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[bookmark: _Hlk534989997]NomNom Chocolate is a young welsh local chocolate factory created by Liam Burgess in November 2011. They produce their chocolate with Welsh high-end local product that gives a strong brand identity. The company doesn’t stop growing and think to do some marketing research. This is the reason why the marketing research agency approaches Liam and informs his management team about what the agency could do for NomNom Chocolate.  
First of all, this case study will explain what is marketing research. Then it will talk about its advantages and drawbacks and finally how the marketing agency can develop NomNom Chocolate company by doing their marketing research. 

Part 1 - Introduction 
[bookmark: _Hlk534990026]To insure agencies and their clients do appropriate marketing research, some questions must be answered. First of all, what is marketing research? “Marketing research is the collection, analysis, and communication of information undertaken to assist decision making in marketing” (Fleming, 2018a-1). 
According to Babin, B. J., & Zikmund, W. G. (2015), marketing research can also be defined as “the scientific method in searching for the truth about market and marketing phenomena”. Organisations applied it to answer to specific marketing decisions and reduce the uncertainty by specifying and supplying accurate information. Even if the marketing research can’t eliminate the risk, it can reduce it (Fleming, 2018a-2). It’s a way for them to investigate and get the opportunities to identify attractive areas before developing a marketing strategy. “Marketing research provides information about consumers, customers and the market place for developing and implementing marketing plans strategies” (Zikmund & D'Alessandro & Winzar, 2017). There are some important objectives by doing marketing research as decisions about the firm product orientation, decisions about the production orientation, the customer opinion about the value of the product or the production process and stakeholder’s orientations that can also be affected…etc (Zikmund & D'Alessandro & Winzar, 2017).   
Before doing any marketing research, companies have to focus on some questions. They must think about their internal skills to do it, the cost of this implication if they should remove internal politics or moreover if they need to stay anonymous as far as their competitors are concerned. These different answers will allow them to decide if they should be helped by the agency or do it themselves as in-house research. However, if in-house research could be limited, both situations can work together. Why NomNom Chocolate would choose to trust an agency rather than doing in-house marketing research? 
Agencies are specialized in the research area, they already have experiences, they know how to analyze the market and where they can find results. Delegate these researches to another organization allow a company to focus on their objectives rather than spending time by doing itself. However, call an agency can have disadvantages like the cost, the possibility the have conflicts because of not good relationships, different visions to do the research…etc. (Chitra. R, 2015). If NomNom Chocolate decides to trust an agency, it should select 3 or 4 different to compare, have several feelings and various propositions. Here are some decisions criteria to choose the one which corresponds the best to their aim and objectives: 
1. The agency experience in the company sector, 
1. Their area reputation,
1. Their ways communicate, 
1. Their economic situation, 
1. Of course, the relationship feeling with the agency,
1. …etc. (Fleming, 2018a-3)
Then, to ensure the client does a relevant and appropriate marketing research, they have to work on their “brief” which will refer to the problem that the company has to face. It will be sent to the agency and includes some important information to be clear as the history of the company, the history of the problem, the research objectives, the research methods and then the limit of time. Of course, the client has to give his own instructions about confidentiality, delate and budget. (Fleming, 2018b-1)
After the brief analyzation, the agency will write a document which is called the “proposal” including suggestions to allow the problem recognition. “It systematically outlines the particular research methodology and details the procedures that will be followed during each stage of the research process” (Zikmund & D'Alessandro & Winzar, 2017). The proposal must contain the background of the company understood by the agency, the problem definition with its identification and the success measure establishment, but also the objectives and actions of the research. These elements are issued from the brief. Then, the agency purposes its own process with a different type of research and methods to the company. (Fleming, 2018b-2)
Thanks to the proposal, the company can choose the agency that suggests the appropriate marketing research. 


Part 2 – Benefits and drawbacks by the use of marketing research
As it’s mentioned previously, marketing research can’t eliminate all the risks but it can reduce it for each company. This section will highlight the benefits and drawback about doing or not doing it. 
Marketing research help companies to keep the focus on their objectives and allow them to orientate their product, production, etc, in order to satisfy the customer. The main benefits of doing marketing research are mostly to keep the focus on the target, evaluate customer needs, be organised, be creative, be open mind and have a variety of sources. Marketing research helps companies not to stay in pre-conceived views but open different possibilities (Fleming, 2018c). 
Unfortunately, there are some disadvantages to the use of marketing research. The cost is the main one because data collection is expensive and sometimes heavy for companies with a small budget. The success of the research is not guaranteed and even more, there is confidentiality risks with competitor’s environment. If a company chooses to trust an agency to do their marketing research, it’s necessary to be careful to whom they had already worked with. They can reveal some confidential information that could harm the company (ibid).
Some companies already have all information needed about their area or just want to stay anonymous and chose to not doing marketing research. For example, if it’s a very small company that already have local customers or if a huge company is in a monopolistic situation, they don’t need investigations. For them, the problem is the isolation, they will not know anything about what is happening on the market and they will not be aware of its evolution.  

