CHAPTER SEVEN: KEY CONCEPTS


Marketing / INFORMATION

Marketing Information System:  Organized process of gathering, accessing & analyzing information that marketing managers need to make decisions. P166

MARKETING RESEARCH: procedures to develop & analyze new information to help marketing managers make decisions.  An important task of a marketing researcher is to get the facts that are not currently available P170 
SCIENTIFIC METHOD: A decision making approach that focuses on being objective and orderly in testing ideas before accepting them. P171

Defining the Problem:  Understand the target market & their needs. 

Situation Analysis:  Informal study of what problem area information is available.

Problem-Specific Data: Qualitative research = in-depth, open-ended responses.  Quantitative research = structured responses like numbers, %’s, averages, stats.

Interpreting the Data:  Use of computer or population/sample information.

Problem Solving:  Research should provide guidance to apply to market or 4 P’s.

SITUATION ANALYSIS: Informal study of what information is already available in the problem area. P172

Secondary Data: Information that has been collected or published already.  Primary Data: Information specifically collected to solve a current problem.

Qualitative Research: Seeks in-depth, open-ended responses, not yes or no answers.  Focus Group Interview: Involves interviewing 6 to 10 people in an informal group setting. P176

Response Rate: Percentage of people contacted who complete the questionnaire is often low and respondents may not be representative. P179

REPRESENTATIVE SAMPLES: P184
Population: The total group researchers are interested in.

Sample: Studying only a part of the relevant population.
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