Outline of Chapter 8

              IMPROVING DECISIONS WITH

              MARKETING INFORMATION

              INTRODUCTION

              RADICAL CHANGES ARE

              UNDERWAY IN MARKETING

              INFORMATION

              MIS makes information available

              and accessible

                MARKETING INFORMATION

                SYSTEM (MIS)--an organized

                way of continually gathering,

                accessing, and analyzing

                information that marketing

                managers need to make

                decisions.

                  Transparency 60 (Exhibit

                  8-1) "Elements of a

                  Complete Marketing

                  Information System"

                  Overhead 75 "Marketing

                  Information System (MIS)"

              Get more information - faster

              and easier

              An intranet is easy to update

                INTRANET--a system for

                linking computers within a

                company.

              Marketing managers must help

              develop an MIS

              Decision support systems put

              managers "on-line"

                DECISION SUPPORT

                SYSTEM (DSS)--a computer

                program that makes it easy for

                a marketing manager to get

                and use information as he or

                she is making decisions.

                SEARCH ENGINE--a

                computer program that helps a

                marketing manager find

                information that is needed.

                  Overhead 76 "Decision

                  Support System (DSS)"

                  Overhead 77 "Examples of

                  Uses of a Decision Support

                  System"

                MARKETING MODEL--a

                statement of relationships

                among marketing variables.

              Information makes managers

              greedy for more

              Many firms are not there yet

              MIS use is growing rapidly

              New questions require new

              answers

              WHAT IS MARKETING

              RESEARCH?

              Research provides a bridge to

              customers

                MARKETING

                RESEARCH--procedures to

                develop and analyze new

                information to help marketing

                managers make decisions.

                  Overhead 78 "Marketing

                  Research"

              Who does the work?

              Ethical issues in marketing

              research

              Effective research usually

              requires cooperation 

              THE SCIENTIFIC METHOD AND

              MARKETING RESEARCH

                SCIENTIFIC METHOD--a

                decision-making approach that

                focuses on being objective and

                orderly in testing ideas before

                accepting them.

                HYPOTHESES--educated

                guesses about the

                relationships between things

                or about what will happen in

                the future.

              FIVE-STEP APPROACH TO

              MARKETING RESEARCH

                MARKETING RESEARCH

                PROCESS--a five-step

                application of the scientific

                method that includes: defining

                the problem, analyzing the

                situation, getting

                problem-specific data,

                interpreting the data, and

                solving the problem.

                  Transparency 61 (Exhibit

                  8-2) "Five-Step Scientific

                  Approach to Marketing

                  Research Process"

              DEFINING THE

              PROBLEM--STEP 1

              Finding the right problem level

              almost solves the problem 

              Don't confuse problems with

              symptoms

              Setting research objectives may

              require more understanding

              ANALYZING THE

              SITUATION--STEP 2

              What information do we already

              have?

                SITUATION ANALYSIS--an

                informal study of what

                information is already available

                in the problem area.

              Pick the brains around you 

              Situation analysis helps educate

              a researcher 

              Secondary data may provide the

              answers--or some background

                SECONDARY

                DATA--information that has

                been collected or published

                already.

                PRIMARY DATA--information

                specifically collected to solve a

                current problem.

                  Overhead 79 "Primary and

                  Secondary Data"

                  Transparency 62 (Exhibit

                  8-3) "Sources of Secondary

                  and Primary Data"

              Much secondary data is available

              Search engines find data on the

              Internet

              Government data is inexpensive

              Private sources are useful too

              Situation analysis yields a lot--for

              very little 

              Determine what else is needed

                RESEARCH PROPOSAL--a

                plan that specifies what

                marketing research

                information will be obtained

                and how.

              GETTING PROBLEM-SPECIFIC

              DATA--STEP 3

              Gathering primary data

              Qualitative

              questioning--open-ended with a

              hidden purpose 

                QUALITATIVE

                RESEARCH--seeks in-depth,

                open-ended responses, not

                yes or no answers.

