Market Research

1. Market research helps a firm to find out about its ____________, its _________________ and its potential _______________.  Gathering new information specifically for these purposes is called __________ ____________.  Research that uses information that has already been gathered for another purpose is called ______________ ____________.  It is also called _______research.  

2.  The main benefits of a business conducting market research include:

a) Knowing customers’ ________ – this helps to avoid wasting money on product that will not sell. 

b)   Estimating likely __________ – so that the right amount of products can be made.

c) Helping the entrepreneur to know if the market is open to another product, and finding out about ________________ locations, prices and products.  
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4. Not all market research is ______________.  Results need to be treated with care to make sure incorrect information is not deduced from it.  


5.  Here are some reasons that can make Secondary research inaccurate:

a) The information may be _______________.   
b) It may not be exactly what is needed because it was collected for a different _______________.   
c) Also, the information that is collected may be ____________ depending on who collected the information and published it.  For example, a medicine producing company may publish a high number of sales of their drug, but not specify that many of the 

sales are repeat prescriptions to the same people. 
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6. Some ways that can make primary research inaccurate include: a) failure to ask the right _________________ or 
b) failure to ask the right __________, so that the information collected does not ____________ the views of typical customers.  For example, the right number of people from each age group should be asked to get a fair and balanced view.  If too many people from one group are asked, the results are inaccurate.

c) Another way primary research can be inaccurate is by a poorly designed ___________________ that may ask questions in a confusing way or encourage people to answer in a particular way.  
Market Research Methods

1. A _________________ is a set of questions designed to discover information relating to a product or service.  These can be filled in by consumers on their own, through a face-to-face _________________ or in the form of a __________ or __________ survey.
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2. A good questionnaire should have mainly _________ questions.  This means that there are only a few possible answers to each question.  It should be as _________ as possible, and should make it clear exactly what ____________ _____________ the firm wants to discover from the results.  Usually, the first question on a questionnaire will establish the type of person answering the questions, such as their ______ and ____________.  The other questions will try to find out the persons ____________ habits and __________________ to the type of product or service.  

3. There are many ways in which market research can be carried out.  These are called market research ______________.  Definitions of some methods and their advantages and disadvantages are given below:

4. Using information that has already been published on the internet is called internet research.  This is free information and provides a quick overview of the market.  However, the problem with this method is that most sites will be biased or not provide the exact information that is required by the firm.  

5. A series of set questions delivered over the telephone to a set group of people is called a ________________ ____________.  While it is cheap and allows the interviewer to clarify answers to questions, it is often difficult to get a completed interview as callers are seen as a nuisance. 
6. Gathering information from companies that supply products or services and asking them their forecasts for what is likely to happen in the market in the future is called ________________ ________________.  This helps to build relationships with suppliers but they may present biased views. 
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7. Formal or informal responses from customers on a product or service is called ____________ _____________. This is valuable feedback on how to improve the customer ________________, but is only from existing customers - it does not provide information about the views of people who are not customers.  
8. Companies can also hold in-depth discussions with a small group of consumers, usually about 8 – 10 people.  This is called a __________ __________.  This can provide very detailed information on attitudes consumers but is very expensive and because it is a small group, it is most likely not going to be a __________ __________________________ of the community.  

Market research can help to reduce errors but can never guarantee correct marketing decisions.
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The Marketing Mix

1. Businesses must make decisions on four main elements.  These are called the 4P’s, or the marketing mix. The parts are: 
a) ______________ – which is deciding on the good or service to be sold,

b) __________ – which is how much will be charged for each item,

c) ____________________ – which is how the business will tell customers about the product or service, and 

d) __________ – This is deciding exactly how to get the product to customers.

All four P’s must work together.  Small businesses must find the most cost effective way to make the mix work for them.  
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Product
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1. The product is the most important decision a business must make.  Once this has been decided, the firm must continue to make decisions about the product.  They could introduce different ______________ of the same product – this is called ____________ ______________________.  The different versions are intended to appeal to different groups, to keep _________ high.  For example, a Thai restaurant making spicy meals may introduce a choice of meals with no chilli to cater for children, so that families with children can eat there.  
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2. The firm could also decide to create a __________ of different products – this is called a ____________ __________.  Different people will form the demand for different [image: image11.jpg]


types of products.  For example, a firm could produce cleaning materials and air fresheners.  
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3. Some products will become out of date and the decision to ______________________ or ______________ them will have to be made if they cannot be altered.
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4. Small firms alter their products to suit the __________ of different types of customers.  This helps to ________________ __________ and increase ________________ ____________.   Firms may also alter their products in order to compete with a ______________________ product.
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Price
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1. It is not easy to decide how much to charge for a product or service.  Several factors affect this decision, but the main one is the impact of price on ____________for the product or service.  

2. ____________ is often referred to as the total quantity of a product that consumers want to and can afford to buy.  ____________ for a product changes if the price changes. 

3. There are dangers in setting a price too high or too low.  
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If the price is set very ______ can lead to a high demand, especially if it is similar to other products or services.  However, this will not help the business make a ____________ unless a huge ________________ is sold.  

