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American Marketing Association

Marketing research is the function that links the

consumer, customer, and public to the marketer

through information—information used to identify

and define marketing opportunities and problems;

generate, refine, and evaluate marketing actions;

monitor marketing performance; and improve

understanding of marketing as a process.
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Who does marketing research?
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Research conducted at small companies

Engage 

students/prof

essors

Use Internet

Check out 

rivals

Tap partner 

expertise

Tap employee 

creativity
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Many companies still fail to use it sufficiently or correctly

Overcoming Barriers to the Use of Marketing Research
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Step 1. Define the research problem an the objectives

• Define the problem

• Define the decision alternatives

• Define the research objectives
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Step 2. Data sources

 Primary Data  Secondary Data
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Step 2. Research approaches

 Observational research

 Ethnographic research

 Focus group research

 Survey research

 Behavioral research
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Step 2. Research instruments

Questionnaires

Qualitative measures

Technological devices
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Step 2. Research instruments: questionnaire
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Step 2. Research instruments: questionnaire
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Step 2. Research instruments: qualitative measures

Word associations

Projective techniques

Visualization

Brand personification

Laddering
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Step 2. Research instruments: technological devices

 Galvanometer

 Tachistoscope

 Eye-tracking 

 Facial detection

 Skin sensors

 Brain wave scanners

 Audiometer

 GPS

 Neuromarketing
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Step 2. Sampling plan

 Sampling unit: Whom should we survey?

 Sample size: How many people should we survey?

 Sampling procedure: How should we choose the respondents?
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Step 2. Contact methods

Mail contacts OnlineTelephone Personal 
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Step 2. Contact methods: online
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Step 3 to step 6

Step 3: Collect the Information

Step 4: Analyze the Information

Step 5: Present the Findings

Step 6: Make the Decision
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Good marketing research
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Marketing metrics

Marketing mix modeling

Marketing dashboards
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Marketing metrics

Measures that help marketers quantify, compare, and interpret performance
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Marketing mix modeling

Analyzes data from a variety of sources, such as retailer scanner data, company 

shipment data, pricing, media, and promotion spending data, to understand more 

precisely the effects of specific marketing activities

A concise set of interconnected performance drivers to be viewed in common

throughout the organization:

 Customer-performance scorecard

 Stakeholder-performance scorecard

Marketing dashboards
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Marketing dashboards: samples
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Marketing dashboards: samples
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Thank you for your kind attention!
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