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1. [bookmark: _Toc503438715][bookmark: _Toc503444262][bookmark: _Toc503455697][bookmark: _Toc503456733][bookmark: _Toc503457696][bookmark: _Toc503457751]Background: Swansea Sharks Swimming Club
The Swansea Sharks Swimming School is very successful and professional swimming club, whose goal is to make all children great swimmers. Regardless, of whether they choose to compete or not. The swimming lessons are specifically designed for swimmers of all abilities from beginners to experienced swimmers, and the club has great reputation for producing world-class swimmers. The club also, possess a team of professional STA or ASA Qualified teachers and coaches. The club also sells swimming accessories, including goggles to wet suits.


2. [bookmark: _Toc503438716][bookmark: _Toc503444263][bookmark: _Toc503455698][bookmark: _Toc503456734][bookmark: _Toc503457697][bookmark: _Toc503457752]Definition of Problems and Evidence
The Swansea Sharks Swimming School are alarmed about the difficulties they are encountering whilst trying to promote and grow the club. As the swimming club have already committed themselves to ambitious targets designed to make them the best swimming club in Wales, they require input from key stakeholders.


3. [bookmark: _Toc503444264][bookmark: _Toc503455699][bookmark: _Toc503456735][bookmark: _Toc503457698][bookmark: _Toc503457753]Research Objectives and action standards

(Cretton, 2011, p. 8) Defines marketing research as “The collection and analysis of information about markets, organisations and people to support better business decisions”. In today’s competitive business environment, the more information the Swansea Swimming Shark’s club possess about its customers the more probable it is to be successful in achieving its target of becoming the most successful swimming club in Wales. (Bechwati, 2013, p. 28)  States “Companies use marketing research to stay competitive and avoid high costs of poor decisions based on unsound information”.
As a result, the general objective of this research is to find out ways to help the Swansea Swimming Sharks club grow both socially and financially. In a precise view, the research has the following objectives:
1. Provide valuable data in understanding consumer behaviour patterns and patterns.
2. Find suitable sales and promotional techniques to further enhance the club.
3. Improve knowledge related to the market, which will improve evaluating marketing performance.


4. [bookmark: _Toc503444265][bookmark: _Toc503438719][bookmark: _Toc503455700][bookmark: _Toc503456736][bookmark: _Toc503457699][bookmark: _Toc503457754]Research Design 

There are two main methods of marketing research undertaken, they are secondary and primary data. Also, the information collected, is either quantitate or qualitative.
(James E. Burt, 2009, p. 18) Defines secondary data as “data obtained from a source other than the primary data source”. (Wilson, 2006, p. 54) Expands to the definition of secondary data, by asserting “It is information that has been previously gathered for some purpose other than the current research project. The data is either free or at a cost and can be delivered electronically by computer or in a printed hard-copy form.”
Secondary data can be classified as internal or external. Internal sources include customer databases and promotional reports. Whereas, external sources refer to the government or the internet. The internet is beneficial for marketing research, as information from e-books and e-journals are accessible more rapidly. 
Most current and up to date information, can be obtained from the internet, as books published in the past may not contain newer, more relevant information. Information obtained the internet is inexpensive when compared to other sources. However, secondary research does have some potential drawbacks, for marketing researchers. Although, the internet will provide a vast range of information, the information present may not be appropriate information needed for the research objectives. (Vartanian, 2011, p. 14) Supports this, by stating “Subtleties often matter a great deal in research, and secondary data may get broader or related questions, but not the exact question being posed by your research”.
(James E. Burt, 2009, p. 18) Defines primary data as, “Data obtained from the organisation or the institution that originally collected the information”. Secondary research is a good starting point for the swimming club, but it’s unlikely to answer detailed and complex questions. Therefore, primary research, using quantitative and/or qualitative based techniques should aid in answering specific questions related to the requirements of the swimming club.
[bookmark: _Toc503444266]