4. The price the business decides to set must at least pay for the ________ of making/buying in the good or providing the service.  Failure to set a price that covers __________ will lead to a ________.    

5. If the price is set too __________, demand will fall and this will lead to a __________________ in sales.  This could make it difficult for the firm to cover their __________ and can also lead to a ________.   

6. Setting a suitable price means balancing between ________________ __________ and keeping the price low enough to ________________ ____________.    [image: image18.jpg]



7. Other factors to consider when setting the price are:

a) the prices charged by ______________________
b) larger firms can make the same product for ______________so can charge a lower price.  This means smaller firms must reduce their prices also and be willing to make a smaller ____________ on each item, in order to compete.
c) new businesses may charge a very low price to gain the attention of customers, and raise the price later. This is called ____________________ pricing.  
8. As the price of a product increases, demand ____________________.  



Promotion
There are many ways of making customers aware of a business.  The most appropriate method must be chosen depending on the firms ____________.  A small business may have a very small ________________ ____________, but the owners still make their business known.  Almost every method of promotion costs money, but the cheapest and most effective way must be chosen for small businesses on a budget.  

Some methods of promotion and their definitions are matched below. 

	A: Publicity
	
	1: The amount to be spent on marketing and promotion over a certain period of time.

	B: Advertising
	
	2: Many businesses now have their own internet site to provide information about their business.  

	C: Website
	
	3: Employing a person to visit potential customers to persuade them to buy your goods or services

	D: Marketing Budget
	
	4: Gaining press coverage 

	E: Direct Mail
	
	5: An internet advert that ‘pops up’ in a new window when visiting another company’s website.

	F: Banner
	
	6: Communication to consumers, using television and other media, to encourage them to buy a product.

	G: Personal Selling
	
	7: Getting customers to talk to their friends and family about your product or service.

	H: Pop-up
	
	8: Sending promotional material like leaflets directly to consumers

	I: Word of Mouth recommendation
	
	9: An internet advert shown on another firm’s website in the form of a horizontal bar across the page.
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Place

1. Once the firm has a product or service, it must be delivered to customers.  Firms can choose from a variety of ________________ ____ ________________________ to do this.  The main methods and ____________________________ are shown below:








2. A ____________________ sells products in large volumes. 

3. A ________________ provides a nice environment where customers can come to buy products.  

4. An __________ is someone who does not work for the producer, but sells their product for them directly to the customer.

5. The ________________ is the customer who finally pays for the product or service.  

6. Many companies are now using __________________ to get their products or services to customers.  This is a very cost efficient method as ‘middle men’ do not have to be paid, and customers can get the _____________ or ______________ at a lower __________.  Some examples of __________________ are ____________________ or the ________________.  The main cost with setting up an internet site for selling goods is the cost of ____________ payments.  

7. Depending on the channel of distribution, small firms can either reach a small market or a larger ____________ market, which can even be the ____________ market.  

8. Choosing the right channel of distribution can ______ __________ and __________.  However, some smaller items cannot always be sold directly and in small quantities to the consumer, (such as soft drinks) and will have to go through a series of intermediaries.  Larger items can usually be sold directly to the consumer, saving on multiple ________________ costs.

REPRESENT		OUTDATED	COMPETITORS	NEEDS		BIASED	DESK		MARKET		PRIMARY RESEARCH	PEOPLE	RELIABLE		QUESTIONNAIRE	CUSTOMERS	PURPOSE		SECONDARY RESEARCH		DEMAND		CUSTOMERS	QUESTIONS





CUSTOMER FEEDBACK		FREE		METHODS		CLOSED	RESEARCH OBJECTIVES		TELEPHONE		AGE	QUESTIONNAIRE		POSTAL		SUPPLIER FEEDBACK	TELEPHONE SURVEY		INTERNET		BUYING	EXPERIENCE	SHORT	ATTITUDES		FOCUS GROUP	FAIR REPRESENTATION		INTERVIEW		GENDER





REPLACE	VARIETY	DIFFERENTIATION		NEEDS	INCREASE SALES		COMPETITOR’S				PRODUCT RANGE	VERSIONS		CUSTOMER LOYALTY		DISCONTINUE		PRODUCT		DEMAND





COVERING COSTS		REDUCTION		LOSS		DEMAND		PROFIT		QUANTITY		DEMAND	COMPETITORS	DECREASES		CHEAPER		LOW		PROFIT		PENETRATION	DEMAND		HIGH		COSTS		LOSS		COSTS		MAINTAIN DEMAND	COST





PRODUCER





CONSUMER





WHOLESALER





RETAILER





RETAILER





AGENT





TARGET		E-COMMERCE		RETAILER		CATALOGUES		SECURE		SERVICE	AGENT	CHANNELS OF DISTRIBUTION		PRICE		PRODUCT	INTERMEDIARIES		GLOBAL	CONSUMER		PRICE		E-COMMERCE		TRANSPORT		WHOLESALER		CUST COSTS			INTERNET





NO CLUES GIVEN FOR “THE MARKETING MIX”!!





MARKETING BUDGET		BUDGET








