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Marketing Research is defined as the systematic and objective process of generating
information to aid us in making marketing decisions.

This process includes specifying what information is required, designing the
method for collecting information, managing and implementing the collection of data,

| analyzing the results, and communicating the findings and their implications.
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#45

Domain Stores, a chain of 23 furniture stores headquartered in Norwood,
Massachusetts, hired Grid 2, a market research firm, to videotape consumers in one
of the furniture stores.

Process

Analysis of the videotapes revealed that people shop for furniture in twos. Of the
1,034 customers who entered the store, 954 came in pairs. In addition, facial
expressions and other nonverbal behavior indicated that many male customers were
visibly ill at ease amid fluffed pillows and floral duvets.

Conclusion

The typical customer needs to be in the store at least 9 minutes to feel comfortable
enough to buy. But if the spouse or boyfriend pulls one’s away too soon, we lose out
on the sale.

Result

As a result, its remodeled 23 stores have entertainment centers where sports fans

can watch live events via cable.
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AR} Research Questions and Hypotheses

The objective of the problem definition stage is to prepare a written statement that
clarifies any ambiguity about what the research is intended to accomplish.

Developing a Research Question

(1) Can the Topic be Researched?

(2) Is the Question Too Broad or Too Narrow?

(3) Evaluate Your Own Research Question.

Ask the Writing Tutor to Review Your Research Question.

Exercise 1:

Does McDonald’s or Burger King make a better burger?

Explanation: Exercise 1 (MacDonald’s vs. Burger King) is not a good question,
since it has no concrete meaning. What does “better” mean? Better in terms of
nutrition? Better tasting? Better value? Fewer calories? Better for making your kids
happy? This question could become a good one only if you define its terms.

Exercise 2.

Is the Research Question Too Broad, Too Narrow, or Okay?



Question A;

What marketing strategies does the Coca-Cola company currently apply?

Question B:

What is the Coca-Cola company’s future marketing plan?

Question C;

What marketing strategies has the Coca-Cola company used in the past?

The explanation of Question A

Question “A” is the best research question. Your research to answer this question
may include observation of print, television, and radio advertisements as well as
research into various current marketing theories and strategies. Both types of research
are “do-able,” and the question is focused enough to yield a fully-developed research paper.

The explanation of Question B;

Question “B” is very broad and is not a good question — it’s unlikely that Coca-
Cola personnel will reveal their marketing plan.

The explanation of Question C;

Question “C” may be too broad as well, since “the past” covers a lot of time,

especially since the Coca-Cola company was incorporated in 1919.
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