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 “The Secret of Success is to Know Something Nobody 
Else Knows” 
 

ARISTOTLE ONASSIS 

 

CHAPTER 1. Nature and Characteristics of Marketing Research 
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CHAPTER OBJECTIVES 

After reading this chapter, you should he able to: 

 

 Define marketing research. 

 Understand the difference between basic and applied 
business research. 

 Understand the difference between industrial and 
consumer business research. 

 Know when business research should and should not be 
conducted 

 Understand how research contributes to business 
success 

 Appreciate the way in which technology and 
internationalization are changing business research 
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What is Marketing Research? 

THE PARADOX OF THE BOILING FROG 

http://www.youtube.com/watch?v=DsIOwPACyOw&feature=related
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What is Marketing Research? 
The Need for Information: Environments Affecting Marketing 

http://www.youtube.com/watch?v=VE4bcq8Plzk
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The Need for Information: Environments Affecting Marketing 

 

 

                   Marketing Information System 

 

 

 

 

 

 

 

 

 

 

 

 

 

                                                         Marketing Decisions and Communications 

Source: Adapted from Kotler et al. (2010) 
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http://www.youtube.com/watch?v=DsIOwPACyOw&feature=related
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WHAT IS MARKETING RESEARCH? 

 

• Marketing Research Defined: 

–  “The organization´s formal communication link 
with the environment.  Through marketing research, 
the organization gathers and interprets data from the 
environment for use in developing, implementing 
and monitoring the firm´s marketing plans” 

 
Data 

 
Information 

 
Action 

Source: Butler & Brown (2012) 
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 “To manage a business is to manage its future; and to 
manage its future is to manage information” 
 

MARION HARPER 
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ORIGINS OF MARKETING RESEARCH 

 

• Marketing Research began to grow around the 
end of Wold War II, when firms found they 
could no longer sell all they could produce but 
instead had to gauge market needs and produce 
accordingly. 

• Marketing research was called on to estimate 
these needs. 

• As consumer began to have more choices in the 
marketplace, marketing began to assume a more 
dominant role. 
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ORIGINS OF MARKETING RESEARCH 

• A brief history of the marketing research industry:  
 

– Pre-Marketing Research Era: colonization to the 
Industrial Revolution 

– Early Development Era: Industrial Revolution to 1920 

– Questionnaire Era: 1920-1940 

– Quantitative Era: 1940 to 1960 

– Organizational Acceptance Era: 1960 to 1980 

– PC Technology Era: 1980 to 1990 

– Globalization-Online Era: since 1990 
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Based on the specificity of its PURPOSE: 

 

• Applied business research: 

Conducted to address a specific business decision for a specific firm or 
organization (why? to understand the market).   

 

• Basic business research: 

Research conducted without a specific decision in mind that usually 
does not address the needs of a specific organization.  It attempts to 
expand the limits of knowledge in general and is not aimed at solving a 
particular pragmatic problem. 

 

 

TYPES OF BUSINESS RESEARCH:  
APPLIED VS. BASIC BUSINESS RESEARCH 
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• Consumer research: 

Marketing research to understand consumer characteristics, attitudes, 
beliefs, opinions and behavior.   

 

• Industrial research: 

Not aimed at individual consumers but at interactions between firms 
and their representatives. 

 

 

TYPES OF BUSINESS RESEARCH:  
CONSUMER VS. INDUSTRIAL BUSINESS RESEARCH 
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TYPES OF BUSINESS RESEARCH:  
CONSUMER VS. INDUSTRIAL BUSINESS RESEARCH 
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THE NEED FOR MARKETING RESEARCH 

Is Business 
Research 
Needed? 

Time 
Constraints 

Availability 
of Data 

Nature of the 
Decision 

Benefits vs 
Costs 

Conduct 
Business 
Research 

Is sufficient time 
available before a 
decision will be made 

Yes Is it feasible to 
obtain the data? 

Yes 
Is the decision of 
considerable strategic 
or tactical 
importance? 

Yes 

Does the value of the 
research information 
exceed the cost of 
conducting the 
research? 

No No No No 

Yes 
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BUSINESS RESEARCH IN THE 21ST CENTURY 

Communication Technologies: 

– Virtually everyone is “connected” 
• Data collection 

• Data analysis 

Global Business Research 

- Few –if any- geographic boundaries 
• Cross-validation (ham, milk, pills) 

 

Marketing Research Ethics 
- Careful with: 

• Advocacy Research 

• Sugging 
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• If you were the 
Financial 
Director or the 
CFO of a 
multinational 
company, what 
do you think 
you could use 
market research 
for? 

