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Foreword

Market researchers and managers using market research will be glad to see the publication
of a second edition of Sunny Crouch's Marketing Research for Managers. This is a very
useful handbook for those both with little and great experience in market research.

It is not a book for ‘experts’, it is a book for managers. Having said that, it runs the qualitative
research spectrum from ‘thematic apperception tests’ to ‘psychodrama’, and quantitative
research from sampling, through questionnaire construction and analysis to its use. This is a
practical book, an easy read and very useful for any manager with responsibility for
purchasing, conducting, using and getting good value from market research.

Think how much grief for research agencies would be saved by having clients who had read
Marketing Research for Managers!

Professor Robert M. Worcester
Chairman, MORI
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Preface

Preface to the second edition

Many books on marketing research are aimed at developing the technical expertise of the
intending or actual research practitioner. This book is aimed at those who are intending or
actual managers with a need to use research rather than practise it. It owes its existence to
managers from many different areas of industry who attended courses on marketing
research run by Sunny Crouch. They demonstrated the need for a book aimed squarely at
the individual who wishes to use marketing research as an aid to better decision making.
Their feedback suggested that the material was both relevant and useful.

These managers attended courses to learn more about marketing research because they
believed, as we do, that the more a manager knows about this management tool, then the
more effective he or she can be in using it. The book therefore aims to develop a better
informed approach to the use of marketing research as an aid to decision making, by giving
an insight into how marketing research is carried out. No previous knowledge of the subject
by the reader is assumed, and the areas that normally receive a statistical treatment are
explained here without the use of statistics.

Our warm good wishes to all readers for their success in improving their managerial ability
through applying the techniques of marketing research described in the following pages.
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Preface to the third edition

Since this book first appeared in 1984, the marketing research industry has undergone a
transformation. The industry has consolidated and concentrated. The turnover of the leading
research organizations mirrors that of the largest marketing services organizations. These
organizations have internationalized, largely following their client base, so that in almost
every country in the world there is access to professional, locally sensitive but internationally
aware, research companies.

Progress in computing technology has changed the way the world does business. The cost
of processing power and data storage has plummeted. The wholesale introduction of
computers and their application in survey design, analysis and reporting has changed the
skills required of the researcher. Surveys can be designed, administered, analysed and
reported upon using integrated survey management systems that take some of the laborious
data processing work out of marketing research.

In addition, the businesses served by marketing research have changed. In the second
edition, in 1996, we talked for the first time about the move towards a global economy, and
highlighted the skills required to administer pan-national research. We mentioned the word
‘online’ about five times! Today the global economy is bound together by the Internet and its
graphical interface the World Wide Web. Online business, despite the hiccups of the dot-
com boom and bust, is now a significant part of the global economy and marketing research
has had to develop new techniques to deliver the same quality of intelligence to support the
integration of online marketing within business strategy. This edition devotes a whole chapter
to research in online businesses, in addition to numerous references throughout the text.

These developments have coincided with introduction of customer relationship management
(CRM) systems and the use of databases to store data generated by these systems. The
development of interactive relationships with prospects and customers means that
organizations have access to more information than ever before. Tesco is how able to
produce thousands of viable segmentation models from the vast amount of data that it
captures on its customers. If a Clubcard user starts buying nappies, Tesco knows that the
customer has undergone a profound, life-changing event. The volume of transactional data
gathered by most customer-facing organizations is incredible. It has even been said that
marketing research is under threat because of it. Of course, nothing is further from the truth.
Data gathered in this way is incomplete, in that it does not record all customer transactions.
These systems gather data only from a self-selecting sample. This data simply records what,
in a self-selected situation, people have done: not why they behaved in the way they did, nor
what the market as a whole may be doing. The transactional data gathered supports (and
only in part) the tactical management of the business. It does not contribute fully to corporate
strategy and the overall direction of the business.

The codes of conduct that have underpinned the marketing research industry become more
and more important. People realize the value of their personal data and are becoming
reluctant to give up this data unless they are reassured of the ethical position of the
organizations they are talking to. Trust lies at the heart of any relationship and the giving up
of personal data demands a great deal of trust on behalf of the respondent and equally a
great deal of integrity on behalf of the recipient of this data. Since the second edition this has
become enshrined in law as a result of the implementation of the 1998 Data Protection Act.

The knowledge economy cannot be based simply upon data. It must be based upon
intelligent and methodologically sound data capture and analysis. These are the skills that
marketing research is built upon and that Marketing Research for Managers introduces to its
readers.



Sunny Crouch
Matthew Housden
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Chapter 1: Introducing Marketing Research

1.1 Introduction

Politicians look anxiously at the results of political polls, as they indicate the standing of the
party in the country and the standing of its leader. They show what issues are most significant
to the electorate and which seats are most likely to be marginal at the next election. Focus
group politics has reached such an extent that politicians react to the results of polls by
putting extra effort into areas of the country that are marginal, i.e. where additional effort to
market the attractions of the party are more likely to pay off. When the polls say the leader is
unpopular, pressure is put on the leader to change stance so as to become more popular;
when negative reaction to a leader is strong and sustained, the party thinks of appointing a
new one; which issues to push as the main planks of the party's electoral platform are also
influenced or even determined by the polls. There is no point in strongly pursuing issues
about which the electorate is unconcerned — that is not the most effective way to win votes.

In a rare display of humility one of the world's best known companies admitted to making a
big mistake when it unveiled a secret weapon to take on the UK's supermarket chains.
McDonald's, the hamburger chain that brought the world the Big Mac, thought it had another
winner when it announced the new product to its expectant staff.

Enter the McPloughmans, a cheese, pickle and salad sandwich. A spokesman told the
conference that the McPloughmans was designed to compete with supermarkets in the cold
sandwich market. Instead of applauding this marketing innovation however, staff were
unimpressed. Mr Preston admitted: ‘If we had done our homework we would have found that
our customers didn't want the product and our staff were embarrassed even to have to say
McPloughmans let alone to have to sell it to our customers.’

In a masterly piece of understatement he added that if the company had carried out market
research ‘We would have found that this was not a highly desirable product.’

When it did a survey of customer attitudes it found even more shocks in store. ‘Customers’,
he said ‘told McDonald's they were loud, brash, American, successful, complacent, uncaring,
insensitive, disciplinarian, insincere, suspicious and arrogant.” He said, ‘We thought we knew
about service. Get the order in the customer's hands in 60 seconds — that was service. Not
according to our customers. They wanted warmth, helpfulness, time to think, friendliness and
advice. What they told us we were giving was horrifying.

What we had failed to see was that our customers were now veterans in the quick service
market and their expectations had gone through the roof.” The McPloughmans market test
was restricted to central London and short-lived. Only now, more than three years after the
sandwich debacle and the first customer survey, has the company felt confident enough to
reveal the episode.

The spokesman said the research had been a turning point for McDonald's in the UK, which
had led to a radical change in its business approach. Rather than relying on gut feeling that it
knew what customers wanted, the company had developed a fact-based approach to
planning.

Financial Times

Coke's World Cup tactics

In the 1998 World Cup, Coke produced just one global ad called ‘For the fans’ by Wieden
and Kennedy. Although it is using a re-edited version of that ad this time round, it is



augmenting it with around 25 commercials specifically tailored to local markets.

‘We simply haven't been this diverse before,” says Nastia Orkina, who as group marketing
services manager is responsible for coordinating Coca-Cola's pan-European World Cup
efforts. ‘Previously it's been a big event advertisement and some vertical stuff.
McCann—-Erickson in the US would probably have done everything. But this time the national
ads have been created after researching local attitudes to the World Cup around the
world....

Football fans have changed. Compared with just 12 years ago global audiences are far
more sophisticated. They are far more likely to include women and children and fans are far
more likely to have travelled abroad, appreciating the cross-cultural power of the
tournament. Brand advertising must reflect this....

Coca-Cola's management also believes that local marketers, frustrated for so long by
Atlanta's "one-size-fits-all" outlook have been liberated by the approach and are becoming
much more productive....’

In a world of diversity, and increasing distrust of US cultural hegemony, one suspects the soft
drinks giant has finally got its football strategy right.

And whoever brings home the Jules Rimet trophy, it is likely that a certain team in red and
white will be celebrating.

Marketing Week

New Brand of the Year winner: Shell UK Oil Products

Fierce price competition between supermarkets and reducing marketing support from the
major petroleum corporations have led many motorists to view petrol as a commaodity.

In response, Shell made use of market research that identified several different customer
segments to create Shell Optimax. Launched last year, it targeted real drivers willing to pay a
premium for a fuel offering extra performance and engine protection.

With the technical task of product development, came the need to re-engage customers
emotionally. Optimax was given a £5m budget, with the advertising's innovative fish theme
rigorously adopted in all through the line communications.

By the end of 2002 Shell Optimax will have been rolled out to all 11,000 Shell service
stations. It has met and exceeded all its targets, including winning new customers, upgrading
existing customers, and improving margins. The payback period of 15 months was achieved
in eight.

The Marketing Society Awards 2002

Customer Insight winner: Walkers Snack Products

Walkers' dilemma was how to meet a 7% sales growth target in a mature and static snacks
market.

An extensive segmentation study established that the ‘snacking occasion’ was the biggest
factor in determining what was bought. The biggest was in-home evening snacking where
Walkers was underrepresented.

Doritos Dippas was an existing product that had enjoyed only modest success, but seemed
to fit this brief perfectly. It was different from daytime snacks, a bit of a treat and adult



oriented.

Quialitative research then identified the most motivating positioning as a ‘chill out’ snack to
share with friends after a hard day's work. So was born ‘Friendchips’.

Advertising ran from April 26 to May 26. In the immediate aftermath sales of Dippas Big Bags
rose 76% year on year. Thanks to the halo effect, total sales of Doritos rose 13.2%,
contributing almost 40% of the required uplift in sales across all brands.

The strategy was copied in other markets, including Belgium, Holland and Spain.

The Marketing Society Awards 2002

Shoppers shun shoddy websites

Badly designed websites are damaging the prospects of firms doing business via the web.

Research carried out by Abbey National has revealed that when people have one bad
experience online they tend to regard all websites the same way.

It suggests that websites that take too long to load, are hard to navigate, bombard
consumers with pop-up adverts and force them to register to get access to services could be
stunting the growth of e-commerce in the UK.

Instead customers prefer websites that have a consistent look, are easy to navigate and do
not try to cram too much information on one page.

Website woe

A seven month research project by Abbey National and market analysis firm Taylor Nelson
Sofres has revealed that companies have only 20 seconds to grab the attention of web
shoppers.

During that 20 seconds, consumers must be able to see a page that has almost loaded, that
is relevant to their needs and looks easy to navigate. If it does none of these consumers will
look elsewhere....

Internal research by Abbey National has shown that web customers are 57% more profitable
than the average customer and have 50% more products such as loans, than those who
avoid the Internet. Now 20% of the Abbey National's personal loan business comes via the
web.

‘It's got real critical mass and has a real impact on the cost of the cost base of the whole
organisation’, ... Abbey National has rebuilt its website around many of the principles
revealed in the research project.

http://news.bbc.co.uk/hi/english/sci/tech/newsid 1842000/1842142.stm

Victor won't believe it — how young Meldrews are now

Britain's ‘grumpy old sods’ have got younger, according to a poll of social attitudes which
nails the middle-aged as the nation's new champion grumps and complainers.

Years of relentless grind in the country with Europe's longest working hours has soured the
35-54-year-olds into ‘premature pensioners’, claims the MORI Social Research Institute,
which labels them as ‘consistently cross and fed up’.

Christening them the ‘Meldrews’, after Victor in the television series One Foot in the Grave,


http://news.bbc.co.uk/hi/english/sci/tech/newsid_1842000/1842142.stm

MORI says that the middle-aged have learned to grumble early partly because their seniors
are enjoying a relatively good life. Over-55s are generally looking forward to decent
pensions, while the middle-aged fear that theirs will be worth less than they had been led to
believe.

Rising house prices are also seen as ruling out hopes of a comfortable retirement move,
while the media's traditional portrayal of the world as completely disastrous is now accessible
and round the clock.

‘The 35s-54s are of prime working age in the most over-worked nation in Europe, bearing
the brunt of commuting on ever more congested roads or using public transport that is still a
byword for failure’, says the report. ‘There is rising dissatisfaction, made worse by the feeling
that things used to be more challenging and interesting when they were younger.’

Some of those in the category are already adopting Meldrew as their icon, including the Rev
Chris Morris of Rawdon, Leeds, whose parish magazine describes his ‘holiday in hell among
fractious, nasty and downright vulgar’ younger revellers at Disneyland Paris. ‘As | walked
round in my Victor Meldrew T-shirt, featuring a mugshot of Victor with the caption Miserable
Sod, | was astounded at the rudeness of the crowds.’

The survey finds the Meldrews are undeferential and unwilling to trust ‘those in charge’.

The institute's director, Ben Page, said: ‘What's interesting about this group is that they
seemed to be more rebellious when they were growing up. They witnessed social change in
the 1970s and 80s. They are the age group who were most likely to see strikes and
demonstrations as signs of a healthy social system. They're not staid, they're just
disillusioned about a lot of things.’

The survey's data may be weakened, however, by another characteristic of Meldrews — a
dislike of being asked questions by nosey, and probably younger, opinion pollsters. This may
account for such bleak responses from former youthful radicals as 95% believing that the
NHS will not improve and 90% saying the same about education (compared with 72% of
under-34s and 71% of over-55s on both subjects).

Martin Wainwright, 2002, One Foot in the Grave
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1.2 Who needs marketing research?

What these stories have in common is that they illustrate the value of good, up-to-date and
detailed market information in making marketing decisions vital to the success of an
organization. This holds equally true whether the ‘marketing’ is concerned with national or
local government, fast-moving or durable consumer goods, retail outlets, industrial
organizations, dot-com businesses, services or charities and other non-profit-making bodies.

‘Marketing’ is defined by the Chartered Institute of Marketing as, ‘the management process
for identifying, anticipating and satisfying customer requirements profitably’. This definition
identifies the crucial part marketing research has to play in designing and implementing an
effective marketing strategy. Marketing research provides the mechanism for identifying and
anticipating customer requirements and for measuring whether customers are satisfied by
these product offerings. For non-profit-making organizations the concept of ‘profitability’,
used in the definition, may be translated to ‘using resources optimally, i.e. gaining maximum
customer satisfaction through the most effective deployment of resources’. The American
Marketing Association replaces ‘profitably’ with the phrase ‘to create mutually satisfactory
exchanges'. It is in this sense that marketing and marketing research have just as important a
contribution to make in the public sector and in non-profit-making organizations as in the
private sector.

