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1.0 Introduction
“The action or activity of gathering information about consumers” (The English Oxford Dictionary , 2019)

The definition shows that the process of market research is to gather information about the specific consumers. 

In the marketing industry performing relevant and appropriate market research is key when finding out social trends, target audience and niches within the market. The agencies and clients need to ensure they are correctly performing the right market research because the companies that are asking for the research need the crucial information to help progress. There are three main process’s that are followed when performing the relative market research and they are:
· Problem recognition and definition 
· Developing the brief 
· Receiving the proposal 
These three steps are what helps to perform the correct and appropriate market research. The agencies or clients will firstly sit down with the organisations/business’s and discuss what the problem is and how they can help to fix it. A way that the clients or organisation can ensure they’re performing correct market research is by performing a “marketing strategy audit”.
Johnathan Groucutt states “The corporate objectives need to be stated clearly and to lead logically into the marketing objectives.” (Groucutt , 2005)
Therefore, what Jonathan has said would link in with the first step which is to recognise and define the problem because from there any solution they agencies make will need to link logically with the marketing objective that may already exist or the objectives that are going to be created in the future. 
The agencies may follow the Ohmae’s strategic triangle to help ensure they’re doing correct research. (Ohmae, 1982)

Customers’ needs 
Competitors’ strengths  
Organisational strengths  
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This triangle is made up of the basic components needed when performing market research, you need to understand the competitors’ strengths, the organisational strengths and ultimately what the customer actually needs from the product or service that’s being offered. Market research is a very key factor in the success of a business, this means the agencies need to guarantee that everything they do is efficient and effective for the company because hiring agencies can be costly. 

Within the book “Essentials of marketing” It states that 
“The research brief is a formal document prepared by a client organization submitted to the marketing research agency” (Baines, Fill, & Page, 2013).

Developing the brief is very vital in any success of the marketing research project, when the agencies develop the brief, they will include a lot of information such as:
· Company history/background 
· History of the problem
· Objectives of the research 
· Ideas on research methods
· Time limits - the proposal
· Report stages
· Final report presentation
All of these components will then form one brief with various amounts of diversified information.  All the market research that will be carried regarding the company history and the history with the problem should be very direct and be in depth, so the issue at hand can be pinpointed and relevant solutions can be created. 
The proposal should confirm the understanding of the issue, then it should show the creativity of thinking, communicate the plan, cover the essence of the plan, it serves as a contract between the parties, itemises the phases of marketing research process. 

1.2 Benefits and drawbacks of Market Research. 
There are numerous benefits and drawbacks with performing market research, firstly Burns and Bush said that marketing 
“The process of designing, gathering, analysing and reporting of information that may be used to solve a specific marketing problem” (Burns, Bush, & Sinha, 2014).
This is a definition of what market research is therefore anything that benefits the clients or agency in helping create the market research is very beneficial. Market research helps to provide valuable data that can then be used later on in the proposal or the brief. This is a key benefit because the data will have some key facts that may help in solving the problem at hand. The data that’s collected will be a combination of primary, secondary or both. When conducting market research there are two main techniques which are primary and secondary, within these two techniques there are different categories. Primary research’s main categories are: Observation, Focus groups, in- depth interviews and Questionnaires. Then each main category has their own sub- category, for example under the observation category you have: Structured human observation and Mechanical observation. Under the questionnaire category there’s personal interviews, telephone, mailed or postal and e-questionnaires. 
Secondary research techniques have two main categories which are internal information and External information. Internal information consists of Sales history, payment history, inventories and research reports. External information is made up of commercial research reports, company directories, competitor information, government reports, industry sources and think tanks. The agencies will look at the sub categories a lot, the internal information will be very key to them because they will be able to access large amounts of information from one specific place, but this can also be a drawback because this information is very key and crucial to the organisation therefore if it was hacked and leaked it could fold the company and make it go bankrupt. All the information about the Main categories and sub categories is found within “Foundations of Marketing” by Jonathan Groucutt (Gorcutt, 2005).  Secondary and primary research can also be quantitative or qualitative it differs dependent on the sub categories that are chosen. 

Performing market research helps to study consumer behaviour and social trends. Henry Assael has stated there are four types of buying behaviour. They are complex buying behaviour, variety–seeking buying behaviour, dissonance-reducing buying behaviour and habitual buying behaviour. (Assael, 1987). 
The complex customer behaviour has a high level of involvement, this means that the customers are active customers, and this creates that sense of loyalty. This information is beneficial to the agencies and clients because they are able to look at customers behaviours and buying habits on a wider scale, therefore also trying to generate some sort of loyalty to the product or service being offered. There is also a drawback which is the variety of customer behaviours and each customer will be unique this means that not every customer will have the same taste. Being a diverse company will help improve customer behaviours. 

