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Introduction 
 This marketing research proposal is in response to the difficulties Swansea Sharks Swimming Club face in growing the club further than its current success. This proposal will look at the known history of the club and what the club wishes to achieve. Upon commission, this proposal will be used as reference point so that a plan can then be put in place to ascertain why the Swansea sharks Swimming Club are experiencing the difficulties they are currently seeing. This will be done by planning what the research objectives will be, what research design and methods will be used, and who from and how the data will be collected and analysed. There will be a timeframe of when to expect things to be completed and for the interim and full report to be published as well as the budget and costing for the entire process. 
Relevant curriculum vitae can be found in appendix A.
Terms and conditions can be found in appendix G.
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[bookmark: _Toc503359073][bookmark: _Toc503478614]Background and problem definition
Swansea sharks swimming club have been an established club for over 30 years, it has become one of the best in the wales offering 45-minute lessons for all ages above 3 years old and all abilities. With 14 senior coaches and numerous helpers they are able to offer a range of 20 lessons a week over 6 days, each lesson caters for different abilities. Their aim is to make all children great swimmers to have fun while doing it, they do this by teaching the following. (Swanseasharks.com)
· Water confidence and safety
· Stoke technique
· Fitness strength and endurance
· LTAD long term athlete development 
The Swansea Sharks have also branched off with Trisharks, it’s a ‘program that is managed by professional coaches with several years of experience’ (trisharks.co.uk) individuals who compete or would like to train for triathlons, duathlons and aquathlons. Due to the type of training that is needed for such individuals, the sharks have found partners and sponsors that can support them and their clients in ways in which they may not have the relevant experience needed. These are the Gower riders, Gower gym and Welsh triathlon. 
As well as the clubs and training programs the Swansea Sharks offer, they also have a shop which sells a range of sports and swimming equipment that an individual might need to participate in any of the programs on offer. ’Pursue and enjoy running, swimming, cycling and other athletic sports with the right apparel and accessories. While it takes persistence and hard work to be a professional athlete, proper sport equipment can make this journey a lot more enjoyable.’ (trisharks.co.uk) 

The Swansea Sharks Swimming Club, although already well established and successful with their varied programs, store and established partners and sponsors, would like to grow further and become the best swimming club in the country. They have however found this a challenge and they are becoming concerned with the difficulties they are facing in growing the club to the targets set. As well as finding it difficult to grow their business, it is apparent that if a potential client were to do an internet search for swimming lessons or clubs in the area in which the Swansea Sharks are based, there are quite a few other clubs, besides the Swansea Sharks, that on the list. You can also see that most of the competing swimming clubs have customer reviews associated with their clubs and that Swansea Sharks do not. 
While undertaking an internet search, clients will also come across a swimming club of the same name but based in Australia. This could put doubt or confusion in the mind of the potential clients, and without further research they may assume the Swansea Sharks Swimming Club isn’t even in the Swansea area. 

[bookmark: _Toc503359074]The Swansea Sharks Swimming Club would like to find out why they are finding it difficult to grow the business further, and in turn becoming the best swimming club in the country. One of the ways they would like to look into why they are having such difficulties is through its key stakeholders.

[bookmark: _Toc503478615]Research Objectives 
This proposal outlines the methods to be used to establish why the Swansea sharks swimming club has not been meeting its goals in growing the business. See objectives below;
Primary objective:
· To determine what the Swansea sharks swimming club need to implement to ensure they reach their goal of growing the business further.
Secondary objectives:
· To understand why the business has not been able to get the desired growth.
· To comprehend what factors might have a negative effect on the business.