That customer requirements must be paramount in the thinking of any organization providing
goods or services is illustrated by the anecdotes with which this chapter begins and by the
demise or declining profitability of companies whose goods do not meet current market
requirements. There was no better illustration of this than the failure of dot-com businesses,
which failed to ask the simplest question required for success in business: ‘where is the
customer in all this?’

The problem for many organizations has been their lack of a mechanism for detecting
change in the marketplace. Markets have become more competitive and the pace of
technology has accelerated change. Gordon Moore at Intel Corporation has speculated that
the processing power of computers doubles every 18 months. Organizations can no longer
afford to rely simply on making a good product for it to be successful in the long term. It now
has to meet a real market need in a very precise way and perhaps for a shorter period than
in the past. This book is about the mechanisms available to managers to make organizations
more responsive to their markets. This is the province of marketing research and hence the
title of this book. It is properly termed ‘marketing research’ rather than the more colloquial
‘market research’ because it is research applied not only to measuring and identifying
markets and market characteristics, but also to measuring the effectiveness of marketing
decision making. Research can be applied in deciding which products or services to offer,
what their characteristics should be, the price at which they should be sold, the distribution
channels through which the product should be sold, and the selling and advertising
messages that are likely to have greatest appeal. Others would argue that there is a
separate type of research called ‘social research’ which is used by those in local and national
government in making decisions about the provision of social services. A further debate is
concerned with whether research in industrial and service markets differs from research in
consumer markets.

This book takes the view that the techniques developed for marketing research in the cause
of more effective marketing of fast-moving consumer goods have proved themselves equally
effective in contributing to decision making about resource allocation and market response in
all consumer markets, in political and social policy decision making, in industrially based
markets and in service-based markets. The techniques introduced here are generally
applicable in all of those areas, although there may be differences of detail and emphasis in
their application.
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1.3 Who should read this book?

The belief that the research techniques dealt with in this book can, and indeed should, be
used by anyone with responsibility for resource allocation, whether they are in product-based,
service-based or public-sector-based organizations, accounts for the fact that its main
emphasis is to offer an outline of the process and techniques of research, which the reader
can apply to his or her own management situation. The aim is to aid managers in generating
reliable research-based information, to enable them to judge the reliability of research
produced for them, and to give them a basis for knowing when and when not to use
research.

It is assumed that the managers who will find the book most useful are those who wish to
use marketing research as one of the tools of a manager's trade and not those whose major
responsibility is for the design or conduct of research. For this reason, the emphasis is on the
manager's role in commissioning and controlling, rather than conducting, research.

Nevertheless, the manager who must do his or her own research should find considerable
guidance to help in that task. It is not suggested that reading this book is all the preparation
necessary for carrying out a ‘do-it-yourself’ research project. In fact, the reaction of most
managers learning something about marketing research for the first time is, ‘I didn't realize
this was such a technical area!’ That is not to say, of course, that the manager who is
interested will never be able to carry out all or some of the parts of a research project, but
simply that the aims of this book are to offer an introduction to and an appreciation of the
subject. For the majority of managers this is all they require. Those who wish to take their
interest further after reading the book should consider following the suggestions given at the
end of the book in Chapter 17, Where do you go from here?

Although this book is aimed primarily at the practising manager with a need to use marketing
research, it provides worthwhile reading for those studying business subjects. It is particularly
appropriate as background reading on marketing research for those studying general
management, or specific areas of it such as marketing or finance. Students following
business or management courses will also find the book useful as an introduction to their
studies. These include:

= MBA or Masters Degrees in business and marketing
m undergraduate degrees

m HNDs or HNCs

m BTEC awards

m NVQs in business-related areas

m professional courses and the Certificate in E-marketing, Certificate in CRM, Certificate in
Direct Marketing and the Interactive and Direct Marketing Diploma run by the Institute of
Direct Marketing

m Certificate, Advanced Certificate or Diploma and professional courses of the Chartered
Institute of Marketing

m courses run by the Market Research Society, including the Diploma of the Market
Research Society and the Certificate in Market Research

m Communications, Advertising and Marketing (CAM) Foundation courses.

[« erviovs Fuexr s |
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1.4 What does the book cover?

Marketing research involves the analysis of marketing problems and techniques for the
collection and interpretation of data to assist in developing the most appropriate solutions to
them. It is concerned with identifying and anticipating customer requirements and measuring
satisfaction with the products and services made available. It also produces data used in
assessing and controlling the performance of an organization.

This book aims to assist managers in any organization to become more informed and
therefore more effective research users. It introduces marketing research by explaining:

m What marketing research is (Chapter 1)

m Why an organization needs it (Chapter 2)

m What research can be carried out within an organization (Chapter 3)
m What research data is already available (Chapter 4)

m How research surveys are carried out (Chapters 5-10)

m How research services are bought (Chapter 11)

m How research is used (Chapters 12—-16)

m How to build on this introduction (Chapter 17).

Four features of the text will be particularly useful for new users of research. First, Chapter 4,
on ‘off-the-peg’ research, guides the reader to sources of readily available information, both
online and offline. Two sources not readily identifiable by the new user are listed: syndicated
research services and omnibus surveys. These listings form a helpful ready reference for
those unfamiliar with the research industry. Second, another highly practical feature of the
book is the Research Users' Guides and their accompanying Notes, which form the basis of
Chapter 16. The objective here is for the new research user, having read the book, to be
able to consult the Guides and say, ‘With this problem, | have these research possibilities for
finding an answer’. Third, the book reviews two major changes in business. With the
increasing internationalization of business, Chapter 15 looks at international marketing
research and each chapter, where appropriate, illustrates the overseas' dimension of the
area under discussion. Fourth, Chapter 14 looks at marketing research and the Internet, and
the role of web-based research and database systems is incorporated where relevant
throughout the text.

Any technical terms not already covered in the text are explained in the accompanying notes
and all research suggestions are referenced to sections of the text where explanations
appear. Because this is an introductory text, it makes no assumptions of background
knowledge. Chapter 7, which deals with sampling, and Chapter 10, which deals with
statistical analysis of data, deliberately avoid the use of statistical formulae. The aim is to give
the research user an understanding of what statistical approaches can do to data, and why
they are useful and sometimes essential. Research users do not need to be statistically
competent themselves, but they should appreciate the contribution that statisticians can
make in the design and analysis of research surveys. It is not the aim of this book to teach
basic statistics, so those wishing to carry out the statistical manipulations described will need
to have, or to acquire, the appropriate statistical expertise. Chapter 17 suggests some books
to assist in this. It also suggests other ways in which those wishing to develop further their
interest and expertise in marketing research after reading this introductory text, can do so.

[« erviovs Fuexr s |
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1.5 Using this book

Each chapter is prefaced by a detailed list of contents and ends with a summary. The
summary should be consulted for an overview of chapter content and the chapter contents
pages will identify where particular topics are dealt with. This format will help those who wish
to consult the book on particular topics. For those who want to introduce themselves to
marketing research by reading the book right through, it will probably be helpful to read the
summary of each chapter before reading the chapter. This will prepare the reader with a
framework for what is to be found in the chapter and learning will be further reinforced when
the summary is read again at the conclusion of the chapter.

Throughout the book, the word ‘product’ can be taken as meaning ‘product or service'.
Services are amenable to research in the same way that products are and can be
considered the ‘products’ of the companies that provide them. Finally, readers are asked to
take the words ‘him’ and ‘he’ also to mean ‘her’ and ‘she’ and vice versa throughout.

[« revicus [ nescr o
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Chapter 2: Getting Started

2.1 Introduction

All kinds of organizations use, and need to use, marketing research techniques. The
traditional and still the biggest users are the large, fast-moving consumer goods companies.
Increasingly, marketing research is being applied by smaller organizations, by manufacturers
of consumer-durable products and by suppliers of services. In recent years it has been
applied by non-profit-making organizations such as charities, churches, official bodies and
government departments at both local and national levels. Despite diversity in the aims and
objectives of these widely differing organizations, what they have in common is the need to
make decisions about the allocation of resources so as to be as effective and efficient as
possible in achieving their goals. Resource allocation decisions can be improved by the
acquisition of accurate, relevant and timely data and it is this which market research seeks to
produce.

Getting started as a research user begins by answering three questions:

1. What does the organization need research for?
2. What types of research data are there?

3. How can the organization obtain the research it needs?
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2.2 What does the organization need research for?

Being able to define precisely what marketing research can and should be doing for the
organization is the first step in achieving it. One way of doing this is to reflect on the
organization as a whole and decide what are its most pressing problems. The answers below
were given by delegates to the Chartered Institute of Marketing's introductory course on
market research:

From an insurance company: ‘We are a relatively small company in a growing but fiercely
competitive business. We need research information to decide how to increase business
from our existing customers and attract business from new customers.’

From a whisky manufacturer: ‘Whisky sales generally are in decline. We need research to
evaluate the potential of new whisky-based drink products. We also need research to select
the most effective packaging to maximize product sales in an increasingly self-service
market.’

From an integrated communications agency: ‘Our clients look to us for advice on internet
advertising strategy. How can research help in providing more effective online advertising?’

From a carpet manufacturer: ‘The floor-coverings market is in decline and over-supplied. We
know that design is an important factor in the market. We need research to help us maintain
and improve market share by identifying appealing designs and appropriate target markets
for them.’

From a business-to-business IT supplier: ‘We are now able to develop an enhanced range of
systems integration products. We need research to discover whether a viable market exists
for these possible products, who our potential customers might be and whether they know
our name and would buy from us.’

From a dot-com business: ‘We have never done market research and have no way of
evaluating the performance of our site in the market as a whole. Our cash is running out. We
need to return to our backers with a solid business plan. We need research to establish our
market size and share and the potential in our customer base. What customers should we
be attracting and what products will they require and how can we generate revenue from our
site?’

Another approach to defining why a particular organization needs marketing research is to
consider the range of uses to which it is already put by other organizations. Six main areas
are listed here.

2.2.1 Corporate planning

Research is used in corporate planning in order to make decisions about what goals the
organization as a whole should have in both the short and long term:

m forecasting the size of future demand and trends for the organization's products
= identifying markets to be served

m assessing the strengths and weaknesses of the organization both absolutely and relative
to its competitors

m measuring dissatisfaction and needs in relevant market segments



m industry/market structure and composition
m competitors

m market share and profitability analysis

m highlighting significant marketing problems

m stimulating research for new or exploitation of existing products and markets by planned
policies

m evaluating corporate identity and image

m selecting companies for acquisition or divestment.

2.2.2 Market planning

Research is used in market planning to keep the firm in touch with its markets and
customers:

= identifying, measuring and describing key market segments' behaviour and attitudes
m assessing relative profitability of markets over time
m analysis and interpretation of general market data

m placing individual customer transactions, perhaps recorded on a database, in the
broader market context

m analysing business potential of new market areas

m identifying and evaluating markets for products and new products for markets
®m measuring consumer preferences

= identifying changes in competitive activity

m sales forecasting.

2.2.3 Product planning (including packaging and service
levels)

Research is used in making and adapting products to fulfil customer wants more accurately
and profitably:

m generating and screening new product ideas and modifications
m concept testing

m product testing and retesting for acceptance and improvement
m testing formulation and presentation preferences

m packaging tests

m product name tests

m test marketing



comparative testing against competitive products
product elimination or product line simplification

evaluating perceived service quality.

2.2.4 Promotional planning

Research is concerned with the selection and effectiveness of persuasive communications.
Three main areas are identified below.

Communications planning

developing sustainable brand positioning

message design and content

development of the creative proposition

developing effective multimedia communications strategies
pre-testing ads

post-testing ads, e.g. awareness, comprehension, recall, attitude shifts, brand-switching
effects

advertising weight-of-expenditure tests

media planning: evaluation, selection and scheduling
advertising effectiveness

public relations and publicity effects on awareness/attitude
sponsorship effectiveness

exhibition effectiveness research

direct marketing effectiveness research

assessing the impact of integration

developing the optimum communications mix.

Sales force planning

determining sales areas

testing alternative selling techniques and messages
setting sales targets

evaluating sales performance

evaluating sales compensation system

making selling operations more productive.

2.2.5 Distribution planning

Research is concerned with the formulation and effectiveness of distribution policy:



m channel selection

m distribution cost analysis

m wholesaler/retailer margin
m incentive policy

m dealer sales levels

m distribution achievement
m penetration levels

m stock checks

= inventory policy.

2.2.6 Price planning
Research may be used as one of the inputs to price selection.

Analysis of what problems the organization has and the uses to which research can be put
will establish whether there is a need for research. The next step is to know what types of
research information can be acquired.
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2.3 What types of research data are there?

The collection of research data may be a continuous or an occasional (ad hoc) activity of the
organization. Usually there is a requirement for both approaches since they serve different
purposes. Some information is already available and simply needs organizing if it exists
within the organization (internal), or tracking down if it is available from elsewhere (external).
These activities form the basis of desk or secondary research. Other data needs collecting
and organizing before being usable and this is known as field or primary research. In many
markets (mainly for consumers) standardized services carry out primary research on a
regular basis and the user simply buys the information produced or the service offered. The
term ‘off-the-peg’ is used to describe this type of research. Most organizations will also have
a need for data more specifically geared to particular problems and this is when ‘made-to-
measure’ research is required.

These six types of research are introduced briefly in this section and discussed more fully in
later chapters.

2.3.1 Continuous research

Any type of research may be organized so as to produce a continuous stream of data. The
advantage of doing this is that it indicates trends and measures performance over time. This
is particularly valuable in enabling an organization to spot changes in the market before they
present themselves as serious problems. Continuous research forms an important element
in any management information system and will probably include desk research and off-the-
peg services. It is essential for the organization which aspires to being proactive (making
things happen) rather than reactive (responding to things that have already happened).

2.3.2 Ad hoc research

One-off research studies meet those information needs that cannot be identified in advance.
A new opportunity may suddenly arise or some specific problem may need to be explored.
Any type of research data may be used in an ad hoc study, but it is most likely to include
made-to-measure research surveys.

2.3.3 Desk research

Desk research is so called because it refers to that type of research data that can be
acquired and worked upon mainly by sitting at a desk. That is to say, it is research data that
already exists, having been produced for some other purpose and by some other person or
body. It is commonly referred to as secondary research because the user is the secondary
user of the data and this term reflects the fact that it may not precisely meet the user's need
or be sufficiently recent to be wholly useful. Desk research makes a good starting point for
any research programme because it is generally quick and cheap to acquire and can be
readily assimilated. Whilst a scan of appropriate desk research sources may not produce an
answer to the problem, it is extremely useful as a familiarization process and in generating
ideas that will help to formulate and refine any subsequent collation of primary data. The
range of electronic services that have been developed, including the Internet, extends the
ability of the desk researcher to assess a wide range of material.

