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Executive summary
This paper investigates marketing research in the context applicable to Swansea sharks with the intent to develop a method of creating an appropriate plan to capitalise on the information provided. This was investigated using secondary research with the research predominately being conducted using academic resources published within five years of this paper being written to ensure the legitimacy and relevance of the viewpoints discussed within the paper. What was found out from this paper is there are a variety of different research methods to collect data which can all be interpreted and analysed differently based on the research method chosen. The recommendation for Swansea sharks is to use a combination of two different research methods these are face to face and observation, this is as it is likely to be the most comprehensive as it covers all forms of data in terms of qualitative and quantitative. Thus, leading to a much greater development of knowledge in the long run for Swansea sharks. With the potential for Swansea shark’s business activities to increase greatly assuming, that the data is suitably acted upon. 


Introduction
Kotler and Armstrong (2014, p677) define marketing research as “the systematic design, collection, analysis to report data relevant to a specific marketing situation facing an organisation”. Research can fall into two different types exploratory and conclusive, exploratory looks for new information; while conclusive looks to develop and reinforce on what is already known, normally through secondary research. This assignment focuses on exploratory research in order for Swansea sharks to develop new knowledge in order to increase their business activities. When conducting research what must happen first is the question definition this is to ensure that at the end of the activity you have appropriate research. Secondly, they must decide how they are going to collect the data this means deciding on a target sample usually, but also upon a research method in which would be conducive to collecting data on the matter outlined in order to become wise. One’s data can only become sagacious once it has been analysed, there are a variety of ways to analyse data, however the analysis of the data is usually preconditioned by the research method undertaken by the agency; an example of this is that the majority of face to face surveys are analysed by the means of explanations and referencing. Lastly the data must be presented in an appropriate manner that allows the desired party to fully comprehend the message which is being articulated to them, this will hopefully lead to knowledge in the subject and potentially wisdom as they look to exploit it. 
   



Observation
One research method that Swansea shark could use is observation. They could observe people in a competitor’s swimming pool while also asking question of why they chose this swimming pool. (Saunders et al, 2012) This is known as participation observation and can lead to key data being acknowledged as you monitor things as they naturally happen. Johnson (2014) mentions how observation can often have a negative argued against it as it can be viewed as unethical to watch people without their prior knowledge and can be seen as an invasion of their privacy. This could give Swansea sharks a great deal of vital information as it would show the differences between them and their competitors as well as honest opinions from the market of what these differences mean to them. This will mean the data will be a lot easier to interpret as Swansea sharks would just have to mirror what their competitors do, this is known as benchmarking (Duignan, 2016). It is important that the information is delivered in a coherent way as for any data to be used correctly it must be interpreted as intended this is only possible when the information is enticing (Maritz et al 2014). Otherwise the desired information won’t be corresponded in the correct manner leading to an ineffective action plan. For an observation an appropriate means of communicating the data to the Swansea shark’s management would be perhaps the use of a transcripts of highlighted points and quotes there were collected during the activity this will shorten the data thus making it easier to digest (Kline, 2013). This could be presented as a mind map poster as this can show strong links between subjects and can be more appealing to the eye as the use of a variety of colours is possible to make it more appealing to the viewer.



Face to face survey
Face to face surveys is another option available to them. This data will be collected in the form of a questionnaire (Fleming, n.d). Kirchhoff (2015) mentions how that face to face surveys are easy to interpret the data of. This is as most of the data input into a face to face survey is in closed questions so quickens the process of interpreting and analysing the data allowing it to often be done at a much lower cost to other research methods. This is as there are normally cheap programs to use that can significantly speed up the process of interpreting and analysing the data such as Microsoft Excel and SPSS (Dawson, 2017).  Furthermore, face to face surveys have the added benefit of having someone conduct them so if the participator does not understand the question they will be able to guide them. However, as Coolican (2014) mentions there are downsides to face to face interviews as they are more influenced by superficial variables. they also often closed question this limits the possibility of answers, so participators put the information that is most applicable to them rather then what they believe. This means key information might be lost. This means any action plan built using this data would be effective as you get answers to the questions you were looking for however, there is the possibility for a more productive action plan being used as due to the superficial variables and the ability for the distributor of the survey to interfere with the collection of the results the data can be called into question. Though it is a very cost-effective way of collecting data. If this data collection method was undertaken would be best to undertake random sample of the Swansea, while this can develop an understanding of the whole market thus costing more then just focusing on people who already swim it can perhaps give an insight into why certain people don’t use the services that might not have been accounted for otherwise. Which could in turn give useful insights of where. This data can be presented in terms of charts, graphs and percentages. This makes the data easier to understand, leading to the potential for a more productive action plan.