[bookmark: _Toc503478616]What is marketing research and market research, and how its important?
First, we will look at why marketing research and market research are an important factor within a business.
Marketing research and market research are two separate forms of research that often get confused for one another. Marketing research is done on a much wider scope then market research, it looks at every variable that can affect the business. Marketing research ‘is the scientific and objective study of the overall marketing process which involves collection, analysis, communication and utilization of information’. (Surbhi, s. 2015. p1) this form of research is then used to aid the decision-making process and any problems with marketing of the business. 
Market research is a component of marketing research, market research is a ‘more narrow concept because it is research focused on a specific market’. (Qualtrics, 2010. P1) Its used to collect information such as customer preferences and market trends. This form of research can have a limited scope but can be effective if used for a specific reason, for example to find whether consumers in the local area have a need for a certain product.
Marketing and market research can be done at any period within the business and the type of research undertaken varies dependant on what the objectives are. The British library, Business and IP Centre (2017 p1) state that ‘it’s the simplest way for entrepreneurs to keep up with the market trends and maintain a competitive edge by sizing up your business opportunity’. As the business grows its becomes even more beneficial to take part in marketing research as it can make sure that the business stays relevant within the market and helps make informed decisions on nearly every aspect of the business, Lake (2017 p1) outlines some of the benefits as:
· Communication Driver: it drives communication between the business and it targets audience. 
· Identifies Opportunity: it will help identify opportunities within the market pace, whether it be ‘high level opportunities’ or the more immediate or ‘low hanging fruit’ opportunities. 
· Lowers Risk: with the data collected during marketing research, the business can get a better understanding of the opportunities that will produce higher return and results.
Whether the research is done in house as is usually the case for market research, or its outsourced with marketing research, there is generally at cost the business but with the insights that can be gained from the research it would still benefit the business as with increased knowledge the business can run more efficiently, and decisions can be made on a more informed basis.
When undertaking market research both clients and agencies need to ensure that all the data collected is done so in an appropriate manner, this can be done by following the MRS Code Of Conduct (mrs.org p.3) (see appendix B for full MRS code of Conduct) the data protection act 1998(gov.uk)  (see appendix C for the Data Protection Act 1998)  MRS (2003 p.3) also informs us of the ‘guided ‘construct’ underpinning the data protection act 1998 is informed consent’ the report then goes on to state that there are two key components to ensure the rights of the individuals taking part in any research:
· Transparency – when collecting data make sure individuals know why the data is being collected and how it will be used.
· Consent – ensure that individuals give their consent at the time of the data being collected, and be able to opt out of that data being used in any other way.
[bookmark: _Hlk503272939]The data protection act 1998 (gov.uk) and the MRS codes of conduct (mrs.org p.3) are legislation and guidelines that should always be adhered to by all parties involved in market or marketing research, and it is the party’s responsibility to keep up to date in case of any amendments.  




[bookmark: _Toc503359075][bookmark: _Toc503478617]Methodology 
[bookmark: _Toc503359076][bookmark: _Toc503478618]Research design. 
To fulfil the above objectives and to resolve Swansea Sharks Cwimming club’s difficulties to enable them to increase their business activities, its advised that exploratory research is done first. Exploratory research ‘is intended to develop initial ideas or insights and to provide direction for any further research needed’. (Wilson. 2006 p.33). 
Once the exploratory research is completed to get more in-depth data conclusive research will need to be done, Proctor (2003 p.13) defines the need for conclusive research as research carried out to produce evidence to support the conjectures and hypotheses developed in the preliminary research. 
Conclusive research is split into two categories which are descriptive and causal. For the purpose of the objectives descriptive would be seen as the better option at this time as it ‘provides answers to the who, what where, when and how of marketing research.it explains what’s happening, not why it is happening’, and ‘it can tell us that two variables seem to be somehow associated’. (Wilson 2006 p.34). 

[bookmark: _Toc503359077][bookmark: _Toc503478619]Research method 
Explorative research is primarily secondary ‘desk’ research, it’s the research that is done to collect data that either the club has internally or data that is accessible by intranet, online or in the form of hardcopy. CIM (2008 p.76) explains it as ‘information that has already been gathered for some reason or another’. 
 Descriptive research can have some secondary research, but it is more often primary research, Vault (2017 p.1) describes primary research as ‘research that is conducted by you, or by a research firm you hire for the project. The search can include focus groups, surveys, interviews and observations.’
The research being collected if falls into two categories, Quantitative and qualitive. Quantitative research ‘is used to quantify the problem by way of generating numerical data or data that can be transformed into useable statistics.’ (DeFranzo. 2011 p.1) Qualitive research although can have some numerical data or statistics it also ‘takes into account the cultural, social institutional temporal, and personal or interpersonal characteristics of the context in which the data is collected’ (Belk. 2013 p.3).  
The proposed research method would be:
· Statistical analysis – internal and external 
· Surveys - face to face and online 
· Hall tests – current customers/ stakeholders 
· Interviews – local gyms and local schools
· Panels – employees 
A copy of the survey can be found in appendix D 





[bookmark: _Toc503359078][bookmark: _Toc503478620]Sampling 
Couch and Housden (2003) defines sampling as ‘a sample is a small number taken from a large group for testing and analysis, on the assumption that the sample is representative of the population as a whole.’ Sampling is used as its cheaper, easier and quicker than using the population as a whole, as in a census. There are various types of sampling which fall under two categories:
· Probability sampling – simple random, systematic, stratified random and cluster.
· Non-probability sampling – convenience, judgement, quotas and snowballing.
The sampling methods to be used for the marketing research for Swansea Sharks Swimming Club should be, simple random for the face to face surveys, on-line surveys and individual interviews. Stratified random, for hall tests, individual interviews and panels.