Part 3 – Methods to solve problems
This third part includes some advice from the agency for NomNom Chocolate about the methods available to do their marketing research and give them the best option. 
Information collected by marketing research can be qualitative or quantitative but there are two different types of research: Primary and Secondary. The primary research is the research of information unknown which does not exist (Marie-José. O, 2012), “data is collecting directly from the field” (Fleming, 2018d). It can allow the company to learn from the market, the customers, the competitors…etc. The ways used by the researcher to collect these data are mostly by a survey, focus group, interviews, observation, test marketing, modelling, statistical analysis, hall tests, ethnographic studies, projective techniques or moreover panels. To collect pertinent information, NomNom Chocolate should establish a survey, organise focus group or individual customer interviews and see their behaviour with the product, see their preferences, their perception…etc. It would able the company to have an idea about what are the main factors that influence the purchase (ibid).      
The secondary research is information that has been previously gathered for some purpose other than the current research project. These sources can provide from the internet, existing sources (internal or external from the company) or desk research. So, these information come from existent sources as statistics, company studies, press article, websites…etc. They answer important questions for NomNom Chocolate about the market orientation, the market around or the tends. Secondary research is very economic, it allows to save time and money, information does already exist, they just need to look for it (Marie-José. O, 2012). 
Unfortunately, the secondary research collection is not enough. It’s a good way to start at the beginning of the research but information collected doesn’t have quality control. To face this problem, NomNom Chocolate should analyse their primary research and use these information to do an in-depth secondary research study. (Lesley. S. P, 2010).

The information collected by primary or secondary research can be Qualitative or Quantitative. Quantitative information is based on the number while qualitative is based on emotions. “Qualitative research is a methodology that addresses research objectives through techniques that allow the researcher to provide elaborate interpretations of phenomena of interest without depending on numerical measurement” (Zikmund & D'Alessandro & Winzar, 2017). This is a verbal data collection rather than a collection of measurable data. Information is analysed by subjective interpretation. Qualitative research is mostly done by Individual interviews, focus group, observations, ethnography, panels, projective techniques…etc (Explorable, 2019). 
“Quantitative methods employ mathematical analysis and require a large sample size. The results of this data shed light on statistically significant differences” (Lesley. S. P, 2010). Quantitative research uses statistical tools to give numbers, it allows to understand the situation and express the results. Tools used to collect it are surveys, experiments, testing, modelling, questionnaires, statistical analysis or statistical modelling (Fleming, 2018e). 
Both information types are very important. NomNom Chocolate should collect opinions and feeling, make subjective interpretations but must also have quantitative information, target a huge customer number and then establish statistics. Qualitative data will be incorporated to the quantitative one in order to have the most complete information as possible. 
When the NomNom Chocolate marketing problem has been defined, the next step is to establish a research design structure. It “refers to the overall strategy that you choose to integrate the different components of the study in a coherent and logical way, thereby, ensuring you will effectively address the research problem; it constitutes the blueprint for the collection, measurement, and analysis of data” (USC, 2019). A good research design structure allows great and logical data collection with relevant information and a comprehensive and manageable process. (Fleming, 2018f) The research design includes Exploratory and Conclusive design. 
1. The exploratory design help researchers to know about the opportunity or issue. It allows to formulate problems, classify concepts, develop hypotheses and remove those which will not work. Information collected is quantitative and qualitative and come from surveys, focus group, projective methods, observation…etc (Burns & Bush, 2006).

1. The Conclusive method assists the decision maker in determining, evaluating and selecting the best course of action to take in a given situation (Malhotra, 2006). It includes Descriptive and Causal research. Descriptive aims are to describe a characteristic of a group, evaluate a percentage or make predictions for example by panels, data base observation…etc. Causal research is done to determinate a cause and consequence between two factors, for example, the advertising effect on sales. These experiences are made directly by field experimentations (Fandom, 2018).  
NomNom Chocolate don’t need to test specific hypotheses with measure but must understand the nature of marketing phenomena. The company may use the exploratory design to have a flexible research process and obtain qualitative & quantitative information. The exploratory research gives more methods to collect it and more variety of information than the conclusive research.      

Conclusion 
[bookmark: _GoBack]Marketing research is essential for NomNom Chocolate to guarantee the evolution of the activity. Thanks to different methods and tools, the company can collect important information which, after being analysing, could help to take strategic decisions. Delegate these task will allow the company spend more time resolve other problems.   
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