Internal desk research

This represents the most sensible starting point for any organization and should come before
going to great lengths of resource expenditure in acquiring data from outside. Much useful



information is generated within all organizations simply in the course of their normal
operations. A simple analysis of accounting data should indicate what is being sold, in what
sizes, at what prices and to whom in terms of geographical area, type of customer and so on.
The key to making use of internal desk research sources is to organize the collection of data
in such a way that it is not only useful but also usable. The acquisition, organization and use
of internal desk research sources are explored more fully in Chapter 3.

External desk research

The Government is a major producer of all kinds of external research data. Useful external
research data is also available from trade organizations, trade publications, banks and many
official bodies. The acquisition and use of external desk research data are discussed in
Chapter 4.

Both internal and external desk research have limitations for decision makers. Internal desk
research by definition is data confined to the organization's own activities. External desk
research is characteristically of too general a nature to be applicable to any specific problem.
Field research can overcome both of these limitations.

2.3.4 Field research

Field research is so called because it is concerned with the generation and collection of
original data from the field of operation or intended operation for the organization. The
organization determines exactly what information is necessary and from whom it needs the
information and then sets about acquiring it. The data is thus specific to the purpose for
which it has been acquired, and this is often called primary research for this reason. There
are two kinds of primary research: off-the-peg services and made-to-measure research.

Off-the-peg research services

A considerable amount of original research data is continually being generated by research
organizations. Either the data itself or the system for collecting it may be bought off-the-peg.
The two types of service referred to are syndicated research and omnibus research.

Syndicated research

This is research that is of value to a number of organizations, but would be too expensive for
any of them to collect individually. The data is therefore collected by a research agency and
sold to all the organizations who have a use for it. This system means that effectively the
organizations are sharing the costs of generating the kind of original data they require.

Omnibus research

When regular surveys of defined populations are being undertaken, the agency doing the
fieldwork may make the service available as an ‘omnibus’ for other organizations to climb
aboard. They may each add a few questions to a questionnaire. Those questions and the
answers to them will be entirely confidential to the paying client, but the respondents will find
themselves answering a large number of questions about a possibly diverse range of
subjects. Omnibus research represents an extremely cost-effective half-way house between
carrying out a complete survey and buying the data already available from external desk
research or syndicated services. It gives the advantage of being able to specify the questions
without having to bear all the costs of fieldwork.

Acquisition of both types of off-the-peg research service is discussed in Chapter 4.
Made-to-measure research surveys

This is the type of research that most often comes to mind when managers think of using



research. The organization wishing to acquire information decides what it wants to know and
usually briefs a research agency to acquire the information for it. The research agency will
design an appropriate questionnaire, organize a team of professional interviewers to collect
answers to the questions, process the data when the questionnaires are returned to the
office and produce a report for the original client. The whole survey and its findings are
guaranteed confidential to the organization that pays for them. This is the most expensive
type of research data but should also be the most useful, since, like other custom-built items,
it is designed and produced to meet exactly the requirements of the buyer. The design of
made-to-measure research surveys is discussed in Chapter 5. Technical aspects of data
collection, sampling questionnaire design, fieldwork, and data analysis and interpretation are
discussed in Chapters 6-10, respectively.
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2.4 How can the organization obtain the research it needs?

2.4.1 Getting started

In getting started as a research user, a logical progression would be to begin with internal
and external desk research. Any appropriate syndicated services should be considered for
purchase, or a few basic market data questions included on an omnibus survey. These
research activities are likely to be followed by made-to-measure field research. This order of
research progression reflects the order in which data are most readily acquired. It demands
an increasing level of commitment in terms of cost and personnel involved in acquiring the
data, and an increasing level of research knowledge in both acquiring and using the data.
The quality of information acquired also increases as one moves from one type of research
to the next and this may be in step with the ability of the user to handle it.

2.4.2 Resources

An essential point to note for the organization wishing to use research data is that it is equally
important to set up an adequate system for using the data when it has been acquired, as it is
to set up the information acquisition system in the first place. As with all other services that an
organization needs, acquiring useful and usable information costs both time and money. If
research is to be used effectively by the organization, then someone within it must be
designated as having a primary responsibility for this and be given time to discharge that
responsibility properly. The acquisition of market research data costs money and the
information product is like most other products, in that the organization seriously wanting to
get started on using market research intelligently must be prepared to devote adequate
personnel and financial resources to it. Some suggestions follow as to what this might mean
in practice.

Internal desk research

Requirements may range from a paper-based filing system, through a local area networked
database, to a multinational marketing information system. All will require certain levels of
support, ranging from an assistant clipping press reports, through scanning or manual input
of data, to a fully integrated systems support department. All of these systems will require
managers capable of using the information generated.

External desk research

This requires a research assistant within the organization to identify sources, acquire,
organize and report on the data. Increasingly, although not necessarily, this information will
be accessed online through various computer-based systems. Alternatively, a specialist desk
research organization may be used. In this case, the main resource requirement on the client
organization is that of money to pay for it. There is a vast array of specialist desk research
agencies whose skills may usefully be bought in. They are often used by industrial
organizations for whom desk research usually represents a more important aspect of their
overall research programme and by all organizations who wish to operate a cost-effective
research programme.

Off-the-peg field research

This requires an executive with a need for such a service, the ability to identify appropriate
sources and money to pay for the services available.

Made-to-measure field research



This requires an executive within the organization with responsibility for defining the need for
research and briefing and commissioning a research agency to conduct it. Money is needed
to pay for the technical expertise of a research agency.

Some research can be carried out by executives within a user organization. Exploratory
interviews in industrial or trade research and postal surveys are the most commonly used do-
it-yourself research methods because they are possible and practical. However, the fact that
they are apparently easy to do means that, as in do-it-yourself in many other areas, a great
deal of bad workmanship can result! If an organization does plan to do its own marketing
research then the executives concerned will need to know rather more about it than could
possibly be covered in a short introductory book such as this. Suggestions for improving
personal research expertise are offered in Chapter 17.

Research techniques almost always commissioned from research agencies are those
involving large-scale interviewing or telephone research surveys, because these require
more routine time and staff than most organizations are likely to wish to handle, or are able
to do, cost effectively. Group discussions and consumer depth interviews are normally also
commissioned from research agencies since they require specialist expertise for successful
application and interpretation.
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2.5 Summary

Any organization is likely to have a need to use marketing research in making resource
allocation decisions. The first step is to define precisely why the research is needed, and
some examples and suggestions about research applications are given. The next step is to
realize what types of research data are available, and six types of research are introduced:
continuous research, ad hoc research, internal and external desk research, off-the-peg and
made-to-measure field research. Finally, the organization needs a method for getting started
and appropriate resources for the acquisition of research data, and these are discussed.
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Chapter 3: Marketing Research Begins at
Home

3.1 Introduction

Many organizations make judgements, prepare plans and reach decisions with little or no
contribution from formal marketing research. This chapter indicates ways in which
organization of data readily available from sources within the firm can produce information of
great practical relevance. The purpose of an internal information system is to produce a
continuous stream of data which can:

m measure current performance

m identify the characteristics of current performance

m establish a baseline for change

m form a basis for comparison: over time, over an industry, etc.
m suggest a basis for resource allocation: geographical, profitability, product, etc.
m indicate trends

m monitor and track performance

= signal change

m provide an early warning detection system

m form a basis for operating control systems

= highlight performance problem areas

m provide information resources

m indicate areas for further research.

The aims of an internal information system are to keep the organization informed about its
own performance, to enable the organization to anticipate change in its own competitive and
technological environment, and to provide a guideline to focus and monitor company effort.

[« rreviovs [ rexr s



[« revicus [ nescr o

3.2 What can be done at home?

For all organizations the marketing research budget available is limited. It therefore makes
sense to begin by making use of data that is already available. This has the advantage of
being quick and relatively cheap to obtain, in addition to being private to the organization and
highly relevant and specific to its products, markets and performance.

The following examples illustrate the major categories for research that begins at home.

3.2.1 Data produced in the normal course of running the
organization

A builders' merchant based in a small market town in the south and serving a wide area of
the south of England was considering opening a second branch as a result of the success of
the established operation. The problem was to decide where to site the new branch so as to
increase sales rather than switch them from one branch to the other. Possibilities were five
conurbations within 50 miles of the home branch. The decision was made by undertaking a
detailed analysis of transactions on the database. Invoice records indicated where current
customers were based. Factors were taken into account in order to estimate the potential
demand in the areas under review, together with an analysis of the likely impact on the
current operation of transferring trade to another location.

This example involved the analysis of sales records. Other data that may be useful in making
decisions about the more effective and efficient running of an organization could include
production records, distribution statistics or cost data.

3.2.2 Data acquired through personal contacts

The sales representative of a savoury snacks manufacturer was visiting ANUGA, a major
trade fair for the food industry in Cologne. In conversation with a major distributor of grocery
products in Germany he was told that there could be an opportunity for the export of his
company's unigue range of adult-oriented exotic snack products. During the course of the
trade fair he explored this idea further with other distributors and retailers and the idea was
greeted positively. On return to the UK, he filed his report and met with the international
marketing manager. A pan-European research project was commissioned with the support
of the DTI. Ten months later the first export orders for the snacks were processed. The
company has now carved a profitable European niche for its products.

As this example illustrates, information picked up during the normal course of work by sales
representatives, by attendance of executives at conferences and meetings, and by customer
suggestions and complaints, made either direct to the firm or via the medium of its retailer
and distributor network, can be of value if the organization responds appropriately.

3.2.3 Accumulated research information

A vinyl manufacturer was planning to launch a new material for covering furnishings. The
material had the appearance and feel qualities of cloth combined with the durability and
washability of vinyl. The manufacturer felt that there must be a strong market for this material



which combined the advantages of both cloth and vinyl. Some years previously the company
had launched a floor covering material that had been unsuccessful. Research into the
reasons for failure indicated certain areas of pre-market preparation and launch activity
which had contributed to the downfall of the product. One of the executives involved in the
launch of the new furnishing product remembered to look up the old research report on the
floor-covering failure. The information contained in it was extremely useful to the company in
ensuring the same mistakes were not repeated and where lessons could be learned they
were applied in the approach to launching the new furnishing material.

This example illustrates how a library or database of past research projects and marketing
information held by the organization can enable it to learn from past experience and so
improve performance.

3.2.4 Decision support systems

The marketing manager of a charity began to compare monthly giving from the various
segments of its market against the forecasts prepared at the beginning of the financial year.
Working on the computer she discovered that overall revenue was slightly down against
forecasts. Further enquiry showed that while the donations from most segments were
holding up against forecast revenue there was a substantial shortfall in the level of giving
from the corporate sector. She asked the computer to break down these figures by
geographical location and discovered that the major area of shortfall was in the London and
South East region. Comparing advertising levels with industry trends she noticed that recently
her direct competitors had increased advertising spend and had begun to target this spend
towards the corporate sector. A search on other variables showed that there had been little
or no change in the dynamics of the market, and other key success factors had remained
constant. She resolved to meet with her marketing team the following afternoon to begin to
frame a response to this particular problem.

This example shows how the impact of database and statistical software has enabled
managers to conduct significant analysis of their market relatively quickly and to frame an
appropriate strategic or tactical response. The ability to support hunches or qualitative
information with ‘hard’ evidence is a useful addition to the manager's range of skills. The
appropriate software and hardware needed to run relevant analyses are readily available to
almost every company in cost-effective form.
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3.3 What goes into an internal information system?

Together, the four types of data illustrated can provide an internal desk research information
system. This is a system that produces useful and usable information through organized
methods for collecting, storing, retrieving, manipulating and reporting on data available from
within the firm. The first category of data illustrated is called ‘operating data’ because it is
produced as a result of the operation of the organization. The second data category is called
‘market intelligence’ because it refers to intelligence information acquired by individuals who
work for the organization as a result of the personal contacts they make. Market intelligence
differs from marketing research by being less systematic or representative in the selection of
sources from which information is acquired. The third category is accumulated research and
marketing information, and this forms the basis for setting up an internal ‘information library’
or database. The last category, decision support systems, enables managers to add
meaning to data through the use of computer-generated analysis.

These four aspects of an internal desk research information system are discussed in the
following sections.

3.3.1 Operating data

It is perhaps surprising that many companies start by commissioning outside marketing
research before organizing an internal desk research system. An entirely human reason is
that it is often easier to commission an outside research agency than to persuade heads of
functional departments, such as accounting and production, to produce records in a form
that is of value in marketing decision making.

An earthenware manufacturer made a range of tableware such as plates, cups and saucers,
together with a range of earthenware mugs. Having been very successful it was keen to
open a second factory. The decision it had to make was how much of the new capacity
should be devoted to the tableware and how much to mugs. The first piece of information
required was to know what proportion each of these lines currently contributed to turnover
and profit. Unfortunately the company's accounting system only produced customer invoices
indicating a final cash figure. Customers of different sizes were given different discounts but
these were not shown on invoices. Prices had changed several times during previous years
but goods supplied were not itemized. No records of production output or breakages were
kept. Any goods remaining at the end of the week were taken away by jobbers, with only a
cash value being recorded. As a result, the company had no internal data on which to base
its decision.

The increased availability and affordability of computer power mean that basic record-
keeping, which would have provided this company with at least a starting point for its
decision-making problem, is easy to undertake. The first step is for the researcher to co-
operate with relevant departments to ensure that appropriate records are instituted and
maintained. The critical factor in this lies in the design of record-keeping in such a way that
the statistics produced will be useful both to the originating department and to the
management decision maker.

Decisions about the form in which the data is to be produced, its frequency of production and
how it is to be analysed need to be taken before the system is initiated. No data-collection
system should be initiated that will not or cannot be used; this is the quickest way to ensure
that any research will never be taken seriously by the organization. One factor to be taken
into account may be the period for record-keeping; for example, it is common to use four-



week periods (i.e. 13 ‘months’ per year). These are more comparable than calendar months,
having the same number of working days in them on a year-on-year basis, which is often not
the case when calendar months are used. Differences in the number of working days can
account for apparent sales fluctuations in year-on-year monthly comparisons. Examples of
data useful to the researcher include sales statistics, expenditure and operations statistics.