[bookmark: _Toc503359079][bookmark: _Toc503478621]Method of data collection.  
The data will be collected and analysed in a number of ways depending on what data it is. It will be presented in a way so that data can be compared with ease. See below for a table explaining how the data is to be presented:
	method of collection 
	Data presentation

	Statistical analysis 
	Charts, graphs 

	Surveys - Face to face 
	Graphic design, cross tabulations 

	Surveys – online 
	Graphic design 

	Interviews –  face to face
	Infographics, cross tabulations 

	Hall tests 
	Graphic design, charts 

	Panels 
	Infographics, presentation. 
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[bookmark: _Toc503478622]Reporting and timing expectations.
To follow this report will be an interim report once the exploratory research is completed and analysed. This will be done to keep an open flow of information and to keep the Swansea Sharks Swimming Club updated.
The final report will be released once all research, exploratory and descriptive, is competed and analysed together, there will also be a presentation upon completion, to further the understanding of the findings. 
Report and presentation dates are as follows;
Interim report – 29th January 2018
Final report – 8th March 2018 
Final presentation – 10th March 2018
A full outline of the timescale can be found in appendix D
[bookmark: _Toc503359081]

[bookmark: _Toc503478623]Costings.
Costings will be made up of a number of variants, staff costs, costs for reports and presentations, venue for presentations and other costs that will be acquired. 
Total costs: £15,529.07
This will include all reports and staff of up to 4 persons depending on what is needed. A full copy of the cost table with the breakdown of the total cost will be found in appendix F
[bookmark: _Toc503478624]Appendices 
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[image: ]
        
               Laura Stoakes – Research Assistant                                                                   


· 7 years of experience in the field of marketing research.
· Handled diversified marketing research Quantitative adhocs and trackers Wales and UK, including door to door interviews, Central Location and Computer Aided Telephonic Interviews. 
· Handled a large number of Qualitative researches.
· Worked with AMRB-Millward Brown, and LOGIC Market research.
· Strong knowledge and experience in multivariate analysis and its research applications.
· A wide range of clients served in several fields such as:
· FMCG: Savola, Unilever, Coca-Cola, Cadbury and Eva Cosmetics.
· Telecom: Vodafone UK, Three, British Telecommunications.
· Education: University of Wales Trinity Saint David – Wales 
· Masters in Business Administration – Marketing and Branding the Higher Education Brands in UK. Measuring the current brands equity in the market through Qualitative, Quantitative and desk research. Recommendations were provided for the brands to better perform in the local market. 

[bookmark: _Toc503478626]
Appendix B
MRS Code of Conduct:
1. Researchers shall ensure that participation in their activities is based on voluntary informed consent.

2. Researchers shall be straightforward and honest in all their professional and business relationships.

3. Researchers shall be transparent as to the subject and purpose of data collection.

4. Researchers shall respect the confidentiality of information collected in their professional activities.

5. Researchers shall respect the rights and well-being of all individuals.

6. Researchers shall ensure that participants are not harmed or adversely affected by their professional activities.

7. Researchers shall balance the needs of individuals, clients, and their professional activities.

8. Researchers shall exercise independent professional judgement in the design, conduct and reporting of their professional activities.


9. Researchers shall ensure that their professional activities are conducted by persons with appropriate training, qualifications and experience.

10. Researchers shall protect the reputation and integrity of the profession.


[bookmark: _Toc503478627]Appendix C 
Data protection act 1998;
1. Personal data shall be processed fairly and lawfully and, in particular, shall not be processed       unless:
- at least one of the conditions in Schedule 2* of the Act is met, and
- in the case of sensitive personal data, at least one of the conditions in Schedule 3* is also met.

2. Personal data shall be obtained only for one or more specified and lawful purposes, and shall not be further processed in any manner incompatible with purpose or other purposes.

3. Personal data shall be adequate, relevant and not excessive in relation to the purpose or purposes for which they are processed.

4. Personal data shall be accurate and, where necessary kept up to date (with every reasonable step being taken to ensure that data that are inaccurate or incomplete, having regard to the purpose(s) for which they were collected or for which they are being further processed, are erased or rectified).

5. Personal data processed for any purpose or purposes shall not be kept for longer than is necessary for that purpose or those purposes.