5. [bookmark: _Toc503455701][bookmark: _Toc503456737][bookmark: _Toc503457700][bookmark: _Toc503457755]Research Methods
[bookmark: _Toc503438720]
5.1 [bookmark: _Toc503444267][bookmark: _Toc503455702][bookmark: _Toc503456738][bookmark: _Toc503457701][bookmark: _Toc503457756] Exploratory Research Design: Qualitative Research
Qualitative research allows marketing researchers to investigate and obtain a range of views from individuals or small groups of people through an in-depth discussion about the topic of making the swimming club more successful (Cretton, 2011, p. 12). 
5.2 [bookmark: _Toc503438721][bookmark: _Toc503444268][bookmark: _Toc503455703][bookmark: _Toc503456739][bookmark: _Toc503457702][bookmark: _Toc503457757]Descriptive Research Design: Quantitative Research
(Grove, 2005, p. 23) States “Quantitative research is a formal, objective, systematic process in which numerical data are used to obtain information about the world. The research method is used, to describe variables, to examine relationships among variables and to determine cause-and-effect interactions between variables”.
Quantitative Research would be beneficial for the swimming club, as it would aid in finding a relationship within variables and testing hypothesis by applying mathematical and statistical techniques. 

6 [bookmark: _Toc503438722][bookmark: _Toc503444269][bookmark: _Toc503455704][bookmark: _Toc503456740][bookmark: _Toc503457703][bookmark: _Toc503457758]Sampling details
(Smith, 2010, p. 88) States “The process of sampling begins with deciding what larger population you wish to study, and proceeds through selecting an increasingly targeted set of people whom you will eventually study”.
Sampling would be very beneficial for researchers carrying out quantitative marketing research, as they are unable to contact every person in the area of interest unless a census is used. Sampling, allows researchers to find a group or sample of people who are representative of the population.
[bookmark: _Toc503456741][bookmark: _Toc503457704][bookmark: _Toc503457759]6.1 Sampling Frame

Step 1: Define the Target Population
The target population, is the 200 users of the swimming club and the rest of the population (200,000+) people present in Swansea that could become potential customers of the swimming club.
Step 2: Data Collection Methods
As mentioned, it was suggested that different methods for data collection will be used for both users of the swimming club and potential customers. For the data collection from current customers of the swimming club, recordings from a focus group discussion were suggested. Whereas, to require information from the population that isn’t part of the swimming club or are potential customers an online survey known as Internet/Web-based Survey.
Step 3: Identify the sampling frames needed
The sampling frame will consist of the kids in the swimming club, their parents and potential customers that may of the club, but are not currently members. 
Step 4: Sampling method
Probability sampling is the suggested sampling method for researchers, as attaining a complete list of the target population is possible using a census. A sample is selected by assigning a number to every person of the population and then by using a random number generator or random number table, a select few individuals are selected randomly. This reduces the chances of biased selection, and therefore improves reliability and accuracy. Under probability sampling, it would be more beneficial for researchers if proportionate stratified sampling is used. Stratified sampling would aid in the collection of data based on different strata with different variables, such as gender and the time spent in the swimming club. The results produced will therefore be more obvious. This is because, larger strata will be sampled more heavily based on the larger percentage of the target population. Therefore, this assures reliability of the research.

Step 5: Determine the necessary sample size
To strive for a certain level of representativeness for the research, the target number of respondents for the group of a thousand individuals for the survey and eight people for the focus group discussion.
[bookmark: _Toc503444270]

7. [bookmark: _Toc503455705][bookmark: _Toc503456742][bookmark: _Toc503457705][bookmark: _Toc503457760]Methods of data collection

[bookmark: _Toc503444271][bookmark: _Toc503455706][bookmark: _Toc503456743][bookmark: _Toc503457706][bookmark: _Toc503457761]7.1 Surveys 