                  -Focus groups stimulate

                  discussion

                FOCUS GROUP

                INTERVIEW--an interview of 6

                to 10 people in an informal

                group setting.

                  Overhead 80 "Focus Group

                  Interviews"

              Structured questioning gives

              more objective results

                QUANTITATIVE

                RESEARCH--seeks structured

                responses that can be

                summarized in numbers--like

                percentages, averages, or

                other statistics.

              Fixed responses speed

              answering and analysis

              Quantitative measures of

              attitudes too 

              Surveys come in many forms 

                  -Mail surveys are the most

                  common and convenient

                RESPONSE RATE--the

                percent of people contacted

                who complete the

                questionnaire.

                  -Telephone surveys--fast

                  and effective

                  -Personal interview

                  surveys--can be in-depth

              Observing--what you see is what

              you get

              Observing is common in

              advertising research

              Checkout scanners see a lot

                CONSUMER PANELS--a

                group of consumers who

                provide information on a

                continuing basis.

              Experimental method controls

              conditions

                EXPERIMENTAL METHOD--a

                research approach in which

                researchers compare the

                responses of two or more

                groups that are similar except

                on the characteristic being

                tested.

              Syndicated research shares data

              collection costs

              INTERPRETING THE

              DATA--STEP 4

              What does it really mean?

                STATISTICAL

                PACKAGES--easy-to-use

                computer programs that

                analyze data.

                  Overhead 81 (Exhibit 8-4)

                  "Cross-Tabulation

                  Breakdown of Responses

                  to a Phone Company

                  Consumer Survey"

              Is your sample really

              representative?

                POPULATION--in marketing

                research, the total group you

                are interested in.

                SAMPLE--a part of the

                relevant population.

              Random samples tend to be

              representative

                RANDOM SAMPLING--each

                member of the research

                population has the same

                chance of being included in

                the sample.

              Research results are not exact

                CONFIDENCE

                INTERVALS--the range on

                either side of an estimate from

                a sample that is likely to

                contain the true value for the

                whole population.

              Validity problems can destroy

              research

                VALIDITY--the extent to which

                data measures what it is

                intended to measure.

              Poor interpretation can destroy

              research 

              Marketing manager and

              researcher should work together

              SOLVING THE

              PROBLEM--STEP 5

              The last step is solving the

              problem

              INTERNATIONAL MARKETING

              RESEARCH

              Research contributes to

              international success

              Avoid mistakes with local

              researchers

              Some coordination and

              standardization makes sense

              HOW MUCH INFORMATION DO

              YOU NEED?

              Information is costly--but

              reduces risk

              What is the value of

              information?

              IDEAS ON USING COLOR

              TRANSPARENCIES OF ADS

              WITH CHAPTER 8

              Transparency 154

              (Catalina Marketing Network)

              "Turn the retailer's price label into

              an explosive volume builder."

              Catalina used marketing research

              to test the impact of this type of

              Checkout Coupon promotion.

              In-store experiments showed that

              there was on average a 42

              percent increase in multiple unit

              purchases when the Checkout

              Coupon offer appeared on the

              retailer's price label. Yet, a

              manufacturer interested in this

              type of promotion might want to

              know more about Catalina's

              research--to get a better idea of

              how the findings might apply to

              its own products.

              Transparency 158

              (Duncan Hines) "Word of mouth

              is that we taste best! Just what

              you want!"

              Marketing Managers for Duncan

              Hines Homestyle Frosting used

              taste tests to determine how

              consumers rated it relative to

              competing national brands. In a

              taste test consumers compare

              two or more products--usually

              without knowing the brand of the

              product they are tasting--and then

              indicate which they prefer. They

              may also be asked to indicate

              why they prefer one over the

              other or how strong the

              preference is.

              Transparency 165

              (Iomega) "How do you follow up a

              cool multimedia presentation?

              Cool multimedia handouts."