Discussion Question 
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Postbank: 
http://www.youtube.com/watch?v=uuKXmiDWVT0 
 
 
 
Toronto Stock Exchange: 
http://www.youtube.com/watch?v=-m6lw90MKL4 
 
Citigroup: 
http://www.youtube.com/watch?v=gVRLGOFBQhY&feature=relmfu 
 
http://www.youtube.com/watch?v=VE4bcq8Plzk 
 
HSBC: 
http://www.youtube.com/watch?v=DsIOwPACyOw&feature=related 
 

http://www.youtube.com/watch?v=uuKXmiDWVT0
http://www.youtube.com/watch?v=-m6lw90MKL4
http://www.youtube.com/watch?v=-m6lw90MKL4
http://www.youtube.com/watch?v=-m6lw90MKL4
http://www.youtube.com/watch?v=VE4bcq8Plzk
http://www.youtube.com/watch?v=DsIOwPACyOw&feature=related
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DISCUSSION QUESTION 

What do you think business class travellers prioritize? 



Marketing Research 

V
er

ón
ic

a 
R

os
en

do
 R

ío
s 

©
 

1-21 

Business Class Success? 

Background: 

 A discounted roud-trip coach ticket from Atlanta to Paris in peak 
season often costs just over $1,000.  That same business class ticket 
would often cost between $5,000-10,000. 

 Typically these flights take place in larger passenger aircrafts such 
as Boeing 747 or 777.  A Boeing 777 can seat up to 450 passengers.  
However, by including three dozen business-class seats, the 
capacity drops to under 400 passengers. 

 Research shows that business-class travelers prioritize: comfort of 
seat, ability to lie flat, quality of food, and convenience of boarding. 

 

 

 

EXAMPLE 
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Business Class Success? 

Maxjet & Eos: 

In the past few years, a few start up airlines have been trying to 
capitalize on this concept by starting “discount” business-class only 
airlines. 

 Maxjet estimated that consumers would exchange a little comfort 
for a reduction in price.  They configured Boeing 747s, with 102 
business seats that would not quite lie flat and no coach seat!  
Result: Business-class only airline with fares btw $1,600-3,800.  Eos 
configured Boeing 757s into 48-seat all-business-class planes. 

 Both Maxjet and Eos received positive reviews and criticisms.  Eg. 
Maxjet did not provide power outlets for laptops at their seats, and 
this was considered a “fatal error” 

 

 

 

EXAMPLE 
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Business Class Success? 

Maxjet & Eos: 

Despite the apparent appeal, both Maxjet (Dec 2007) and Eos (Apr 
2008) declared bankruptcy. 

 

Could more effective business research have determined these were 
not feasible business ventures? 

Could Maxjet´s fatal flaw have been identified? 

Sound business research may have enhanced the chance of success 
of these airlines. 

 
Source: McCarnety,S. “Start-up Airlines Fly Only Business Class”, The Wall Street Journal (Sept 20, 2005).  Pitock, T. “Getting There” Forbes 176 (Sept 2005), 
Robertson D. “Eos Bankruptcy Filing Signals End to Cheap Executive Travel”, The Times (Apr 28, 2008). 

 

EXAMPLE 
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• Crossed the Atlantic in the 
mid-1970´s 

• Consumers were attracted to 
its American origins and the 
novelty of fast food. 

• First UK Slogan “There is a 
difference at McDonald´s 
you´ll enjoy” 

• Used consumer research to: 
– Keep tabs on opinions as the 

market matured. 

– 15 years later (90´s) consumer 
described McDonald´s as: 

• Arrogant 

• Inflexible 

• They softened their 
messaging strategy 
and began to depict 
McDonald´s at the 
center of UK family 
life. 

• The company has 
enjoyed double-digit 
sales growth in 
recent years and 
more than 2.5 
million people in the 
UK visit 
McDonald´s each 
day. 

 

Case Study: McDonald´s –What are its challenges? 
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CHAPTER OBJECTIVES 

After reading this chapter, you should he able to: 

 

 Define marketing research. 

 Understand the difference between basic and applied 
business research. 

 Understand the difference between industrial and 
consumer business research. 

 Know when business research should and should not be 
conducted 

 Understand how research contributes to business 
success 

 Appreciate the way in which technology and 
internationalization are changing business research 
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