Sales statistics

These may be produced in a number of ways, each of which can provide useful data for
management. Analysis may be by:

a. Product/product group: this will indicate the importance of each product and item in
the product range and their effect on overall company performance. Trend data will
indicate which products are growing and which declining.

b. Markets: this is particularly important in industrial organizations where analysis of
sales data by industrial application of the customer, perhaps using standard industrial
classification (SIC), will indicate the relative importance of and trends in the
company's major markets.

c. Outlets: analysis of sales by different types of outlet will indicate their relative
importance, trends and the mix, for demand analysis. The growth of direct selling
through mail order and other direct methods, and the changing role of the garage
forecourt as an outlet for products from food and drink to audio and video products,
indicate a possible need for reorganization of the marketing effort to take account of
different outlets for the company's products. Statistics on the regional distribution of
outlets may have implications for other marketing activity such as sales and
advertising, or for reorganizing the regional outlet pattern.

d. Geographical area: there are several ways in which sales may be analysed with
respect to geographical area. The area may be a country for multinational firms, or a
sales area or representative territory when selling is an important element of the
marketing effort. Television regions are used for analysis of consumer markets in
which television advertising is used. Another advantage of using television regions is
that much published data, including that on media audiences and readership, is
available based on these areas. Using area analysis, performance can be measured
and compared, and decreases and increases spotted and dealt with. Implications for
regional allocation of marketing effort can be drawn from this analysis.

e. Time period: analysis of sales by time will enable seasonal demand to be plotted and
therefore anticipated. Year-on-year or period-on-period performance comparisons
can be made.

f. Size of orders: calculation of average orders by size may have a direct bearing on
profit per order handled. This could form the basis of calculation of standard delivery
charges or standard levels of costs to be applied to small orders. Incentives for order
size to be increased may result from this type of analysis.

These examples give some indication of the value in simply analysing sales records in a
variety of ways, each of which might have different decision-making implications. But sales
statistics are only half the story when the company's real concern is about profit, and so a
second set of data records is needed to complete the picture.

Expenditure statistics

Analysis of expenditure statistics can be used to calculate relationships between areas of
expenditure and income. This will increase efficiency by leading to optimization of various
areas of expenditure against incomes. Expenditures on promotion, sales force, packaging,



dispatch or invoicing may be analysed against sales turnover to indicate the relationship
between sales and each particular area. This may be used in budget allocation for future
years. The same expenditure statistics may be analysed against specific product sales. This
forms a basis for the allocation of effort devoted to, or overheads charged against, these
products. A more fruitful analysis may be to look at items of expenditure against profit
generated. A sales promotion may have produced an increase in sales turnover yet have had
no effect at all on profit. The upheaval that sales promotion activity often produces in the
production system may be shown to be not worthwhile with this kind of analysis.

Another area of expenditure that can be analysed in a number of ways is advertising
expenditure. This may be set against product sales revenue, profit, market type or media.
The outcome of any of these analyses will prove useful for planning decisions. Analysis of
advertising expenditure by product line may well indicate that most advertising expenditure
goes on the biggest product lines. This is particularly likely to be the case when advertising
budgets are determined on the basis of sales turnover. Analysis may indicate that greater
response could be achieved by diverting advertising expenditure to smaller products with
greater potential for growth. This could result in a greater increase in overall profitability.

The value of all these kinds of expenditure analysis lies in the fact that they can increase the
organization's perception of what relationships do and do not exist between various types of
expenditure and resultant effects in the marketplace.

Operations statistics

Statistical records may be kept on almost any area of an organization's operations and
analysis of them can indicate more profitable, more efficient or more effective ways of
operating. For example:

a. Stock-control statistics: stock records will indicate stocks being run down or built
up, or bottlenecks in the stock system. Calculations can be made of the amount of
investment tied up in stock at any particular moment. In these days when additional
profits are hard to achieve by increasing sales volume, analysis of stock inefficiencies
may make a greater contribution to an overall increase in profitability than any
marketing activity. The use of computerized stock control systems has, for example,
led to the development of just-in-time delivery, which saves warehousing costs.

b. Transport statistics: maintenance of statistics on mileage, routes covered, vehicle
maintenance, and so on, will often lead to more economical handling of a company's
distribution and transport system.

All the statistics referred to above should be maintained continuously over time to enable the
manager to spot trends or change in the marketplace and deal with it. The danger inherent in
producing any continuous set of data is the problem of information overload. This occurs
when the system is generating more information than the manager can cope with reading,
never mind responding to. Some mechanism needs to be introduced to ensure that the
manager's attention is only attracted to continuous sets of statistics when some action may
be necessary. This normally involves setting out guidelines that will enable management to
identify and deal with only exceptional developments. An instruction may be given that the
manager will only see the information personally if the data for any period are outside an
operating norm of, say, 10 per cent either way. Statistics based on operations data are also
used to calculate operating ratios. These are an input to assessing the efficiencies of
different operations and to allocating budgets for those areas.

The data generated from operating data can prove extremely useful in indicating the
performance of the company. They are not appropriate for identifying changes in the external
environment that do not necessarily show themselves in company sales. It is for this reason
that the market intelligence system is particularly useful.



3.3.2 Market intelligence

Sources of information such as personal contacts, feedback from trade and from the sales
force, informal store checks and monitoring of competitors' products and publicity efforts can
be extremely useful. A problem with market intelligence data lies in the procedures used for
its collection. Most sales people would argue, often rightly, that additional paperwork reduces
profitable selling time. At the same time, sales people are often keen to be the first to report
some new marketplace development to the organization, particularly when they know that
the organization will respond to that information.

This indicates two key points in the design of market intelligence systems. First, the reporting
system should be as straightforward as possible and organized in such a way as to minimize
the work involved in reporting. Second, the response mechanism to market intelligence must
be good and known to the individuals making reports. The single most important incentive for
members of the organization to participate in a market intelligence system is the feeling that

it is of real value to the organization and does feed into its decision-making procedure.

Exactly what type of market intelligence may be of value will depend on the organization, but
the most commonly collected areas are those already referred to. In the more rapidly
developing industries it may be that the market intelligence system would be extended to
include feedback from conferences and meetings at which new technology is discussed.
Other avenues for feedback of useful snippets of intelligence gathered through personal
contact may suggest themselves.

3.3.3 Information library

When an organization is starting to develop a research facility, it makes sense to ensure that
the research undertaken is classified and stored in such a way that it is usable and utilized on
future occasions. Reading past research studies can be extremely helpful in indicating ways
in which the same problem may be approached again. If it is appropriate to update the piece
of research then the earlier work will serve as a benchmark, indicating change. If an earlier
piece of research used a method that did not work very well, then the same mistakes can be
avoided. There is usually something to learn about where the product is now in the
marketplace from an analysis of how it got there.

Sometimes, new executives in the organization will come up with ideas that have been tried
before. Although there may be good reasons for believing that something that did not work
on some occasion in the past may or may not work now, it is nevertheless of value for the
new executive to know when something has been tried before and what the circumstances
and outcomes were. With the fairly rapid turnover of both marketing and market research
executives, it is useful to have a retrieval system operating so that when a manager intends
to carry out some research in a particular area there is ready access to any previous work
done. It is still common practice in organizations that copies of research reports are kept only
by the managers who have commissioned them and are not readily accessible by, or made
available to, other members of the same organization. The establishment of an information
library will rectify this. All information can now be computer based, with new information
scanned into the company's information database. This can be made accessible to a remote
sales force or marketing agents through the company's intranet or extranet.

Another important function for the information library will be to acquire, store and retrieve
external desk research information, and this is discussed in Chapter 4.

3.3.4 Customer relationship management systems, data
warehouses and data mining



The increased sophistication of computer software and hardware means that managers in
even the smallest companies can have reasonably cheap access to high-powered and
technical means of managing information generated by the company. An increasingly
important area has been in the management of information relating to customer contact so
as to improve the relationship between an organization and its customers. This is known as
customer relationship management (CRM).

CRM aims to produce a single view of the customer across all potential touchpoints. For
example, a car manufacturer may have been contacted by a prospective customer through
its website, its call centre and its dealership network. The ability to recognize the reality of
customer behaviour is crucial to the successful development and deepening of the
relationship between the customer and the organization. If a customer has made an enquiry
online they may reasonably expect an organization's retail branches to know this and to
recognize the fact.

CRM systems implementation has been one of the major growth areas in the consulting
world. Companies have invested huge sums of money in aligning the diverse sources of
information and information systems within organizations. For example, General Motors
recently was reported to have invested US $1 billion in CRM systems, to manage
relationships with its customers more effectively and more efficiently. It is estimated that
General Motors removed US $1 billion of costs from its businesses.

In its broader application CRM works to manage customer contacts and the experience that
a customer enjoys with the organization.

There are many suppliers of CRM systems and they range from the highly expensive to the
relatively inexpensive. Leading players in this market include Oracle, SAP and Siebel.
Systems will vary according to the complexity of the task they are designed to manage. A
company with multinational operations and multiple product lines and customer groups will
need a more complex and generally more expensive system.

A major issue for companies lies in turning the vast amounts of data they hold on their
marketplace into actionable intelligence. Data-rich organizations should enjoy a competitive
advantage, but in reality this is not always the case. Tesco is an example of a company that
has access to a vast warehouse of data about its customers and recently it has made
significant strides in its marketplace. Sainsbury's too has developed a loyalty programme
which in turn generates a vast amount of data about its customers. This has not stopped their
share of the grocery market falling. The ability to interrogate data warehouses for relevant
meaning is known as data mining, and it is clear that the ability to mine the data for key
customer insight remains the key to success.

Other areas of research can add further value to this raw data and place the information
about customers in its broader market context.

Between 1996 and 2001 the call-centre market in the UK grew at 40 per cent per year. If a
company's internal records showed growth of 20 per cent, this might have been considered a
success. However, in the broader market context this company would have been falling well
behind its competitors.

Data has been called ‘the raw material of management’. Today's marketing executives have
access to an ever greater array of information and the tools with which to analyse this historic
data. Analysis software can allow marketers to make relationships between apparently
unrelated data to produce valuable approaches to market and customer segmentation. With
the development of the Internet the opportunity exists for real-time information gathering,
analysis and marketing decisions.

The growth of the knowledge economy and of knowledge management in organizations has
had several effects. Perhaps the most obvious of these is information overload. In certain



markets there is so much data about the market that it is often hard to analyse the
information in such a way as to produce actionable intelligence.

The reliance on data gathered from customers' behaviour is often at the expense of the
broader customer or market context.

A small UK-based breakfast cereals company ran a series of tests for a communications
programme. The results were excellent and showed that on rollout the company could
achieve a 2 per cent uplift in its share of the sector. In reality, rollout achieved a far smaller
and temporary uplift in sales. The sector is mature; value growth is negligible. The market is
dominated by some of the world's most aggressive food marketers, including Kellogg,
Quaker, Nestlé and General Mills, who were not likely to sit back and let this happen. In
conjunction with the major retail multiples they launched an aggressive sales promotion
campaign that effectively undermined the activity of the smaller company. The research had
successfully measured an effective communications programme, but had failed to take the
wider market context of aggressive competitors into account.

It should not be forgotten that a database is a sample of the company's customers, not a
sample of the market as a whole. Very often this sample itself is a sample only of those who
choose to respond to the company's communications. Transactional data about our
customers describes what they have done, not what they will do. It certainly does not explain
WHY they behaved in the way they did.

While it is possible to point to the weaknesses of the use of company databases, there is no
doubt that careful management and analysis of this type of data has added significantly to
the marketer's toolkit. In combination, databases and marketing research techniques provide
a powerful planning approach to strategy and its implementation.
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3.4 Summary

Organizations are typically rich in information, which would prove extremely useful if it were
available in an appropriate form or collected, evaluated and retrievable in some systematic
way. This forms the basis of an internal information system to produce continuous data which
can be used for measuring, evaluating, monitoring and controlling performance. Four
aspects of an information system are discussed: operating data, which flows from normal
operating procedures; marketing intelligence, which derives from normal personal contacts;
the establishment of an information database, which stores past research data and acquires
new information from external desk research sources; and a CRM or other decision-support
system which enables the effective and creative analysis of the information held by an
organization.
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Chapter 4: ‘Off-the-peg’ Research

4.1 Introduction

Much of the data that a company new to marketing research might want to know is probably
already in existence; for example, overall market size and structure, basic information about
consumer spending patterns, major social and economic trends, financial data about
customer firms, competitor firms, supplier firms, markets that are growing and profitable, and
markets that are in decline or unprofitable. The purpose of this chapter is to give some
indication of the vast amount of ‘off-the-peg’ data available and an idea about where to
locate the appropriate ‘pegs’. Once an organization has identified relevant data sources, it
will often continue to obtain updating information and, as discussed in the last chapter, this
forms an important part of the organization's information system.

There are four main types of ‘off-the-peg’ research:

m research using the very large body of already published data, usually termed ‘secondary
desk research’

m research using data available from regular market surveys, often referred to as
‘syndicated research’

m research in which the method of data collection is syndicated, but the data is not, called
‘omnibus research’

m research making use of specialist expertise available from research agencies, discussed
under the heading ‘specialist research services'.

This chapter considers each type of research in turn. Inevitably, some of the specific
information sources and contact data given in this chapter will become outdated.
Nevertheless, the general points made and major sources indicated will prove of value as a
guide to off-the-peg research for some years beyond the date of publication.
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4.2 Secondary desk research

4.2.1 Introduction

Secondary desk research uses data that has already been published by someone else, at
some other time, usually for some other reason than the present researcher has in mind.
The researcher is therefore a secondary user of already existing data that can be obtained
and worked on at a desk. This accounts for its name. The most characteristic thing about
secondary data is the vast amount available. Because it is so overwhelming in its range and
sometimes complexity, secondary data is often overlooked as a source of research
information. However, much specific data is already in existence on markets and companies
operating within those markets. It is therefore worthwhile for any organization to make a
determined attempt to identify relevant secondary data sources for its own use.

Secondary data is relatively quick and cheap to obtain. The growth of online services has
made the process of accessing secondary data at home and overseas much faster. Once
obtained, a regular series of updating information can usually be acquired from the same
source. At best, secondary data may provide the complete answer to a problem. At worst, it
will save the organization time and money when it comes to carrying out a piece of original
field research. Secondary data can define the scope or direction of a field research survey
and indicate the type and range of information that may be available. It will suggest possible
methods for carrying out field research. If past research surveys are found to be too out of
date for the information to be of current relevance, they may at least provide a basis for
comparison with a new survey replicating the method. This will give the added insight of
market change data to an original piece of research. There are several possible sources of
published secondary data.