              There are many new

              developments in information

              technology that focus on

              multimedia capabilities, and many

              firms are reorganizing their

              internal marketing information

              systems to be able to access not

              only numerical data but also

              multimedia data (such as graphs,

              video, audio, electronic slide

              shows, and the like).

              Transparency 166

              (IBM) "Hidden costs? What

              hidden costs?"

              IBM gives marketing managers

              immediate online access to

              information through its IBM-Net

              service. This service is available

              worldwide and helps other firms

              be more successful in developing

              overseas markets.

              Transparency 169

              (DisplayOne-Menasha Corp.)

              "This is the only display that will

              get more attention in-store."

              DisplayOne's ad touts the results

              of a survey conducted by Promo

              Magazine that revealed that

              in-store displays were a top

              attention getter for shoppers. This

              secondary data is very relevant to

              DisplayOne's selling

              proposition--that the custom

              in-store displays it creates help

              sales.

              Transparency 174

              (MapInfo) "Identify your best

              customer...And find others just

              like him. Choose ClusterPLUS."

              MapInfoDATA has developed a

              comprehensive database from

              which it does marketing research.

              New developments in computer

              software are continually making it

              easier for companies to gather

              and analyze marketing

              information.

              Transparency 176

              (Royal Crown) "Be free. Stock

              RC."

              In this trade ad, RC Cola reports

              results of research based on

              Information Resources Inc.'s

              scanner data that shows that

              soft-drink sales volume increases

              when retailers stock a greater

              variety of brands (including RC

              Cola!) and give customers more

              choice.

              Transparency 208

              (Powersoft-Sybase) "High

              pressure to perform. Millions on

              the line. One chance to make it

              happen. Powersoft Enterprise

              Tools. Sybase. The future is wide

              open."

              Powerful new software tools are

              making it faster and less costly

              for firms to develop the

              information systems that

              marketing managers need, but

              marketers need to work closely

              with technical specialists to be

              certain that the systems

              developed are really helpful for

              making the decisions that they

              face.

              Transparency 214

              (Keebler-Sunshine) "New!

              Chocolate Chewy Snack Time

              Fun."

              Marketing research for a new

              product like Keebler's Chocolate

              Chewy Chips Deluxe Cookies

              might involve taste tests (to fine

              tune the recipe) and test markets

              (to evaluate customer reactions

              to promotion and repeat purchase

              patterns) and analysis of

              checkout scanner data (to

              determine if sales are coming

              from some other firm's line of

              cookies or if they are

              cannibalizing sales of another

              Chips Deluxe flavor).

              Transparency 217

              (FSI Council) "Do consumers use

              coupons to make a shopping list?

              You can plan on it."

              Marketing research reveals that

              65% of primary grocery shoppers

              regularly use a shopping list and

              another 53% say coupons also

              play a big role.

              PERSPECTIVES ON TEACHING

              CHAPTER 8--IMPROVING

              DECISIONS WITH MARKETING

              INFORMATION

              At this point in the text, this

              chapter serves as a bridge

              between the buyer behavior

              chapters and the marketing mix

              chapters. Some professors like to

              cover this chapter before the

              buyer behavior chapters. Other

              professors like to wait and cover

              marketing research-related topics

              later in the course. For example,

              some prefer to hold off on

              marketing research-related

              issues until after the marketing

              mix chapters. We have taken

              special care in preparing this

              chapter to provide flexibility in this

              regard. The chapter is written so

              that it is easy to shift when it is

              covered if that is your preference.

              Regardless of whether the

              material in this chapter is taught

              in the text sequence or in some

              other sequence, it's useful to

              keep the orientation of the text

              treatment in mind as you decide

              how you want to cover the topic

              in your class. Specifically, in the

              text we emphasize the sources

              and uses of different types of

              marketing research information.

              These ideas are developed within

              the broader context of a firm's

              information system and how it

              may help marketing managers

              get the information they need to

              make sound marketing decisions.

