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The systematic gathering, recording, and analysis of qualitative and
quantitative data about issues connected to marketing products and services
is known as marketing research. The purpose is to figure out and evaluate
how different aspects of the marketing mix affect customer behaviour [1]. This
include defining the data needed to address these concerns, as well as creating
the data collection method, managing, and implementing the data collection
process. Following the analysis of the data, the conclusions and findings, as
well as their consequences, are transmitted to those with the authority to act
on them. Market research, marketing research, and marketing are various
commercial operations that are occasionally done informally. Marketing
research is a considerably older discipline than market research. Despite the
fact that both involve consumers, marketing research focuses on marketing
processes like advertisement effectiveness and salesforce effectiveness,
whereas market research focuses on markets and distribution. Market research
and Marketing research are often confused for two reasons: the phrases are
similar and Market Research is a subset of Marketing Research [2].

Major corporations with expertise and practises in both areas have added
to the uncertainty. The goal of marketing research (MR) is to offer management
with market data that is relevant, accurate, reliable, valid, and current.
Marketing research must supply reliable information in today's competitive
marketing climate, as well as the ever-increasing expenses associated with
poor decision making [3]. Gut instinct, intuition, or even pure judgement aren't
enough to make good selections. In the process of recognising and addressing
client demands, managers make several strategic and tactical decisions.
Potential opportunities, target market selection, market segmentation,
planning and implementing marketing programmes, marketing performance,
and control are all decisions they make. Interactions between the controllable
marketing variables of product, pricing, promotion, and distribution complicate
these decisions. Uncontrollable environmental elements such as general
economic conditions, technology, public policies and laws, the political climate,
competition, and social and cultural changes all add to the complexity.

The sophistication of customers is also a role in this equation. Marketing
research assists the marketing manager in connecting marketing factors to
the environment and customers [4]. It alleviates some of the ambiguity by
giving pertinent data on marketing variables, the environment, and consumers.
Consumers' responses to marketing initiatives cannot be reliably or precisely
predicted in the absence of relevant data. Ongoing marketing research
initiatives provide information about controllable and non-controllable issues as
well as consumers, which helps marketing managers make better judgments.
Traditionally, marketing researchers were in charge of supplying relevant data,
while managers were in charge of making marketing decisions. However, the
roles are shifting, with marketing researchers increasingly involved in decision-
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making and marketing managers increasingly involved in research. The
DECIDE model is used to further describe the role of marketing research in
managerial decision making. Informally gathered commercial research can be
traced back to the Middle Ages.

Johann Fugger, a German textile producer, travelled from Augsburg to
Graben in 1380 to learn about the international textile industry [5]. He wrote
extensive letters about the state of trade in specific places. Although this type
of data would now be referred to as "commercial intelligence," it established
a precedent for the systematic collection of marketing data. Industrial houses
began to import exotic, luxury commodities during the European era of
discovery, such as calico cloth from India, porcelain, silk, and tea from China,
spices from India and Southeast Asia, and tobacco, sugar, rum, and coffee
from the New World. International traders started asking for data that might be
utilised to make marketing decisions. Daniel Defoe, a London businessman,
produced information on England and Scotland's commerce and economic
resources during this time. Local production and consumption characterised
European and North American economies until the late 18th century. Local
artists or farmers produced produce, household products, and tools, with
transaction taking place in local markets or fairs.

The requirement for marketing information was minimal in these
circumstances. However, the rise of mass production following the industrial
revolution, combined with improved transportation systems in the early
nineteenth century, resulted in the formation of national markets, which
sparked a demand for more detailed information about customers, competitors,
distribution systems, and market communications. Manufacturers were
seeking strategies to understand the various market needs and behaviours
of diverse categories of consumers by the nineteenth century. As early as
the 1820s, a study of the German book trade discovered indications of both
product differentiation and market segmentation. German toy producers began
making tin toys for specific geographic markets in the 1880s, such as London
omnibuses and ambulances for the British market, French mail delivery vans
for Continental Europe, and American locomotives for sale in the United
States. Such actions indicate that enough market data has been gathered to
permit extensive market segmentation. In 1895, N. H. Ayer & Son, an American
advertising agency, used the telegraph to contact publishers and state officials
across the country about grain production in order to build an advertising
schedule for client, Nichols-Shephard Company, an agricultural machinery
company, in what many scholars believe was the first application of marketing
research to solve a marketing/advertising problem.

In a very early example of simple market segmentation, George B Waldron,
working at Mahin's Advertising Agency in the United States, used tax registers,
city directories, and census data to show advertisers the proportion of educated
vs illiterate consumers and the earning capacity of different occupations
between 1902 and 1910. To begin with, marketing research is methodical. As
a result, at all stages of the marketing research process, methodical planning
is essential. Each stage's methods are methodologically sound, fully recorded,
and, to the extent possible, prepared ahead of time. The scientific method
is used in marketing research, in which data is collected and examined to
test preconceived concepts or hypotheses. Marketing research experts have
shown that studies with many, often conflicting hypotheses produce more
significant results than studies with only one dominating hypothesis. The goal
of marketing research is to be objective. It makes an effort to deliver reliable
information that represents the current situation. It should be carried out in a
fair manner. While the researcher's research philosophy will always impact the
research, it should be free of the researcher's or management's personal or
political prejudices.
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Professional standards are broken when research is motivated by
personal or political advantage. Such study is purposefully skewed in order
to produce preconceived results. The fact that marketing research is objective
emphasises the importance of ethical considerations. Furthermore, while
selecting information for inclusion in reference books, researchers should
always be objective because such literature should provide a full view of
marketing.

Reference

1. Robertson, Campbell. "Nielsen Brings a New Marketing Strategy to Broadway."
New York Times 1 (2006).

Page 2 of 2

2. McQuarrie, Edward F. The market research toolbox: a concise guide for beginners.
Sage Publications, (2015).

3. ICC/ESOMAR. "International code on market and social research." (2008).

4. Tharp, Greg. "Cost Recovery in Commercial Item Contracts." Available at SSRN
3601859 (2020).

5. Hart, Susan J, John R. Webb, and Marian V. Jones. "Export marketing research and
the effect of export experience in industrial SMEs." International Marketing Review
(1994).

How to cite this article: Sharma, Alok. “An Overview of Marketing Research.” J

Entrepren Organiz Manag 11 (2022): 351.



https://books.google.co.in/books?hl=en&lr=&id=p5vCBwAAQBAJ&oi=fnd&pg=PP1&dq=+McQuarrie,+Edward+(2005),+The+market+research+toolbox:+a+concise+guide+for+beginners+(2nd+ed.),+SAGE,+ISBN+978-1-4129-1319-5&ots=E6vNuBmz1K&sig=1MD3NByxtiMzoF_RYaml0MaFz3U&redir_esc=y#v=onepage&q&f=false
https://papers.ssrn.com/sol3/papers.cfm?abstract_id=3601859
https://www.emerald.com/insight/content/doi/10.1108/02651339410072980/full/html
https://www.emerald.com/insight/content/doi/10.1108/02651339410072980/full/html

	Title