Online desk research

The amount of information on the Internet, an electronically interconnected network of
computers, is incredible. Estimates put the number of pages of information at over 1 billion,
but the real figure is almost certainly much higher. Finding a way through this mine of
information is perhaps the hardest part. To access the information you need a computer
giving access to the Internet (and its graphical interface the World Wide Web); while you are
searching you need to be electronically connected, i.e. ‘online’.

Surfing, i.e. randomly following links within websites, can generate fruitful information.
However, a basic knowledge of online searching techniques can save time, money and a
great deal of frustration.

The starting point for any search online if the website address is unknown is to use the
search engines or subject directories that are freely available to ‘browsers’, or people who
are searching the web.

There is a difference between a search engine and a directory. Search engines use ‘spiders’
or ‘robots’ to go out and search the web and create a database of sites that is then matched
against the search terms or keywords entered by the browser in the search engine. There is
a great deal of variation in how these search engines work and the same search entered in
different engines will generate very different results. It is worth experimenting to find the
search engine that suits your needs. Equally, if one engine is not producing the results you
require, then try another.

The best search engines from the researcher's point of view are those that are fast,
comprehensive and free of undue influence, i.e. sponsors cannot ensure that their site
appears in the top ten through the payment of fees to the search engine provider.



Some of the best general search engines are:

Alta Vista: http://www.altavista.com.

Google: http://www.google.com

Hotbot: http://www.hotbot.lycos.com
Infoseek: http://www.infoseek.go.com
Northern Light: http://www.northernlight.com

Directories are compiled lists or indexes of websites that are reviewed and often rated by
compilers. This can remove the randomness of searches through engines, which may be an
advantage in the early stages of exploratory research. It is possible to pay web directory
compilers to ensure that a site occurs early in the list of sites presented as the result of a
search. Again, care needs to be exercised here.

Examples of subject directories include:

LookSmart: http://www.looksmart.com
Lycos: http://www.lycos.com
Yahoo: http://www.yahoo.com

Searching online

With the vast amount of material available to the online researcher it is clear that any help in
clarifying search criteria and reducing the number of sites to be viewed is vital. As with any
marketing research problem, online searching is the outcome of a process that involves
careful definition of the research problem and the concepts, terms and definitions contained
within it.

Work at this stage can save a great deal of time spent searching broad concepts definitions
within what is essentially a huge database of information. Search engines will tend to index
every word of text, so a search for information on The Post Office on Google produces over
three million results and includes results from all those sites that include the word post or
office. Some search engines, including Google, have the facility to search specific elements
of a site, for example on just the web address, known in the industry as the URL (uniform
resource locator). This clearly cuts down on the number of search results but equally may
exclude the company or product the browser is searching for. For example, at the time of
writing the URL for | Can't Believe It's Not Butter in the USA is http://www.tasteyoulove.com
and Cif bathroom cleaner in the UK is http://www.blokeinabath.com

Many search engines allow what are known as Boolean logic operators to help the browser
to search the web. The simplest of these operators are the words ‘and’, ‘not’ and ‘or’. Others
may allow the use of proximity operators, such as ‘followed by’ or ‘near’. These can help to
refine search terms and produce more relevant results. For example, Procter and Gamble
and UK not USA would refine search terms on this global company.

Others may have advanced search facilities which employ Boolean operators in a more
user-friendly format. The use of Google's advanced search feature reduces the number of
results for The Post Office to under 200,000. This works by filtering out all results for the
separate words Post and Office and all references to the combined terms in other countries.

Most engines and directories have online help and browsers should familiarize themselves
with the complexities of the software to take full advantage of their services.

4.2.2 Sources

Government published data


http://www.altavista.com
http://www.google.com
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The Government publishes a great deal of information regularly on almost every aspect of
British economic, social, commercial and financial life. It is always worth checking what
government information is available for any research problem under review, since this will
probably be the cheapest way of obtaining the information. Only the costs of publication are
covered by the price of the various reports produced. Much information is available online.
The European Union (EU) also provides a statistical service, Eurostat, which is useful in that
it compares data from the member countries. The United Nations (UN) also has a statistical
service organized around its departments.

Information can be obtained through the following websites:

http://www.ukonline.gov.uk
http://www.statistics.gov.uk
http://www.europe.org.uk
http://www.europa.eu.int/comm/eurostat/
http://www.cec.org.uk

http://www.un.org

Trade published data

When information is required about a particular trade or industry there are five sources likely
to have appropriate information available in published form.

a. Trade associations. These exist in almost every industry, e.g. the Brewers' Society, the
Road Dressers' Association and the British Audio Dealers' Association. These
associations often carry an information library staffed by appropriate information
specialists.

CBD (Tel: 020 8650 7745, Fax: 020 8650 0768, E-mail:
cbdresearch@cbdresearch.freeserve.co.uk) in Beckenham publishes directories of
British and European trade associations which identify those associations providing a
statistical or information service.

Web address: http://www.cbdresearch.com

b. Trade press. Any trade of sufficient size will have newspapers and journals relevant to
that industry. These will maintain a database of past items of news and information
that can be consulted to provide a background picture for any particular aspect under
consideration. Access to archives online is often free of charge or at low cost.

The Advertisers' Annual, published by Hollis Publishing Limited, Harlequinn House,
High Street, Teddington, Middlesex TW11 8EL (Tel: 020 8977 7711, Fax: 020 8977
1133, E-mail: orders@hollis-pr.co.uk), is a useful source of information on the trade
(and general) press in the UK with a less comprehensive world-wide cover.

Web address: http://www.hollis-pr.co.uk

For the international press, Willings Press Guide is an alternative source both online
and offline (Tel: 0870 736 0015).

Web address: http://www.willingspress.com

c. Professional institutes. Most professions have an institute, e.g. the Chartered Institute
of Marketing, the Market Research Society (MRS), the Law Society and the Chartered
Management Institute. These organizations are equipped with libraries and online
information services available to members. They also provide a service to non-
members of those professions, usually for a small charge.

Web addresses:


http://www.ukonline.gov.uk
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http://www.cim.co.uk
http://www.mrs.org.uk
http://www.lawsoc.org.uk
http://www.managers.org.uk

For exporters, a starting point may be the Institute of Export, Export House, 64 Clifton
Street, London (Tel: 020 7247 9812, Fax: 020 7377 5343, E-mail:
institute@export.co.uk) or the British Exporters' Association, London (Tel: 020 7222
5419, Fax: 020 7799 2468, E-mail: bexamail@aol.com).

Institute of Export website: http://www.export.co.uk
British Exporters' Association website: http://www.bexa.co.uk
Other Institutes are listed in the CBD directory.

d. Chambers of Commerce. If the problem under consideration refers to a particular
regional location, contact with the local chamber of commerce for the area may prove
particularly useful. The quality of information available from chambers of commerce
varies, but the larger chambers provide quite comprehensive and relevant information
on many aspects of business in their areas. International chambers of commerce may
be of use in overseas research. Information can be obtained from the Association of
British Chambers of Commerce, London (Tel: 020 7565 2000).

British Chambers of Commerce website: http://www.chamberonline.co.uk

The World Chambers Federation is based at 38 Cours Albert 1er, Paris 75008,
France (Tel: +33 49 53 29 44, Fax: +33 1 49 53 30 79)

Web address: http://www.iccwbo.org

e. Regulatory bodies and pressure groups. Certain sectors are subject to the attention
of regulatory bodies, e.g. the telecommunications industry in the UK is monitored by
OFTEL. Other industries are the focus of pressure group interest, e.g. the tobacco
industry and Action on Smoking and Health (ASH), and those industries with broader
environmental impact may be monitored by, for example, Friends of the Earth or
Greenpeace. These organizations may be able to help with information on certain
subjects and many operate world-wide.

Financial institutions' published data

Regular reports on various industries, their performance, their financial record, trends and
potential are produced by the major banks, consultancies, accountancy practices and
financial and industry analysts within brokerages. These should always be checked to see
whether a relevant report has recently been published. If the company is international then
the report will generally cover performance in all its markets. Industry analysts are very
useful sources of information and the information departments of the major trading banks
are extremely well resourced.

Press published data

The ‘quality’ press and the financial and economic press regularly produce industrial and
commercial reports on various aspects of business, companies and products. Information
services of the relevant press can be contacted to discover whether a report is available.
Searches are available online for most quality newspapers. This may involve registering and
paying a fee. Many libraries hold back copies of newspapers on CD-ROM and this can help
the free search for relevant articles.
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Some of the best press websites include:
m The Financial Times: http://www.FT.com
m One Foot in the Grave: http://www.guardian.co.uk
m Wall Street Journal: http://www.wsj.com
m The Economist: http://www.economist.com
m Far Eastern Economic Review: http://www.feer.com

Most of these sites allow a limited search of the archive but may charge for this service.

Foreign and international organizations' published data

All the data referred to as being available for the UK are available for most well-developed
economies through a variety of foreign and international data-producing organizations. The
Trade Partners Information Centre in London maintains a library of world statistics and this
provides an excellent starting point for any investigation into overseas markets. This is a free
service.

Trade Partners UK Information Centre, Kingsgate House, 66—74 Victoria Street, London
SE1E 6SW (Tel: 020 7215 5444, Fax: 020 7215 4231)

Web address: http://www.tradepartners.gov.uk

Specialist organizations

A number of specialized organizations exists to provide the type of desk research information
obtainable through published sources. These organizations act as ‘information brokers’ and
produce relevant abstracts and digests of statistics and news items to subscribers. An
example would be the London Business School Information Service (Tel: 020 7723 3404,
Fax: 020 7706 1897, E-mail infoserve@london.edu)

Web address: http://www.bestofbiz.com/bis/

Online aggregators

Online databases enable enquiries to be made of multiple data sources via the Internet. The
best online services are those of information aggregators. Aggregators obtain ‘content’ from
a number of different suppliers and make it accessible through a single website. These
include general databases, e.g. Profound, Hoovers and Lexis Nexis, and specialist services,
e.g. the World Advertising Research Centre (WARC). These often contain translations from
a range of international publications. They generally charge for the most useful information
and library access may be more appropriate for the researcher working on a small budget.

Web addresses:

http://www.profound.com
http://www.hoovers.com
http://www.lexis-nexis.com
http://www.warc.com

Other useful sites are listed below.
http://www.oecd.org

The Organization for Economic Co-operation and Development (OECD) has active
relationships with over 70 countries, of which 30 are members, all assisting in supplying
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information on macroeconomics, statistics, trade, education, development, innovation and
country reviews. There is a limited range of links to other useful websites.

http://www.business.com

A comprehensive business search engine covering over 25,000 industry, product and service
subcategories. Partners include FT.com and Business Week. This site has excellent links to
other websites and relevant information.

http://www.asia-pacific.com

An extremely comprehensive website containing strategic business information on Asia and
Pacific Rim countries, including book and journal listings coupled with expert critique from
area specialists. This site has an excellent level of links to other useful websites.

http://www.businessdaily.com.au

A good-quality business news website with an Australasian predominance, giving in-depth
coverage of key business news globally. It also has good links to other websites covering
featured reviews and business news stories and to sites such as the New York Times.

http://www.europeanbusinessforum.com

An excellent online magazine that has critique from consultants, academics and industry
leaders all focused on global management issues within a European context. This site has
limited links to other websites owing to the forum nature of the site.

http://www.feer.com

The Far Eastern Economic Review is a website specific to Asia that covers mainly business
news for the Asia region. This site has fairly limited additional links to other sites.

http://www.ilo.org

The International Labour Organization website, as part of the UN, seeks to promote
international human and labour rights. This is a very extensive and informative site on all
issues concerning human rights. It also has some excellent links to other relevant websites.

http://www.jetro.go.jp/top

The Japan External Trade Organization's website is wholly focused on providing information
on the business climates of Japan and Asia, including advice on how to do business with
Japanese companies. This site has excellent links to other relevant sites, including
government ministries.

http://www.bubl.ac.uk/soc.html

The British Universities' Business Libraries site offers a comprehensive listing of books,
authors and other research information on many topics, ranging from business theory to
medicine. This site has extensive links to other relevant sites.

http://www.rba.co.uk/sources

This site is specific to business information sources on the web. It is a useful starting point for
business research and has extensive links to other key relevant sites on the web.

http://news.ft.com

The Financial Times site is excellent for research and holds up-to-date critiques on all areas
of business. It also has excellent links to other relevant business websites. This site is a must
for any business information required.
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http://www.meansbusiness.com

This site is a database of business text passages that have been stored and can then be
grouped together by topic area so as to gain a variety of views from differing authors on the
same subject area. This site does not offer many other links to other relevant sites.

http://www.ioma.com

The Institute of Management and Administration provides a subscription service for business
and management information of all descriptions. It also offers some free research
information and an online forum facility. This site has a number of good links to other sites.

http://harvardbusinessonline.hbsp.harvard.edu

The Harvard Business Online site offers a huge array of services based on the global
business management arena. It includes the Harvard Business Review archive, and has a
search facility that searches by article, journal and author of the publication or topic area.
This site has limited links to other relevant sites.

http://www.fedworld.gov

This is a specialist site for American Government information; it is a comprehensive guide to
most federal information required and offers excellent links to other relevant websites,
including governmental bodies.

http://www.ceoexpress.com

An extremely comprehensive website with a massive business listings directory. Although it
has an American bias it is still very useful and covers every area of commerce possible. The
links to other relevant sites are excellent.

http://www.ukonline.gov.uk

This extensive site is a comprehensive guide to UK government information from citizenship
to local authorities. This site also has an extensive list of other sites for further information,
including all areas of government.

http://www.clickmt.com

The Management Today magazine's website offers some good critiques on current
management issues and also offers a useful search-by-issue feature. The site has a
reasonable number of links to other relevant sites.

http://www.managementfirst.com

This site is very extensive and covers all management areas, mainly on a pay-to-view basis. It
has an extensive journal database that can be searched; however, only a limited number of
other useful website links is given.

http://online.wsj.com

The news website of the Wall Street Journal is extensive and covers the global business
remit, although in some areas a paid subscription mechanism is used. The site also has
some useful links to other sites.

4.2.3 Finding the pegs

Generally speaking, for the beginner, the most difficult part of a desk research survey using
secondary sources is actually beginning. This section will therefore concentrate on indicating
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some of the more general starting points for a desk research survey. Once the research
survey is under way each source uncovered, or contact made, will generally lead on to the
next. Following up these leads will provide the depth of information the researcher may need
for any particular area of interest.

This is particularly the case with online searches. Online access has changed this area
significantly and access to a vast range of sources is possible. The skill for the desk
researcher is knowing where to look and being able to interrogate the data for accuracy,
relevance and methodological competence. Data searches online may be frustrating as the
most valuable data is often available only on a paid-for basis. It is still possible to use paper-
based sources at libraries and government information centres to produce excellent desk
research cheaply or free of charge.