Focus group
[bookmark: _GoBack]A focus group is another research method which can be considered. This data will be collected in analogous way to observation through recording. This data will have to interpreted by searching for recurring themes, however this can be difficult to outline as Hopkins (2014) mentions. This is congruent with Getrich et al (2015) as they state that analysing interpreting the data can be difficult, this can lead to misleading results which will not be effective as for increasing Swansea shark’s business activities. Stewart and Shamdasani (2015) agree discussing how it can be particularly difficult to approach certain subjects in focus groups as they might be socially sensitive topics. Meaning sometimes the interviewer must assume things causing for focus groups discussion to be open to interpretation meaning it is difficult to build an action plan around as it will not be easy to decipher the meaning of what is being said. Leading to an ineffective action plan which might even hinder Swansea shark’s business activities in the long run. Fäcke et al (2014) disputes this as they bring the argument that with improved technology there are now computer systems that can do this thus making the analysis of this data a lot easier that it had been. Blair (2016) describes how finding the correct tool for the particular data one collects can be excruciatingly difficult, as sometimes you need to create the tool as there is no one tool for analysing all qualitive data, thus taking up a lot of time and possibly resources. Swansea sharks might find an appropriate target for this being a random sample of the general locale of Swansea known as an area sample. This could lead to a productive discussion of how they are viewed locally and what is preventing potential customers from joining. This certainly leads to the potential for Swansea sharks to build an effective action plan with whatever information is gained from this method. The data is often presented in a similar manner to observation, in the form of recurring themes and quotes from the discussion.


Projective techniques 
An alternative method of research could be projective techniques. This allows Swansea sharks to gain the deep-seated knowledge of it participants through the use of imagery and associations (Pich et al, 2015). This is perhaps knowledge of about Swansea sharks that the participators themselves did not know they thought. If Swansea sharks were going to opt for this method, it would be best to use it on their competitor’s portion of the market share predominantly. As this could show perhaps reasons as to why they have not opted for Swansea sharks. This will mean undertaking a non-random sample. This is likely to lead to the greatest yield of useful data as you are targeting the exact demographic that has the potential for an exponential growth in Swansea sharks business activities despite having a potentially small sample size it would be highly effective in developing a useful data. However, there is a great difficulty of conducting such a research as identifying people within the market who do not use Swansea shark’s services already would be difficult. This is as their competitors are not going to hand them a list of their current clients. It would perhaps be easier to conduct such research by conducting a quota sample representative of the market this will also achieved the desired results of giving an insight as to where Swansea sharks are viewed within the market. But has the disadvantage of not being as effective as asking their competitors clients, in addition to having a much larger sample size which in turn will lead to costs rising as it will take more time to conduct the research on more participators. 


















Recommendation
The recommendation is triangulation, this is the use of two research methods where you believe the findings will be complementary (Tomlinson, 2010) (Yolande and Khodakarami, 2013), henceforth leading improved analysis and more reliable data. The two methods Swansea sharks should focus on are Observation and face to face surveys as this allows for them to collect both quantitative and qualitive data, which is the soundest way to collect comprehensive data. This will allow them to cross reference the data. But also determine a more effective action plan. This could be done by having a relatively small sample size for their observation of a non-random sample made up of participators in a rival company’s class; while the face to survey could be conducted as a large random area sample of Swansea, asking them about proposed possible changes thought of through the use of the observation.  By mixing observation with a face to face survey they will not only be able to see the differences but then they will be able to ask the market whether this has a significant impact on their attendance of swimming lessons. This means Swansea sharks will not only be able to benchmark their business towards similar business, but they will be able to cut out extras that don’t influence their demand. While also retaining any existing unique selling points they had. This is optimal as it means that they are likely to be running at a lower cost to their competitors due to the fact that they won’t be adding features that the market deems to have no perceived value. This will mean that they will be able to compete on the price factor within the market while also improving the quality. Therefore, by combing both an effective action plan would be relatively easy to produce from the desired results of increased business activity. 

















Conclusion
To conclude, marketing research is the collection analysis interpretation and presentation of the data. The data can be split up into two different types of data exploratory and conclusive .This will be different for each type of data as there are completely different ways of doing this for each type of data. Exploratory research can normally be split up into two different types qualitative and quantitative. Quantitative is often cheaper but usually uses closed questions while qualitative can be harder to conduct but usually opens up the participator to their true thoughts as it isn’t closed questioning. While conclusive is just to support data that has already been concluded. It is vital that that the research design is thoroughly thought through at the start in order to lead to conducive results. Interpreting and analysing the data is relatively simple for Quantitative data however the opposite can be said for qualitative data as it can often be left open to interpretation which means the meaning can get relayed differently then what is was intended. The presentation of the data can play a key role into whether an effective action plan is able to be built. This is as, if the information collected is not presented in an enticing and engaging the intended message will not be conveyed, leading to an ineffective action plan.
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