6. Personal data shall be processed in accordance with the rights of data subjects under this Act.

7. Appropriate technical and organisational measures shall be taken against unauthorised or unlawful processing of personal data and against accidental loss or destruction of, or damage to, personal data.

8. Personal data shall not be transferred to a country or territory outside the European Economic Area unless that country or territory ensures an adequate level of protection for the rights and freedoms of data subjects in relation to the processing of personal data.

[bookmark: _Toc503478628]Appendix D.
Swansea Sharks Swimming Club Questionnaire.

This questionnaire is on behalf of the Swansea Sharks Swimming Club. We are trying to improve our service as we believe that everyone should be ale to learn to swim and have the opportunity to do so. This questionnaire is made up of 25 questions over  6 sections, it would be greatly appreciated if you could answer all questions to the best of your ability.




Please circle the answer that applies to you.

1. Gender.
a. Male
b. Female
c. Prefer not to specify

2. Age Range.
a. 18-30
b. 30-40
c. 40-50
d. 50+

3. What is your current occupational status?
a. Unemployed
b. Employed
c. Part Time
d. Self Employed
e. Student

4. What is your current Marital status?
a. Single
b. married
c. civil partnership
d. common law
e. Prefer not to specify

5. Are there any children in the household?
a. No (if no please continue to question 7)
b. Yes






6. How many children are in the household?
a. 1
b. 2
c. 3
d. 4
e. 5
f. 6+

7. What is your estimated income?
a. Under £10,000
b. £10,000 +
c. £20,000 +
d. £30,000 +
e. £40,000 +

8. Are you a local resident?
a. Yes
b. No




Please circle appropriate answers.

1. Do you go swimming?
a. Yes 
b. No   (if no please continue to question 5)

2. How often do you participate in swimming?
a. Once a year
b. Once every 6 months 
c. Once every 3 months 
d. Once a month
e. Once a fortnight
f. Once a week 
g. Twice or more a week 

3. What motivates you to swim?
a. Health and fitness
b. Entertainment
c. Social
d. Family




4. What form of swimming do you prefer to do?
a. Competitive
b. Amateur 
c. beginner

5. Have you ever had swimming instruction?
a. Yes    
b. No    (if no please continue to next section)


6. What age were you when you had instruction?
a. 5 and under 
b. 5 – 12
c. 13 - 18 
d. 18+


Please tick the appropriate box next to the answer that applies to you.

1. Staying active is an important part of weekly routine.

                          Strongly                                                Neither agree                                           Strongly 
                         disagree               Disagree                nor disagree                Agree                   agree  
       

2. Swimming is a great way of keeping active.

                          Strongly                                                Neither agree                                           Strongly 
                         disagree               Disagree                nor disagree                Agree                   agree  
       

3. Are there affordable options in the local area to aid the development of swimmers?

                         Strongly                                                Neither agree                                           Strongly 
                         disagree               Disagree                nor disagree                Agree                   agree  
       







Please tick the appropriate box next to the answer that applies to you.

1. If you were interested in swimming instruction, you would look for a suitable place online.

                         Strongly                                                Neither agree                                           Strongly 
                         disagree               Disagree                nor disagree                Agree                   agree  
       



2. Its important that the information you need is easily accessible.

                        Extremely                 Very                       Somewhat              Not very              Not at all
                        important             important                important              important           important  
       

3. I look at the customer reviews associated with the place to help make my decision. 

                         Strongly                                                Neither agree                                           Strongly 
                         disagree               Disagree                nor disagree                Agree                   agree  
       



                              

Please number in order of importance 5. Being of highest importance and 1. Being of lowest.

1.In your opinion what order of importance should the following be in when looking for a Swimming Club. 

	Coaching experience 
	

	location
	

	Price 
	

	Fun factor 
	

	Clubs other resources 
	





Please full in to the best of your ability.

1.a. Have you heard of the Swansea Sharks swimming club? 


1.b. If yes, what is your opinion of them as a swimming club?



1.c. If no, would you like you know more about them?