The section that follows suggests various leads. It begins by indicating some of the sources
available that list information sources and classify them. It goes on to suggest sources for
some of the more commonly required types of information: about companies, about
industries and about markets. It then comments on and identifies some government
statistics. The section concludes with a list of some of the information services available to
give help on data collection using secondary sources. The section includes information on
international sources.

Where to start looking

This section includes lists of information sources and directories. Where available, telephone
numbers, websites and e-mail addresses are included rather than postal addresses.

1. Euromonitor, London (Tel: 020 7251 8024, Fax: 020 7608 3149, E-mail:
info@euromonitor.com). This is a useful starting point as a major publisher of guides
to information sources. These include:

m China: A Directory and Source Book

m Eastern Europe: A Directory and Source Book

m International Marketing Data and Statistics

m Latin America: A Directory and Source Book

m World Database of Business Information Sources on the Internet
m World Directory of Business Information Libraries

m World Directory of Business Information Websites

m World Directory of Marketing Information Sources

m World Directory of Non Official Statistical Sources

m World Marketing Data and Statistics on the Internet

m Findex 2002: The World Wide Directory of Market Research, Reports, Studies
and Survey (a classified list of over 8400 market research studies covering 12
product sectors including a broad description of contents, price and contact
details).

Web address: http://www.euromonitor.com
Other companies publish lists of market research reports, for example:

2. Market Search Directory, Marketsearch (Tel: 020 7495 1940, Fax: 020 7409 2557, E-
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mail: marketsearch@Execuplace.co.uk), is a list of 20,000 market research reports
from 700 research companies world-wide.

Web address: http://www.marketsearch-dir.com

3. Croners Executive Companion, Croners Office Companion, London (Tel: 020 8547
3333, Fax: 020 8547 2638, E-mail: info@croner.cch.co.uk). This incorporates the A—Z
of business information services and is a comprehensive and international listing of
sources of business information which is regularly updated. This service is available
online and offline. Online product subscriptions include a range of other services and
a help-desk service.

Web address: http://www.croner.co.uk
4. http://www.web.idirect.com is a listing of online sources of business information.

5. http://www.europa.eu.int is an EU listing of information sources including links through
to national newspapers and a range of other information sources.

6. The Chartered Institute of Marketing, Cookham (Tel: 01628 427500, Fax: 01628 427
499, E-mail: membership@cim.co.uk), has an extensive library and can help
members with requests for information by e-mail and post. The website is a useful
starting point.

Web address: http://www.cim.co.uk

7. The Research Buyer's Guide (annual), Market Research Society, London (Tel: 020
7490 4911, Fax: 020 7490 0608, E-mail: info@mrs.org.uk), provides a comprehensive
list of organizations providing market research services in Great Britain and other
useful information. The MRS website has a searchable directory of research
organizations and comprehensive information on other aspects of the industry.

Web address: http://www.mrs.org.uk

8. ESOMAR (Tel: 00 31 20 664 21 41, Fax: 00 31 20 664 29 22, E-mail:
e.mail@esomar.nl). For international market research organizations, the European
Society for Marketing Research (ESOMAR) website is a useful resource. It has a fully
searchable database of 1500 organizations worldwide, which subscribe to the
ESOMAR ICC Code Of Marketing and Social Research. The site also has a range of
other information, including a significant catalogue of publications and conference
proceedings

Web address: http://www.esomar.nl

9. http://www.researchinfo.com lists research suppliers and has a range of research
discussion groups and online tutorials to enhance skills in areas such as online
surveys and palm pilot applications.

10. The World Association for Public Opinion Research (WAPOR) (Tel: 00 1 402 458
2030, Fax: 00 1 402 458 2038, E-mail: renaereis@gallup.com) is an American-based
membership organization that looks at the individual within the profession. It has 400
members in 50 countries. Its website has a directory of members.

Web address: http://www.unl.edu/WAPOR/
Information about companies

This section includes sources of data about companies: their existence, location, type of
business, ownership, performance, financial and commercial statistics.
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1. Companies House, Cardiff (headquarters), and regional centres in Edinburgh, Leeds,
Manchester, Birmingham and London (Tel: 0870 333 3636, Fax: 029 203 0900, E-
mail: enquiries possible via the website). Companies House is a vital resource. It
provides financial and other related information on all limited companies in the UK. It
holds information on 1.5 million companies and receives over 5 million documents a
year. The service is available online for a reasonable fee or documents can be sent to
regional centres or by post, fax or document package. The Companies House website
also has a range of links to international disclosure of company data and links through
to the relevant sites.

Web address: http://www.companies-house.gov.uk

2. Kompass United Kingdom, Reed Business Information, East Grinstead (Tel: 01342
3335 864, Fax: 01342 335 745, E-mail: in the UK Justine.gillen@reedinfo.co.uk). A
key source of information on companies in several formats, Kompass covers a wide
range of countries. Products include Kompass UK Register, a CD or paper directory
of UK companies, and http://Kompass.com, an online service covering 1.7 million
companies worldwide in over 70 countries. http://Kompass.com also covers:

m Kompass Products and Services: lists suppliers of most products

m Company Information: lists company nhames and locations and web addresses
with information about each company and its products

m Kompass Financial Information: provides the last three years' accounts on listed
companies

m Parents and Subsidiaries: identifies who owns which companies. Lists 85,000
subsidiaries of 15,000 parent companies

m Industrial Trade Names: lists who owns over 100,000 brand names in diverse
sectors, excluding food.

Web address: http://www.kompass.co.uk
http://www.britishexports.co.uk
http://www.kompass.com

3. Kelly's (contact via the website) is an online database for UK industry. Searches may
be made by product/service, trade-name, town, street or postcode. Kelly's holds data
on 150,000 companies and 110,000 product categories.

Web address: http://www.kellys.co.uk

4. Dun & Bradstreet (Tel: 01494 422000, Fax: 01494 422260, E-mail:
customerhelp@dnb.com). Dun & Bradstreet (D&B) maintains a global database of 70
million companies, from 214 countries, in 95 languages or dialects, covering 181
currencies. D&B is an established source of data on companies in the business-to-
business (B2B) market. D&B DUNS numbers are a recognized way of classifying
businesses. D&B can help to identify, locate and credit score companies. It offers a
broad range of products in areas including Who Owns Whom, the D&B Small
Business Centre, D&B monitoring service, D&B Business Information Report among
many others; contact D&B for a full product list.

Web address: http://www.dnb.co.uk
The international site opens up a range of international data:

Web address: http://www.dnb.com
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Euromonitor (Euromonitor International Plc. Tel: 020 7251 1105, Fax: 020 7251 0985,
E-mail: info@euromonitor.com) is a significant provider of syndicated reports on
companies. Reports feature national and multinational companies with industry
rankings based on Euromonitor's opinion. Analysis includes Business overview,
Strategic overview, Markets and products, and Company performance.

Web address: http://www.euromonitor.com

Hemscott (Tel: 020 7496 0055, Fax: 020 7847 1716, E-mail:
marketing@hemscott.co.uk) Hemscott provides a range of company information from
the perspective of investment analysis. It is one of the fastest growing providers of
information on UK stockmarket-listed companies. Company Insight is a service
provided by Hemscott, giving detailed and updated information daily on all London
Stock Exchange listed companies.

Web address: http://www.hemscott.net

Thomson Financial (Tel: 020 7369 7000). Thomson Financial is located in more than
40 countries; the website provides detailed contact and product listings. Thomson
Financial provides a huge array of data about industries and companies through many
different product lines. Services target the financial community.

Web address: http://www.tfn.com

Hoover's (Tel: 00 1 512 374 4500, Fax: 00 1 512 374 4505, E-mail enquiries through
the website). An online aggregator with useful company and industry profiles.

Web address: http://www.hoovers.com/uk/

Several companies provide a search for annual reports online. These are available
free of charge from companies, but a subscription to a retrieval service may save
time. Corporate Reports is one example of this type of service. It offers online
company reports, with free summary information.

Web address: http://www.corpreports.co.uk

UK Business Park provides comprehensive coverage of UK business activity. It is a
subscription site, but with a free trial. Information is provided on acquisitions, new
projects, expansion plans, strategy and major new projects by sector. It also provides
a database of sales leads and company contact details.

Web address: http://www.ukbusinesspark.co.uk

Primark/Thomson Financial Global Access (Tel: 020 7369, Fax: 020 7369 7634)
provides a range of information on companies, including Company Briefs and Extel
Cards, offering information on business description, finances, acquisitions and
disposals, etc., on over 15,000 quoted companies in 55 countries. Peer group analysis
enables comparison with similar companies. Information can be downloaded in PDF
or HTML format.

Web address: http://www.primark.com

http://FT.com provides access to a range of company data, much of which is free of
charge.

Web address: http://www.ft.com

http://www.economist.com is a comprehensive site with links to the Economist
Intelligence Unit.
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Information about industries

As well as the relevant government data sources, trade associations and online aggregators,
the following may be helpful.

1. ICC Information Group Ltd (Tel: 020 7426 8506, Fax: 020 7426 8551, E-mail:
helpdesk@icc.co.uk) provides information via a range of databases, including Juniper
and Plum, offering information on industries and companies internationally.

Web address: http://www.icc.uk

2. Euromonitor (Euromonitor International Plc. Tel: 020 7251 1105, Fax: 020 7251 0985,
E-mail: info@euromonitor.com) provides reports on a range of industry sectors
internationally.

Web address: http://www.euromonitor.com

3. The Marketing Pocket Book. The Advertising Association in association with WARC,
Henley-on-Thames (Tel: 01491 574 671, Fax: 01491 571 188). One in a series of very
useful little books supporting marketing and business activity in the UK. A compilation
of consumer marketing data from published sources, The Marketing Pocket Book
includes social and economic, marketplace, media and advertising data, and it has a
small international section. A list of publications is available from the Advertising
Association's website or the World Advertising Research Centre.

Web addresses:
http://www.adassoc.org.uk
http://www.warc.com

4. The Economist Intelligence Unit (Tel: 020 7830 1007, Fax: 020 7830 1023, E-mail:
london@eiu.com) provides research on a range of industries internationally.

Web address: http://www.eiu.com

Information about markets

Subscription services. These are designed to provide the latest information regularly. An
annual charge is made for the service. Individual reports and back copies are usually
available.

Many companies provide regular reports on markets. Their data collection methods are
largely the same. These reports are produced through secondary research supported by
some primary interviews with key industry personnel. Researchers within these companies
are often respected experts in their field and may have far greater access to material and
personnel than will be available generally. Users should check the methodology carefully
and try to verify data through several sources. Many of these companies will also carry out ad
hoc or consultancy work, for a fee.

1. Mintel International Group Ltd (Tel: 020 77606 4533, Fax: 0202 7606 5932, E-mail:
info@mintel.com). Mintel publishes a range of reports on markets, companies and
industries. Increasingly, these are international in scope. The Mintel website gives full
details of the range of reports published and also gives details of a number of
searchable databases. Many academic libraries carry copies of Mintel reports and
these can be accessed online for a fee. All Mintel reports are available electronically,
grouped under the following headings.

m Clothing, footwear and accessories

m Consumer lifestyle
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m Drink

m Food and food service

m Health and well being

m Holidays and travel

m Household/house and home
m Industrial

m Leisure time

m Media and electrical goods
m Miscellaneous

m Personal finances

m Personal goods and toiletries
m Retalil

m Technology.

Mintel: examples of recent reports

Internet Quarterly Report, September 2002

Analgesics, September 2002

Canned Meat, September 2002

Organic Alcoholic Drinks, September 2002

Pies and Pasties, September 2002

Baby Food and Drink Market (The): US Report, September 2002
Call Centres (Industrial Report), September 2002

Disposable Baby Products Market (The): US Report, September 2002
Hotels Market (The): US Report, September 2002

House Building (Industrial Report), September 2002
Out-of-Town vs In-Town Retailing, September 2002

Red Meat Market (The): US Report, September 2002
Women's Hosiery Market (The): US Report, September 2002
Deposit and Savings Accounts, September 2002

Private Medical Insurance, September 2002

Sub-prime Lending: Entering the Mainstream, September 2002
Petfood & Petcare Retailing, September 2002

Womenswear Retailing, September 2002

European Retail Briefings, September 2002

Independent Holidays, September 2002

Roadside Catering, September 2002

Snowsports, September 2002

Video and Computer Games, September 2002

Retailing in the Middle East, September 2002

Occupational Health (Industrial Report), August 2002
Industrial Gases (Industrial Report), August 2002

Asia Pacific Hotel Industry (The), August 2002

Austria Outbound, August 2002

Batteries, August 2002

Christmas Foods, August 2002

Deep Vein Thrombosis (DVT) and the Future of Long-Haul Air Travel, August 2002
European Leisure Groups, August 2002



European Meetings and Incentives Industry (The), August 2002
Food Safety, August 2002

Home Baking, August 2002

Hotels in France, August 2002

Hotels in Germany, August 2002

Hotels in Ireland, August 2002

Hotels in Italy, August 2002

Hotels in Spain, August 2002

Hotels in the UK, August 2002

Household Fresheners, August 2002
Make-up, August 2002

Nursery Equipment: Transport, August 2002
Poultry, August 2002

Teenage Magazines, August 2002
Whiskies, August 2002

Menswear Retailing, August 2002

Wine Retailing, August 2002

Market Intelligence (monthly). Each issue contains a detailed market report on about
five markets. As Mintel operates on a two year publishing cycle it is always worth
checking to see whether relevant reports are available. Other Mintel services include:

m Retail Intelligence (six per year): similar to Market Intelligence but about retailing
rather than products

m Leisure Intelligence

m Personal Finance Intelligence

m International Information Services

m Daily Digest: daily information on subject profile specified
m Monthly Digests on 12 different market areas

m Special subject reports also available, e.g. the gardening market, the kitchen
report

m International New Product report
m Market reports compiled from a variety of published sources
m Consultancy.

Report prices range from £495 to £1295 per report.

2. Keynote Publications Ltd, London (Tel: 020 8481 8750, Fax: 020 8783 0049, E-mail:
sales@keynote.co.uk). Market and other reports compiled from a variety of published
sources, priced from £345

Web address: http://www.keynote.co.uk

3. Datamonitor (Tel: 020 7675 7000, Fax: 020 7675 7500, E-mail:
eurinfo@datamonitor.com). Reports on automotives, consumer, energy, financial
services, healthcare and technology sectors, covering market and company analysis.
Online or CD-ROM databases are available. Reports are priced at $1000-$5000.

