marketing research is a good evaluation tool that can be of great use in comparative studies. You can track your company's progress as well as the growth of your competitors, by keeping an eye on your competitors. You can devise business strategies that would keep you ahead of your business rivals.
 Market Research Can Help You Minimise Loss in Business
Market research can help you minimise loss in your business
With market research, you can reduce the chances of loss to a large extent. Before launching a product, you can identify potential problems and even determine the solutions. The research carried out after the launch of a new product can help you find loopholes and devise plans to counter that loss and increase the profits.
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