              We also highlight the changes

              that are taking place because of

              the rapid advances in information

              technology, including the

              development of the Internet and

              new capabilities of intranets to

              facilitate access to multimedia

              information (not just numerical

              data).

              Thus, the text looks at marketing

              information from a strategy

              planning point of view. While the

              strengths and weaknesses of

              various information sources are

              considered, the coverage is not,

              per se, intended to serve as a

              "how to do it" guide to marketing

              research. Rather, it looks at

              marketing research from the

              user's point of view. Most schools

              offer an elective course in

              marketing research--and students

              who are interested in developing

              more in-depth skills on how to do

              research are likely to get that

              coverage there. However, if you

              prefer to complement the text

              treatment by focusing more on

              the operational issues of getting

              information, the text certainly

              supports that approach. For

              example, some instructors leave

              it to the text to provide broad

              coverage in this area, but in class

              will go into more depth on a

              specific topic of interest. More

              specifically, some professors like

              to have students review a survey

              questionnaire and critique it.

              Others like to discuss various

              statistical techniques in more

              depth and explain how they are

              used in marketing research.

              Others like to have students

              collect secondary data on a

              topic--perhaps relying on the

              exercise in the Learning Aid or

              using an Internet search engine

              to find information relevant to a

              particular topic. Any of these

              approaches can work well. But,

              regardless of the approach, it is

              useful to reinforce the thrust that

              marketing research is used to

              solve problems.

              The opening example for this

              chapter focuses on LensCrafters.

              A good way to prompt discussion

              of this case is to ask students if

              the company really needed so

              much marketing research to

              develop its marketing strategy.

              After all, most students will agree

              that the ideas turned up in the

              research seem very intuitive--and

              not very alarming--after the fact.

              However, it's worth pointing out

              that what is obvious now that

              LensCrafters is doing it did not

              seem so obvious to the

              thousands of firms in this line of

              business beforehand. It is true

              that research sometimes simply

              focuses attention on some

              undeniable evidence rather than

              on some startling new insight.

              However, that too is helpful if it

              forces the marketing manager to

              decide how the marketing

              strategy will be adjusted to

              respond to the customer needs

              highlighted in the research

              findings.

              The highlighted teaching case for

              this chapter (on page 229)

              discusses Whirlpool. One

              interesting facet of this case is

              Whirlpool's large-scale customer

              satisfaction surveys. Ask

              students if they have participated

              in customer satisfaction surveys

              for other products--and what they

              thought about the research. It's

              important for students to see that

              this focus on "customer

              satisfaction" isn't just a matter of

              lip service, but rather that firms

              often need to work aggressively

              to get information to fully

              understand the customer's point

              of view.

              Another example (on pp. 214-15)

              focuses on Frito-Lay. A special

              feature of the Frito-Lay case--and

              one worth emphasizing in class

              discussion--is that the company

              used many different kinds of

              research to get answers to

              different kinds of questions. In

              other words, the nature of the

              problem that Frito-Lay was

              addressing changed over time as

              it moved from new product idea

              to commercialization to market

              maturity.

              It's also useful to review some of

              the problems that arise when

              companies use research not for

              real fact-finding but to support an

              already-held belief. Students may

              have quite different ideas about

              whether "advocacy research" is

              practical, but it can provide a

              useful discussion on marketing

              research ethics.

              In closing, we should note that

              Chapter 19, which deals with

              implementing and controlling

              marketing plans, develops in

              more depth some of the ways in

              which marketing information can

              be used. If, for some reason, you

              decide not to assign that chapter

              in your course you may want to

              use some of the lecture materials

              for that chapter to supplement

              your coverage of Chapter 8. The

              supporting exhibits (electronic

              slides, color transparencies and

              overhead masters) for that

              chapter can be especially

              effective in illustrating some of

              the ways in which marketing

              managers use cost and sales

              information from an MIS to

              diagnose problems with a

              strategy or how it was

              implemented.