Web address: http://www.datamonitor.com

4. Frost and Sullivan (Tel: 020 7730 3438, Fax: 020 7873 9942). An international
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company producing often highly specialized research and consultancy covering a
range of markets including business-to-business and industrial markets. Prices reflect
the complexity of the research task in these markets.

Web address: http://www.frost.com

5. The Economist Intelligence Unit (Tel: 020 7830 1007, Fax: 020 7830 1023, E-mail:
london@eiu.com) provides research on a range of industries internationally.

Web address: http://www:eiu.com

6. Euromonitor (Euromonitor International Plc. Tel: 020 7251 1105, Fax: 020 7251 0985)
publishes directories, journals and various market reports focusing on Europe but with
an increasingly broad international perspective.

Web address: http://www.euromonitor.com

7. Newsletter subscription services. Most online information services have a newsletter
subscription service which may be free of charge. These are designed to provide the
latest information regularly. Back copies are usually available through archive
searching. Most of the services listed will provide a newsletter service free but will
charge for the main content of the website

8. ACNielsen Co. Ltd, Oxford (Tel: 01865 742 742, Fax: 01865 742 222, E-mail:
marketing@acnielsen.co.uk). ACNielsen is a key provider of information to the fast-
moving consumer goods (FMCG) sector. It offers a range of subscription and other
services, including a retail measurement service using electronic point of sale (EPOS)
data and store visits, and a range of scanning-based consumer panels including
homescan. Through its ACNielsen MMS (Media Monitoring Service) subsidiary it can
also provide data on advertising spend and media spend. Nielsen/NetRatings provides
data on Internet business and browser behaviour. ACNielsen is a global provider of
marketing services and should be contacted for a list of its services by anyone
operating in consumer markets.

Web address http://www.acnielsen.co.uk

9. Taylor Nelson Sofres (Tel: 020 8967 0007, Fax: 020 8967 4060). Like Nielsen,
TNSofres produces a range of syndicated and ad hoc research. Super panel is a
panel of 15,000 households and produces data on consumer purchasing. Data is
gathered twice weekly.

Web address: http://www.tnsofre.com/uk

10. BMRB International (Tel: 020 8566 5000, Fax: 020 8579 9208, E-mail:
web@bmrb.co.uk). TGI (Target Group Index), a service provided by BMRB, is a
comprehensive source of customer information for a broad spectrum of consumer
goods and services. It is based on a sample size of 25,000 comprehensive interviews.
Questions cover product consumption and usage, media buying behaviour and
attitudinal data. Data is available demographically by age, gender, income and family
size, etc., and is presented as a series of indices.

Web address: http://www.bmrb.co.uk

Information about media

1. Cinema and Video Audience Research (CAVIAR), Pearl and Dean Cinemas Ltd, 3
Waterhouse Square, 138-142 Holborn, London EC1N 2NY (Tel: 020 7882 1100, Fax:
020 7882 1111)
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http://www.pearlanddean.com/

2. Outdoor Advertising, POSTAR Ltd, Summit House, 27 Sale Place, London W2 1YR
(Tel: 20 7479 9700, Fax: 20 7706 7143, E-mail: mail@postar.co.uk)

http://www.postar.co.uk/

3. Radio RAJAR Ltd, Gainsborough House, 81 Oxford Street, London W1D 2EU (Tel:
020 7903 5350, Fax: 020 7903 5351, E-mail: info@rajar.co.uk)

http://www.rajar.co.uk

or Radio Advertising Bureau, 77 Shaftesbury Avenue, London W1V 7AD (Tel: 020
7306 2580, Fax: 020 7306 2505)

http://www.rab.co.uk
4. Television: BARB

http://www.barb.co.uk
enquiries@barb.co.uk

5. Press and magazines
NRS Ltd, 42 Drury Lane, London WC2B 5RT (Tel: 020 7632 2915, Fax: 020 7632
2916)

http://www.nrs.co.uk

Joint Industry Committee for Regional Press Research (JICREG), c/o The Newspaper
Society, Bloomsbury House, 74-77 Great Russell Street, London WC1B 3DA (Tel:
020 7636 7014, Fax: 020 7436 3873)

http://www.jicreg.co.uk

Audit Bureau of Circulations Ltd, Saxon House, 211 High Street, Berkhamsted,
Hertfordshire HP4 1AD (Tel: 01442 870800, Fax: 01442 200700, E-mail:
marketing@abc.org.uk)

http://www.abc.org.uk

British Business Survey
Ipsos UK Ltd, Middlesex (Tel: 020 8861 8000, Fax: 020 8861 5515)

http://www.ipsos-uk.co.uk

6. The Internet
Interactive Advertisers' Bureau

http://www.iabuk.net
7. General Media

http://www.carat.co.uk
http://www.zenithmedia.co.uk/
http://www.totalmedia.co.uk/
http://www.acnielsenmms.com/

Government statistics

1. National Statistics (Tel: 0845 601 3034, Fax: 01633 652747, E-mail:
info@statistics.gov.uk) is the official Statistical Service of the UK. It produces ‘up to
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date comprehensive and meaningful description of the UK's economy and society’. As
such, it is an invaluable resource for marketing researchers. The National Statistics
website also has a wealth of data on a huge range of topics. The website is an
excellent starting point. Data sets are organized under the following headings:

m Agriculture, fishing and forestry
m Commerce energy and industry
m Crime and justice

= Economy

m Education and training

m Health and Care

m Labour Market

m Natural and built environment
m Population and migration

m Public sector and other

m Social and welfare

m Transport travel and tourism.

Following links within these lists generates the full range of data. For example,
clicking on the Social and welfare link reveals the following list of options:

m Culture leisure and social participation

m Income expenditure and wealth

m Social Justice

m Households families and individuals

m Quality of life and welfare
Clicking on Income expenditure and wealth reveals:

m Income and wealth of households and individuals
Clicking here reveals another list of options which includes:

m Types of income

m Consumer durables owned

m Income distribution of households, etc.

If the title of the data set is known then a search option may be used. In addition,
http://www.ukonline.gov.uk is a quick-find option which lists over 1000 government
websites.

Other publications are grouped under the following headings:
m Agriculture

m Commerce and industry
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m Compendia and reference
m Crime and justice
= Economy
m Education
m Health and care
m Labour market
m Natural and built environment
m Population and migration
m Social and welfare
m Transport and tourism
m Other.
Key statistics services include:

Economic Trends (monthly). Provides a broad background to trends in the UK
economy, supported by a detailed annual supplement.

Financial Statistics (monthly). Key financial and monetary statistics of the UK.

UK Balance of Payments. Balance of payment statistics including information on
visible and invisible trade, investment and other capital transactions.

Size Analyses of United Kingdom Businesses (PA 1003). Analysis of company size by
sector, by turnover size for service industries and turnover and employment size for
manufacturing industry.

Social Trends (annual). The life of Britain through statistics. A statistical series about
people relating to social policies and conditions that provides a picture of some
significant ways in which our society is changing, and background information on
society.

Family Expenditure Survey (annual since 1967). Data on characteristics, incomes and
expenditure of private households in the UK. Trend data useful for indicating change
in patterns of expenditure. Presented in report format in Family Spending.

New Earnings Survey (annual). Indicates earnings of employees by industry,
occupation, region, age and gender.

For specific topics of interest, consult the subject list on the website.
Web address: http://www.statistics.gov.uk

http://www.ukonline.gov.uk is also a useful starting point for exploring government
data.

European statistical information is available via Eurostat.
Web address: http://www.europa.eu.int/comm/eurostat/

The UN also has a statistical service.
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Web address: http://www.un.org

Information services

1. Trade Partners. Headquarters: Kingsgate House, 66—74 Victoria Street, London

SWI1E 6SW (Tel: 020 7215 5444/5, Fax: 020 7215 4231, E-mail: via the website).
Trade Partners is the UK national reference service for public use of world-wide
statistics and is of particular use to exporters. The centre holds a significant amount of
information on UK and overseas markets. Economic, social, industry and market data
is held for all countries of the world. It includes telephone, fax and trade directories
(except UK), market surveys, development plans and mail order catalogues. It has
online databases and CD-ROM-based information on a number of countries, which
may be searched by country, sector or subject. The website is an invaluable starting
point with a full index of the site's services.

Visits may be made to the headquarters office or enquiries can be made by telephone
or online.

The website contains links to information on key services such as the Export Market
Research scheme and the Export Credit Guarantees Scheme.

Web address: http://www.tradepartners.gov.uk

Export Marketing Research Scheme. British Chambers of Commerce (Tel: 024 76
694484, Fax 024 76 694690, E-mail: enquiry@britishchambers.org.uk). Free
professional advice and, in approved cases, financial support, to help UK firms and
trade associations to undertake marketing research overseas for exports.

Web address: http://www.britishchambers.org.uk/exportzone.

Other specialist business libraries may be worth contacting, particularly if easily
accessible, e.g. the City Business Library or the Science Reference Library in London.
Equally useful are university libraries, particularly those with a significant business
offer, e.g. London Business School, Manchester Business School, the University of
Warwick, and Strathclyde University.

Business Link is a UK nation-wide organization offering support services to business.
Local Business Link offices will help with international marketing enquiries. There are
links to local Business Link offices at the Trade Partners website.

Where relevant international information is not available, commercial staff based at
embassies abroad may be commissioned to carry out basic marketing research at a
reasonable fee.

Trade Partners: list of services

A

About Trade Partners UK

Action Single Market

Aid Funded Business

Annual Review

Area Advisory Groups

Ask Us by E-Mail

Awards: Queen's Awards for Enterprise

B

Bribery
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British Chambers of Commerce

British Embassies

British Overseas Industrial Placement (BOND) Scheme
British Standards Institute (BSI)

British Trade International

Business Languages Information Service (BLIS)
Business Libraries

Business Links

Business Links: International Trade Teams
Business Performance

Business Secondees

C

Central Office of Information (COI)
Checklist: Are You Ready to Export?
Commercial Publicity

Commonwealth Games Business Club
Contact Us

Copyright

Corporate Plan of British Trade International
Corporate Brochure of Trade Partners UK
Corruption Overseas

Countertrade

Currency Converter

Currency: The Euro

Customs & Excise

D

Defence Export Sales Organization (DESO)

Department for Environment, Food & Rural Affairs (DEFRA)
Department of Trade & Industry

Development Business Team

Disclaimer

Duke of York's BTI Programme 2001/2002

E

E-Business Strategy of British Trade International
Economic and Monetary Union

Email Us

Euro

Euro Zone

Events Database

Exhibitions Supported by Trade Partners UK
Export Awards for Small Business

Export Canada

Export Clubs

Export Communications Review

Export Control Organization

Export Credit Guarantee Department

Export Explorer

Export Finance and Insurance

Export Licences

Export Marketing Research Scheme (EMRS)
Export Opportunities



Export Promoter Initiative

Export Success Newsfile

Export USA

Exporting and Business Performance

F

Feedback

Finance

First Time Visit Packages

Foreign & Commonwealth Office

Frequently Asked Questions for Potential Exporters

G

Getting Paid
Global Partnerships Initiative

H
Help
I

ICT Investment Strategy of British Trade International
In Depth Research

Information Centre

Information Centre: Online Catalogue
Insurance

International Business Awards
International Buyers

International Trade Teams
Investment Overseas

Invest Northern Ireland

Invest UK

Inward Missions

J

Joint Environmental Market Unit

K

Key Partners of Trade Partners UK
L

Language & Culture

Language Training for Exporters

Law on Corruption Overseas

Licences

Local Trade Partners UK International Trade Teams

M

Market Explorer

Market Research

Minister of State for International Trade & Investment
Missions: Outward

Multilateral Development Aid



N

National Languages for Export Campaign
National Strategy for Trade Partners UK
New Products From Britain

Newsroom

Nottingham University Research

O

OECD Guidelines for Multinational Enterprises
Offset

On Line Information Market Service (OMIS)
Outward Missions Scheme

Overseas Buyers (Non UK)

Overseas Events

Overseas Investment

Overseas Project Fund

Overseas Trade Magazine

P

Partners of Trade Partners UK
Passport to Export Success

Payment

Press Releases

Privacy Policy

Publicity Services for Overseas Markets
Public Private Partnerships

Q

Queen's Awards for Enterprise
R

Reports by Country
Reports by Sector
Research Overseas Markets

S

Sales Leads Online

Scottish Development International

Search Our Site

Sector Partnership Report

Sector Reports listed by Country

Security Briefing for Business

Service Delivery Agreements

Simplification of Trade Procedures (SITPRO)

Small Business Service

Standards & Quality Expected from Trade Partners UK
Standards (Technical Help for Exporters: THE)
Success Stories

Support for Exhibitions and Seminars Abroad (SESA)
Support for Export Marketing Research

T



Tailored Market Information Reports (TMIRS)
Technical Help for Exporters (THE)

Tour Our Site

Trade Advisors

Trade Associations: Sector Partnership Report
Trade Associations: Support

Trade Barriers

Trade Fair Explorer

Trade Fairs Supported by Trade Partners UK
Trade Missions

Trade Procedures

Travel Advice

U
UK Suppliers Database
Vv

Visiting the Market
Visit Trade Partners UK

W

Wales Trade International

Websites for Exporters Database

Western Europe: Visits

What's New This Month

Who We Are

Works of Art

World Trade Organization: 4th Ministerial Conference
World Trade Organization: General Information

Source http://www.tradepartners.gov.uk

4.2.4 Using secondary data

Whenever secondary data sources are being used a number of points need to be checked.

a. Who is producing the data? This is a relevant question because, particularly with
information from trade associations, the possibility of bias is present. An association
which exists on members' subscriptions, with the objective of furthering members'
interests, is unlikely to publish data that is against those members' interests. This is
not to say that they will publish false data, but simply that they may not publish data
that gives both sides of every question relevant to members' interests.

b. Why was the information collected in the first place? Answering this question will give
greater insight into the nature, and therefore value, of the data that has been
collected.

c. How was the information collected? From the chapters in this book on methods of
data collection (Chapters 6—10) it will be apparent that the value of information for use
in making a decision is partly determined by the method used in collecting data. In
deciding how useful a particular item of secondary information is, it is therefore
necessary to consult the technical appendix of the report to see how the data was
collected.


http://www.tradepartners.gov.uk

d. When was the information collected? A particular problem with government statistics
is that they may not be published until 18 months or even longer after the period in
which the data was collected. Depending on the nature of the data and the market to
which it refers, this may be a serious limitation in using the statistics.

e. Is the data comparable? In multicountry research this is a major problem. It is
important to realize that classification of data varies from country to country, as do
definitions of product sectors. For example, data on the sugar confectionery industry
in south-east Asia may include information on candied fruits, and the definition of what
constitutes a low alcohol beer varies substantially even within Europe. The answer is
to check the methodology and if in doubt to contact the producer of the data.