1.3 Variety of Market Research options 
Nom-Nom chocolate will have a variety of different marketing research options available to them, it all depends on what the agencies will feel fit that that suits the problem that’s been defined. The clients/agencies will pick from the sub-categories of the primary and secondary research. Secondary Data – “Information that already exists somewhere, having been collected for another purpose” (Kotler & Armstrong, 2018)
When gathering the market research from the secondary sources it would be key to start with the internal records of Nom-Nom chocolate, this is so they are able to see what has previously been done with the company and what marketing has been done and what may have been successful or unsuccessful. Where information has existed elsewhere it means it is easily accessed but this is key if all the information is internal rather than external. This will affect Nom-Nom internally due to all the information coming from their databases. Internet search engines can be used as an asset in narrowing down secondary research sources because certain companies are able to buy other secondary data from outside supplies, if nom-nom chocolate was to do this would affect them internally because the information that is gathered can be added to internal databases which can be accessed at another point if need be.  Internet search engines can be hit or miss due to the amount of results that may come up from what they search, for example if they were to search “favourite chocolate flavours” it would be very bias results, therefore you will not be able to trust everything found from the internet. Secondary research can be accessed much easier and is a lot cheaper than what primary research. Primary Research’s contact methods can be mail, telephone call, or accessed through online methods. Nom-Nom chocolate could possibly send out emails to the Swansea postcode talking about how they may have certain sales or discount codes available they respond to the email. This would affect them internally and externally because the internal marketing team would have to draft up the emails and then they would have to create the discount codes. It would affect them externally because it would help generate interest and may bring in new customers, which can then create new customer behaviours within the company. The agencies will have already defined what the existing customers behaviour will be and therefore will be able progress in looking for new customers.  Using the primary quantitative research methods could potentially help Nom-Nom chocolate in various way, due to there being a variety of different quantitative methods. Quantitative research is “A research method based upon hard data where there are definitive and absolute answers” (Doyle, 2011). An example would be surveys, Nom-Nom chocolate could possibly send out surveys with regards to flavour ideas or if people actually have heard of the company. The purpose of performing surveys is to gain simple factual information that can be then put into databases, so the marketing team can access this to create action plans from the information. Surveys are very easy to analysis because you are able to gain information on trends within the market and just about anyone can fill out a simple survey. Surveys can either be filled out online or done face to face, where Nom-Nom is a smaller business they may not have the man power to send staff out to perform face to face surveys, therefore it would be more beneficial to them to be filled online. This would affect Nom-Nom chocolate externally and internally, how it would affect them externally is it would gather outside information from previous customers and then it would affect them internally because this would be new data added to the system. Also, it would potentially cost them money to create and distribute the surveys. Another example of quantitative research is performing questionnaires, these can be created to be aimed at the target audience. 


“In market research the term ‘questionnaire’ is used to refer both to questionnaires intended for self-completion by survey participants” (Brace, 2018)
When creating questionnaires, they need to be simple and easy to fill out and should not be too much of a choice if they are multiple choice because people tend to randomly fill them out then and this means that the information collected will be inaccurate and useless. Questionnaire for Nom-Nom chocolate could be about their prices, if people have heard of them, there favour types of chocolate/flavours. Nom-Nom chocolate will have to rely on what the people’s answers from the questionnaires therefore if they were to send out questionnaires to previous customers, they will know the information being given is reliable and can be trusted due to them already shopping with them. The agencies will understand this when working with the development team for the questionnaire. 
The agencies and clients will know what research methods to choose from creating the proposal and brief because they would have looked into the history of the problem, this means that they will know where they’re going wrong. For example, if the agencies looked at Nom-Nom’s sales and saw they were low this could be either due to the price of the chocolate of the popularity of Nom-Nom chocolate. They will then be able to have an insight on what specific question should be asked during the surveys or questionnaires.
Another method would be calling people who may have had a recent interest in Nom-Nom chocolate, the phone call could be to discuss how they found the company, or they could ring pre-existing customers and ask how their experiences was with Nom-Nom chocolate. If they compiled enough information, they could place it on their home pages of the websites, they could then refer to the positive feedback to new customers or potential customers. 

















Bibliography
Assael, H. (1987). Consumer Behaviour and Marketing Action. In H. Assel, Consumer Behaviour and Marketing Action (p. 87). Boston: Kent Publishing company.
Baines, P., Fill, C., & Page, K. (2013). Essentials of marketing. In P. Baines , C. Fill, & K. Page, Essentials of marketing (p. 100). Oxford: Oxford Univeristy Press.
Brace, I. (2018). Questionnaire Design. In I. Brace, Questionnaire Design (p. 2). London: Kogan Page Limited .
Burns, A., Bush, R., & Sinha, N. (2014). Marketing Research . In A. Burns, R. Bush, & N. Sinha, Marketing Research (p. 39). Boston: Pearson Education Limited.
Doyle, C. (2011). A dictionary of Marketing . In C. Doyle, A dictionary of Marketing (p. N/A). Oxford: Oxford University Press.
Gorcutt, J. (2005). Foundation of Marketing . In J. Gorcutt, Foundation of Marketing (p. 71). Houndmill, Basingstoke, Hampshire: Palgrave Macmillan .
Groucutt , J. (2005). Foundations of marketing. In J. Groucutt, Foundations of marketing (pp. 101-102). Houndmills, Basingstokw, Hampshire: Palgrave Macmillan .
Kotler, P., & Armstrong, G. (2018). Principles of Marketing . In P. Kotler, & G. Armstrong, Principles of Marketing (p. 132). Harlow: Pearson Education.
Ohmae. (1982). The mind of strategist. In Ohmae, The mind of strategist (p. 100). London: Mc Graw Hill.
The English Oxford Dictionary . (2019, January 6). English Oxford Dictionary. Retrieved from English Oxford Dictionary: https://en.oxforddictionaries.com/definition/market_research





image1.jpeg