2. What would make you consider using using swimming club like the Swansea Sharks?  
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Costing Table 
	

	
	

	
	

	
	

	secondary research
	cost

	staff time for internal research 
	 £       1,344.56 

	staff time for external research
	 £       1,536.82 

	data analysis
	 £          846.12 

	total costs for secondary research
	 £       3,727.50 

	
	

	primary research
	cost

	staff time to genereate surveys (online and face to face )
	 £          576.28 

	staff time for primary research (surveys, hall tests, interviews and panels)
	 £       6,912.43 

	data analysis 
	 £       1,536.00 

	total cost for primary research
	 £       9,024.71 

	
	

	reports and presentations
	cost

	staff time to compile interim report
	 £          384.54 

	staff time to compile final report 
	 £          768.89 

	staff time to compile final presentation 
	 £          576.21 

	present completed presentation 
	 £          288.27 

	total cost for reports and presentations 
	 £       2,017.91 

	
	

	other costs 
	cost

	travel 
	 £          326.54 

	incentives 
	 £          175.00 

	venue charges for presentations
	 £          150.00 

	phone 
	 £             67.54 

	printing 
	 £             39.87 

	total costs for other 
	 £          758.95 

	
	

	TOTAL COST
	 £ 15,529.07 
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activity  start dateduration end date

proposal  11/01/2018 1 11/01/2018

presentation 15/01/2018 1 15/01/2018

commission 16/01/2018 1 16/01/2018

secondary research - internal 17/01/2018 7 24/01/2018

                                        - external 18/01/2018 8 26/01/2018

data analysis 24/01/2018 3 27/01/2018

interim report 29/01/2018 1 29/01/2018

primary research - online surveys 30/01/2018 14 13/02/2018

                                   - face to face surveys  05/02/2018 7 12/02/2018

                                   -hall tests 12/02/2018 3 15/01/1900

                                   - interviews 16/02/2018 8 24/02/2018

                                   - panels 26/02/2018 2 28/02/2018

data analysis  28/02/2018 8 07/03/2018

final report 08/03/2018 1 08/03/2018

presentation on findings 10/03/2018 1 10/03/2018

reports

presentations

research and analysis



Timescale for Swansea Sharks Swimming Club Marketing Research.

11/01/2018 18/01/2018 25/01/2018 01/02/2018 08/02/2018 15/02/2018 22/02/2018 01/03/2018 08/03/2018

proposal

presentation

commission

secondary research - internal

                                        -…

data analysis

interim report

primary research - online…

                                   - face to…

                                   -hall tests

                                   -…

                                   - panels

data analysis

final report

presentation on findings
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General terms and conditions

Eield of applicati
The offer includes the goods of the seller

All sales, deliveries and other services are provided exclusively in accordance with these terms of
shipment. Confirmations of the buyer with regard to his own conditions are expressly rejected.
Changes or addifions to this contract are effective only upon prior written approval by the seller.

Deliverv and pavmen
Prices are valid from date of order All prices are in Euro and include 20% VAT.

Incidental shipping costs are automatically added to the commodity price.
Custom duties and fees on goods ordered ae to be paid by the buyer. The amount of these fees is
determined by the particular local regulations. Delfvery is at the expense and risk of the buyer
Usless otherwise agreed, the goods have to be paid ia advance, withou deduction. A delivery
within 3 working days canaot be guaranteed.

Contractof
By placing an order via email or the web order form the customer makes a binding offer to
puchase. The coniract of sale is a wriften acceptance and confirmation of the order by the seller
(via email).

Reservation of tide;
Tatil full payment the goods semain property of the seller.

Right of withdrawal according to § § ¢ Consumer Protection Act:
The buyer, the consumer according o the Consumer Protection Act, may resiga from the contract
within the period of seven working days, aot including Safusdays.

In case of resigament the buyer is obliged o refun the complete, unopensd goods in the original
packing to assure a safe transport. Otherwvise the seller reserves the sight to seduce the refind. due
to reduction in value. T case of returm the shipping addres is altvays the addess of the seller. The
osts of the seturn are fo be paid by the buyer

Warrant and Dama
Obvious deficiencies have fo be claimed by the buyer within seven days of delivery in writing.
The seller is not liable for defects due to imspraper storage or use of the goods. Other claims are
excluded. The seller is not iable for any other damages.

Domicile and Venue
Domicile for delivery and payment is the business of the seller. It is governed by Austrian
substantive law excluding the UN sales law. Jurisdiction for all disputes arising out of this contract
is local and competent Austrizn court.

Privacy:

The seller processes personal data ia compliance with the appticable Data Protection Act to fulfll
the contract. The seller is entitled to forward these dafa to his parters. as far as this is necessary fo
‘comply with the rights and obligations uader the contract.

Additions,
Usless written notification of a different address, notifications and declarations of iatent are made
t0 the buyer's addsess listed in the order. The buyer is required to give all the complete and cortect
information necessary for the coatract. If such data is incorrect, iacomplete or unclear, the buyer
shall be fiable for all costs sesulting from his.
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