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Business people use market research very often to gather information
around their business.

(a) Brainstorm with your partner and make a list of the information which is
important to know about the other countries for an Import and Export company.

Information list:

1. tax policies and regulations

2.

oo

6.

(b) Where can the company get the information needed? Please make another
list of information sources.

Information sources:

1. newspaper

2.

3.
4.
5
6

Situational Dialogues ~—

Dialogue 1

Li Yan, sales manager in Boyi Arts Trading

Company. Zhang Jian, marketing manager in Boyi
Arts Trading Company.
Now Li Yan is asking Zhang Jian for some advice onT

how to carry out market research.



Dialogue 2

project to be carried out by Li Yan's research
team.

L:
Z:

Well, Mr. Zhang, how do we start selling our corn basket to
a new overseas market? Do the salesmen just walk into the
customers’ premises' and say, “Here is a wonderful new thing
from China.”?

Well, from marketing point of view, it pays to do a lot of
market research before you can sell anything to your customers.
How is market research carried out?

That’s a very wide question indeed. Whole books are written
on this subject. But first of all I think you should do some
exploratory research’ to get a feel of your market.

Can you specify what sort of information I should look for?
First of all you’ve got to find out if there’s any demand for
our new product, and what sort of competiion we will meet.
Then there are local legislations and preferences. Take packing
material for example, some countries don’t allow hay or straw,
in case they contain bugs.

But where can I get the information I need?

For a start, from embassies and consulates, chambers of
commerce and trade associations, local trade magazines and
customs import and export lists.

It seems to be a big job.

Yes, it is.

Zhang Jian is discussing the market research

Then what sort of research shall we carry out?
Usually there are two main methods of research, questionnaires
and interviews. As to questionnaires, there is a concept called
validity' concerned, which means the ratio of the number of
questionnaires you receive and the number of questionnaires
you send out in your survey’,

So the higher the ratio is, the more valid our survey will be.

1. premises:
5 Mo b, 4
iy

2. exploratory

research:

R PEVAT

validity: F%cHE

2. survey: ¥



Z: That’s right.

L: How about the interview?

Z: 1t’s a facetoface survey. Our research department is encouraged
to hold focus groups of our major customers. In depth-interviews | 3. focus groups:
with leaders in foreign trade associations can be widely used. | fij ] B4 i%
This would provide valid research results. 4! depth-interview:

L: Don’t you think this would be more expensive? Why not use | (% . % -1
telephone interviews? PR

Z: This might be another way out. But telephone interviews get
a lower response rate.

L: Oh, I see. In this case, we’'d better use questionnaires to collect
main information about our products, and use interviews to

get some opinion of the market.

Z: You can try it!

Practlice ————TrumRRet s

S . S Ggrone vy = = »
| 2
Practice 1
In Dialogue 1, Mr. Zhang is giving advice to Li Yan on what
research information he needs to get and where to get the
information. Please role-play Dialogue 1 with the information you
get in Warming Up exercises.
;4 P

With the help of your partner, please figure out the research methods
mentioned in Dialogue 2. Make a dialogue with your partner on the advantages and
disadvantages of each research method.

The following expressions may help you:

I feel that...

Don’t you think...?

Why not...




In Dialogue 2, Li Yan’s team will use questionnaires to do market research.
Suppose you are one of his team and will design a questionnaire to make a research
on corn baskets. Explain the reason to support each question. The following is the
sample of a questionnaire.

Questionnaire on school website on campus
Welcome to our market research.
Your three-minute participation is greatly appreciated.
All your answers will be kept secret.  Only general results will be submitted for the final
report.
Please tick the box which is most closely related to your reaction to the following statements
or questions.

1. How often do you browse websites?

___ daily __ weekly ____ monthly __ hardly ever
2. In general, what do you think of the look of the site? (its colours, the font,
graphics, etc.)
__ highly appealing ___ good ___ satisfactory ____ disappointing
3. What feature of its look and feel do you like MOST?
Why?
4. What feature of its look and feel do you like LEAST?
Why?

5. Please comment on how easy it is to find your way around the site(e.g. from theme
to theme and back to home again):

6. Is it always clear at all times where you are in the site?

_“Yes _ No
If No, please explain why you feel lost and perhaps suggest how we could avoid
that:

7. Was the content easy to understand?
Yes No

If No, please explain why:

8. What forms of content would you like to see more of?
__text ___images ___video __ audio __downloadable documents
_____ others

9. Relative to what you are used to, describe the speed of the site generally.

fast ___ reasonable ___ slow __ frustratingly slow



— — — - : ——»

Please surf on the Internet and find more
information such as purposes, approaches about market
research. Make a presentation on the topic of market
research to your class.

The following websites may help you:

www.rba.co.uk/sources/mr.htm
http://www.inc.com/guides/marketing/24018.html

B RON B WORNS 06 N A0

Learning More """

Market Research on the Internet
Some analysts predict that the Internet will soon be the primary market research

tool. As the use of the Internet and online services becomes more of a habit than hype
for more and more consumers, online research is becoming a quick, easy and
inexpensive way to tap into their opinions. “Web users are a desirable group,” observes
Paul Jacobson, an executive of Greenfield Online—an online research company. “There
are a great number of companies which want to reach that group because they are
early adopters and leading-edge consumers.”

Online users tend to be better educated, more affluent, and younger than
average consumers. However, these are highly important consumers to companies
offering products and services online. They are also some of the hardest to reach when
conducting research. Online surveys and chat sessions often prove effective in getting

elusive teens and single, affluent and well-educated audiences to participate.

Questions for discussion:
1. Do you agree with those analysts who predict that the Internet will soon be
the primary market research tool? Please give reasons.
2. What are the characteristics of online users? Why do a great number of

companies want to reach this group?
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