A survey is an example of quantitative research method used to collect data. The surveys design will emphasise on using standardised questions and predetermined response options in questionnaires administered to the numbers of respondents. There are main groups of the target respondents, are the children using the swimming club, the parents of the children and potential customers interested in finding out more about the swimming club.
An example of a survey method that can be carried out by researchers of the swimming club is face-to-face interviews. A face-to-face interview is carried out by a trained interviewer, in this case a researcher with a respondent. There are several variations in which face-to-face interviews can be carried out. This includes, the interview being conducted in the respondent’s home or workplace, a venue specifically hired for the purpose of market research, or in a public place such as shopping centre.
As technology has advanced, it allows researchers to conduct face-to-face interviews using electronic devices, such as laptops rather than the more traditional method of the clipboard. Although this is true, face-to-face interviews are expensive, in comparison to alternative methods, such as telephone interviews. Face-to-face interviews also tend to time restricted, unless they have been set up in advance.
The swimming club, is aiming for one thousand respondents for the survey and will use the traditional method of using a clipboard and pen when interviewing the respondents. This type of direct questioning will allow the researchers to come into direct contact with the respondent, reducing any chance of mistaken identity.
[bookmark: _Toc503444272][bookmark: _Toc503455707][bookmark: _Toc503456744][bookmark: _Toc503457707][bookmark: _Toc503457762]7.2 Focus Group discussion

A focus group discussion is an example of a qualitative research method. The focus group, will consist of eight respondents and the discussion will be focused on how improvements could be made to make the swimming club more successful. The group discussion, is led by a professional moderator (the researcher), who will control and direct the discussion in order to ensure all the key elements of the discussion are covered in a natural and relaxed fashion. Respondents in the group discussion, must not feel like they are being pressured or a particular view point is being imposed on them by the moderator. They should feel comfortable in the environment and confident enough to contribute to the discussion. A brief is specifically designed to help professional recruiters select particular respondents suited for the discussion. The set brief has to be thorough, this is because the focus group consists of a small group and its success will be determined by selecting the most appropriate mix of individuals for the task.
Respondents are screened, by a questionnaire, to ensure they match the criteria required. Pairs can be included, as some individuals feel more relaxed amongst their friend or friends, which would encourage both participants to engage fully in the discussion.
Focus group discussions can last from one hour to a few hours. However, the standard length is around ninety minutes. The longer the time of the group discussion, the costlier it will be for the swimming club.
The focus group will also be recorded. It’s beneficial, as the recordings can be turned into transcripts for the purpose of further analysis.  Recordings for the research can only be undertaken, if the respondents give consent. Also, the respondents participating in the discussion must be informed of the recordings whilst they are being recruited. The Marketing Research Code of Conduct and terms and conditions which will be followed during the focus group discussion are presented in the appendix. A CV, for the marketing researcher will also be presented in the appendix.
A focus group will be beneficial, as it will allow researchers to promote the swimming club more directly, whilst allowing them to analyse customer’s behaviours. It will also, allow them to examine how and why certain products are purchased more often in the swimming club.

[bookmark: _Toc503444273]

8. [bookmark: _Toc503455708][bookmark: _Toc503456745][bookmark: _Toc503457708][bookmark: _Toc503457763]Methods to analyse data

The data collected from surveys and focus group interviews will be analysed and interpreted using two separate methods. Data collected from the surveys, can be analysed using Microsoft Excel. Microsoft Excel, which will calculate simple statistics (mean, median, mode etc.) for all questions of the survey. Data can be presented using graphs, with error bars to show standard deviation. The results produced in the graphs, can also be compared with past data, and can show correlations between variables.
In the focus group the data collected from recordings and filming will be interpreted and analysed in a continuum process. The exact comments of the respondents in the discussion, is classified as raw data. The raw data is analysed and synthesised, which produces descriptive data. This data will be interpreted and conclusions will be made. Whilst interpreting the data, the analyst should provide meaning and understanding to the data. The data analysed and interpreted from the focus group data should provide a subjective insight into the perspectives of the participants of the focus group. There should be consideration on how their views and perceptions may be applied to the larger population.
The data which will be interpreted and presented through quotations, main points, key themes and issues.  
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9. [bookmark: _Toc503457709][bookmark: _Toc503457764]Objectives of the questionnaire
For the Appendix One questionnaire “Swansea Sharks Swimming Survey”
	Section
	Objective

	1
	To sort out the target respondents

	2
	To gain an insight on the respondent’s opinion on the swimming club’s facilities

	3
	To gain suggestions from respondent’s on how to improve the swimming club.





10. [bookmark: _Toc503438724][bookmark: _Toc503444275][bookmark: _Toc503455710][bookmark: _Toc503456747][bookmark: _Toc503457710][bookmark: _Toc503457765]Implementation-Timetable
Appendix Two is a Gantt chart to show the time allocated for each task of the marketing research


11. [bookmark: _Toc503438725][bookmark: _Toc503444276][bookmark: _Toc503455711][bookmark: _Toc503456748][bookmark: _Toc503457711][bookmark: _Toc503457766]Implementation- Budgeting
The aim of this research is to collect 1,000 individual user responses from the surveys and eight responses from the focus group discussion.  The results from the surveys will be collected over a five-week period, where two research analysts will be expected to collect approximately 29 responses daily individually. The cost analysis for both the survey and the focus group are presented in the Appendix. 
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Appendix 1

Swansea Sharks Swimming Club Survey

This survey is a marketing survey for the Swansea Sharks Swimming Club. It aims to involve your participation in providing information on customers and non-customers attitudes and beliefs towards the swimming club. The results, will provide the swimming club with additional insight, on how to improve their services and products, whilst delivering more useful customer service in an effective and efficient manner. Participation in this study is voluntary and the data collected will remain anonymous and confidential.

I. Classification Data Section


1. Are you a customer or a user of the Swansea Sharks Swimming Club?

           Yes

           No

This section contains questions on your personal information, which will help us to combine your later response with those of the other people taking part in the study.
2. Into which one of the following categories does your current age fall?

Under 18                 18 to 25            26 to 35            36 to 45            Above 45

3. Please indicate your gender

Male                     Female              Other

4. Which one of the following categories best describes the nature of your work?

Agricultural            Government            Legal               Financial            Insurance
Manufacturing        Transportation        Consulting         Educational        Medical
Retailing                 Wholesaling            Hotel                 Others, please specify: ____________


II. Please rate the club on the following aspects


	
	Excellent
	Good
	Fair
	Poor
	Don’t Know

	Accessibility
	
	
	
	
	

	Car parking
	
	
	
	
	

	Opening times
	
	
	
	
	

	Entrance fees
	
	
	
	
	

	Swimming Pool & Pool Area
	
	
	
	
	

	Changing Rooms/ Showers
	
	
	
	
	

	Toddler Ares
	
	
	
	
	

	Toilets
	
	
	
	
	




III. Suggestions to improve the Swimming club
What improvements to the swimming pool and its facilities do you feel need to be made?






Please list here any events or activities that your household would welcome and use at the swimming pool






If you have any further comments to make regarding any aspects of the pool, please leave the detail here





Thank you very much for participating in this survey. Your time and opinions are greatly and deeply appreciated.












Appendix 2- MRS Code of Conduct
1. Researches shall ensure that participation in their activities is based on voluntary consent.
2. Researchers shall be straight forward 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 personal 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.











Appendix 3- General terms and conditions
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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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Gantt Chart to show the time allocated for each task of the marketing research
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Surverys
Preparation of the questionnaire

Interviewer's fee

Staff time and costs analysis and presentation of resuits.
Independent researcher cost

Other cost

Total Survey Cost

Group Discussion
Interviewer's fee and expenses in recruiting and assembiing the groups.

Renting the conference room or other facility and cost of recording media such as tapes, if used
Incentives for group discussion

Staff time and cost for analysis and presentation of resuits.

Independent researcher cost, if any

Other costs

Total Group Discussion Costs

Total Market Research costs

Cost
£100.00
£500.00
£500.00
£100.00

£50.00
£1,250.00

Cost
£250.00
£50.00
£25.00
£500.00
£100.00
£75.00
£1,000.00
£2,250.00
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