Sources of secondary data will vary widely in terms of reliability of the data, how specific it is
to a particular problem, how recent the information is, the amount of bias or vested interest in
the data source and, particularly when using press report services, the amount of useful
information hidden in the verbiage. Nevertheless, the desk researcher can almost always
produce an extremely useful background report on any industry, in a relatively short space of
time and at a relatively low cost. It is recommended that a desk research survey of
secondary sources be carried out before any major field research survey is undertaken.

[« rreviovs [ rexr s
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4.3 Syndicated research services

Syndicated research services originated when a group of manufacturers all interested in data
on a particular market formed a syndicate to buy a research survey jointly providing that data
on a continuous basis. Alternatively, a research agency might suggest the idea to a number of
companies with common data needs. No single manufacturer could afford the costs of the
research survey, but by clubbing together, research costs are shared and information is
available to all members of the syndicate. Over time, the original services have proved useful
to a wider number of manufacturers than those forming the original syndicate and, because
the surveys have been continuous, they have become the property of the research agencies
that provide them. In this sense, the term ‘syndicated’ is a hangover from the origins of these
services, rather than a description of their current ownership.

In practice nowadays, most syndicated research services are owned by the research
companies that run them. An association of users of a service may meet to ensure that user
interests are expressed in the method of collection and presentation of the data. Most
syndicated research surveys are continuous panels and the advantages of these as a method
of data collection are discussed in Chapter 6. (Where this is not the method used, then this is
indicated for the services listed below.)

The main problem for the intending user of syndicated research services is to identify what
services are available and which companies provide them. The MRS website contains a
searchable directory of organizations providing marketing research services in Great Britain.
This is also available in The Research Buyer's Guide. Not all marketing research
organizations supply syndicated services and so the following index and list of suppliers of
syndicated research services was compiled from The Research Buyer's Guide and other
sources to give an idea of the range available. The index lists sectors covered. Full details of
the services offered, the method by which data is collected and costs of the services can be
obtained from the organizations named, for which telephone numbers are given.

BMRB TGI: an example of syndicated data

TGl is a leading provider of single-source media and marketing surveys. Its family of research
products covers an ever-widening spectrum of population specifications and geographies, all
using a self-completion data collection technique to gather respondent information.

TGl is segmented into several subproducts, which include the following:

m Premier: A continuous survey that is designed to gather information on the social grades
‘AB’. This survey offers insight into a group of consumers who are difficult to target yet
considered highly attractive to marketers and advertisers on the basis of their disposable
income.

m Youth TGI: A survey of 7-19-year-olds with data released twice a year (spring and
autumn). Sample size is approximately 6000, and survey samples are split equally
across three age bands, 7-10, 11-14 and 15-19 years.

m TGI Gold: A survey of 50+-year-olds conducted every two years. The survey is based on
a sample size of over 4000 and focuses on issues relevant to this target market, e.g.
holidays, motoring and health

m TGl Wavelength: Wavelength measures approximately 90 commercial radio stations and
is able to add to the basic demographic profile information that can be obtained through
RAJAR (Radio Joint Audience Research Limited), the officially commissioned data on
behalf of the radio industry.



m Republic of Ireland/Northern Ireland: The TGI in the Republic of Ireland and Northern
Ireland is specifically tailored to the Irish markets, although it follows a similar format to
the main TGl in Great Britain.

BMRB offers an online example of TGl and its website contains information about the range of
other products this key supplier of research services offers to the market.

TOTAL Budweiser Grolsch  Heineken  Heineken
- - - Export —
most often most most most
- often — often — often —
canned canned canned canned

lager lager lager lager

TOTAL 000s 45,350 1326 396 3263 328
Resps 25,296 649 203 1724 157

%Vert/Row 100 2.9 0.9 7.2 0.7

ADULTS 000s 45,350 1326 396 3263 328
Resps 25,296 649 203 1724 157

%Horz/Col 100.0 100.0 100.0 100.0 100.0
%Vert/Row 100.0 2.9 0.9 7.2 0.7

Index 100 100 100 100 100

MEN 000s 21,899 847 294 1815 210
Resps 11,678 395 144 936 104

%Horz/Col 48.8 63.9 74.2 55.0 64.0

%Vert/Row 100.0 3.9 1.3 8.3 1.0

Index 100 132.3 153.7 115.2 132.6

WOMEN  000s 23,451 479 102 1448 118
Resps 13,623 254 59 788 53

%Horz/Col 51.7 36.1 25.8 45.0 36.0

%Vert/Row 100.0 2.0 0.4 6.2 0.5

Index 100 69.9 49.8 85.8 69.6

The presentation of TGI data is complex but once it is understood it is very easy to interpret.
In the above example four lager brands are shown:

45,350 represents the total UK lager market
25,296 represents number of responses

21,899 represents adult male lager drinkers
11,678 is the number of male responders

This represents 48.3 per cent of the population and 100 per cent of responders.

23,451 is the adult female population
13,623 is the number of female responders



This represents 51.7 per cent of the population and 100 per cent of responders.
The index for both males and females is 100.
Taking the Budweiser column only:

1326 represents the product universe

649 represents the response

2.9 is the product universe as a percentage of the total population.

847 is the male customer universe

395 is the number of male responders

63.9 is the male Budweiser universe as a percentage of the total Budweiser universe
response

3.9 is the Budweiser male universe as a percentage of the total universe.

The index figures show that men are 32.3 per cent more likely to consume Budweiser than
the population as a whole and that women are 30.1 per cent less likely to consume Budweiser
than the population as a whole.

Comparative data across the brands represented shows that significantly more men than
women drink Grolsch and there is a more even distribution in the consumption of Heineken.

4.3.1 Index to syndicated research surveys

The index gives the specialist areas of companies offering syndicated services. Following this
index is the numbered list of companies. They should be contacted for further details.

Advertising, 1, 2, 3, 5, 6, 7, 10, 11, 13, 15, 16, 17, 19, 20, 21, 22, 23, 24, 26, 27, 29, 31, 32, 33,
34, 35, 37, 38, 39, 42, 43, 45, 46, 47, 48, 49, 50, 52, 54, 56, 57, 58, 59, 61, 62, 63, 64, 65, 67,
68,71, 72,73,75, 76,78, 79, 80, 81, 84, 85, 87, 88, 89, 90, 93, 95, 96, 97, 98, 99, 103, 104,
105, 106, 107, 108, 109, 112, 113, 114, 116, 118

Agriculture, 27, 39 49, 50, 71, 81, 87, 88

Automotives, 4, 5, 11, 18, 19, 21, 22, 24, 30, 31, 32, 33, 34, 37, 41, 42, 46, 49, 50, 54, 55, 57,
66, 68, 71, 72, 75, 76, 79, 84, 88, 89, 93, 94, 102, 103, 106, 107, 113, 114, 116, 117

Branding, 8, 11, 26, 37, 44, 46, 47, 48, 52,57, 71, 72, 76, 79, 85, 89, 93, 98, 99, 104, 109

Business-to-business, 2, 3, 4, 5, 7, 9, 10, 18, 19, 20, 21, 22, 23, 26, 27, 30, 31, 32, 33, 34, 39,
41, 42, 45, 49, 50, 53, 54, 55, 57, 58, 59, 60, 61, 63, 64, 65, 66, 67, 68, 71, 72, 73, 75, 76, 77,
78,79, 80, 81, 83, 84, 86, 87, 88, 93, 94, 96, 97, 102, 104, 105, 106, 107, 108, 110, 112, 113,
114, 115, 117, 118

Children/youth, 4, 5, 6, 11, 13, 15, 16, 19, 20, 21, 27, 29, 31, 32, 43, 44, 47, 50, 52, 57, 58, 62,
64, 65, 68, 72, 79, 82, 84, 88, 98, 99, 104, 106, 107, 114

Consumer, 2, 3,5, 6, 7, 8, 10, 11, 13, 14, 17, 18, 21, 22, 25, 26, 27, 29, 30, 31, 32, 33, 34, 35,
36, 42, 44, 45, 47, 49, 50, 57, 59, 61, 62, 63, 66, 68, 69, 70, 71, 72, 74, 75, 76, 77, 79, 80, 82,
86, 87, 88, 90, 93, 94, 96, 98, 103, 104, 105, 107, 109, 113, 116, 118

Customer satisfaction, 2, 3, 4, 5, 8, 9, 10, 11, 13, 15, 16, 19, 22, 23, 26, 27, 30, 33, 34, 36, 37,
39, 41, 45, 49, 50, 53, 54, 55, 56, 57, 58, 59, 60, 61, 62, 63, 64, 65, 66, 68, 70, 71, 72, 74, 75,
77,79, 80, 82, 83, 85, 87, 88, 89, 90, 92, 93, 94, 95, 98, 103, 104, 105, 106, 107, 108, 112,



113, 115, 116, 118
Direct marketing, 37, 45, 46, 56, 67, 71, 72, 80, 104, 107, 109

Drinks (alcoholic), 1, 2, 3, 5, 6, 11, 14, 16, 17, 21, 22, 24, 27, 37, 42, 47, 50, 59, 61, 62, 63,
64, 65, 66, 68, 69, 71, 72, 76, 77, 78, 81, 84, 87, 88, 89, 98, 99, 103, 106, 107, 114, 115

Drinks (non-alcoholic), 2, 3, 5, 6, 11, 14, 16, 17, 21, 22, 24, 27, 29, 34, 37, 42, 43, 47, 65, 68,
69, 71, 72,76, 77, 81, 84, 91, 98, 103, 106, 107, 114

Employment/human resources, 2, 3, 5, 8, 9, 11, 21, 23, 25, 27, 33, 38, 39, 41, 45, 54, 55, 57,
58, 60, 64, 65, 68, 72, 73, 76, 77, 80, 82, 88, 93, 94, 105, 106, 107, 118

Energy, 2, 3, 4, 5, 11, 17, 18, 27, 34, 39, 42, 45, 54, 57, 65, 66, 68, 71, 72, 77, 78, 88, 94, 106,
107

Environment, 2, 3, 11, 21, 26, 27, 57, 58, 72, 81, 84, 103, 118
Exhibitions/events, 26, 72, 93, 100
Fashion/textiles, 5, 16, 21, 27, 37, 40, 42, 47, 68, 72, 79, 84, 107

Financel/investment, 2, 3, 4, 5, 6, 10, 11, 16, 17, 19, 20, 21, 25, 26, 27, 31, 32, 33, 34, 35, 37,
39, 41, 42, 45, 50, 54, 56, 57, 58, 59, 61, 62, 63, 64, 65, 66, 67, 68, 70, 71, 72, 73, 75, 76, 77,
78, 79, 80, 83, 84, 86, 87, 88, 90, 91, 93, 94, 95, 102, 103, 105, 106, 107, 109, 114, 115, 118

FMCG, 7, 11, 14, 22, 27, 33, 37, 44, 46, 47, 50, 71, 72, 76, 81, 85, 90, 91, 93, 98, 99

Food, 1, 2, 3, 4,5, 6, 7, 11, 13, 14, 15, 16, 17, 21, 22, 23, 27, 29, 30, 33, 34, 35, 42, 43, 46,
49, 59, 61, 62, 63, 64, 65, 68, 69, 71, 77, 79, 80, 81, 84, 87, 88, 93, 97, 103, 105, 106, 107,
113,117, 118

Government/politics, 4, 5, 9, 11, 15, 18, 19, 20, 21, 23, 27, 33, 36, 39, 45, 54, 55, 57, 58, 60,
63,70, 71,72,73, 74,77, 81, 82, 84, 92, 96, 99, 101, 106, 107, 109

Health/beauty/toiletries, 1, 2, 3, 5, 6, 11, 14, 15, 17, 21, 22, 23, 24, 27, 29, 33, 37, 42, 50, 59,
61, 65, 69, 71, 72, 79, 81, 84, 88, 93, 103, 104, 106, 107, 114

Healthcare, 2, 3, 5, 6, 10, 11, 21, 25, 27, 32, 34, 42, 44, 50, 51, 57, 58, 65, 71, 72, 75, 79, 81,
82, 83, 84, 88, 92, 94, 99, 103, 107, 114

Home/garden/DIY, 5, 7, 11, 18, 21, 34, 40, 50, 59, 61, 64, 71, 72, 76, 81, 84, 89, 91, 97, 107,
117

Industrial, 2, 3, 22, 23, 45, 54, 66, 72, 81, 86, 88, 102, 107, 113, 118

Information technology, 2, 3, 5, 10, 11, 19, 20, 21, 22, 25, 26, 31, 32, 39, 40, 42, 49, 50, 52,
57,59, 61, 64, 66, 68, 71, 72, 75, 76, 77, 79, 80, 81, 84, 85, 88, 93, 94, 104, 105, 107, 108,
111, 113, 114, 115

Insurance, 11, 22, 27, 45, 57, 59, 61, 71, 72, 76, 77, 83, 93, 107, 114, 116

International, 11, 22, 25, 27, 30, 33, 46, 52, 57, 58, 71, 72, 76, 81, 83, 85, 93, 94, 98, 99, 100,
104

Internet/e-commerce, 11, 17, 24, 31, 33, 39, 42, 45, 47, 50, 52, 54, 57, 58, 59, 61, 67, 68, 71,
72,75, 76,77, 78,79, 81, 85, 93, 96, 98, 99, 100, 104, 107, 111, 114, 115

Media, 1, 2, 3, 4, 5, 10, 11, 15, 16, 19, 20, 21, 27, 31, 32, 33, 34, 37, 39, 42, 47, 49, 50, 52,
54, 56, 57, 58, 60, 63, 64, 68, 71, 72, 73, 75, 76, 77, 78, 79, 81, 84, 85, 88, 93, 94, 95, 96, 98,
100, 104, 106, 107, 113, 114, 115, 117, 118



Pharmaceuticals, 2, 3, 11, 21, 23, 25, 27, 31, 33, 42, 44, 46, 49, 50, 51, 54, 57, 58, 59, 61, 62,
68, 71, 72, 79, 81, 88, 93, 94, 102, 107, 114, 116

Pricing, 11, 26, 37, 44, 71, 72, 81, 101, 104
Print/packaging, 5, 14, 16, 21, 27, 33, 43, 44, 45, 64, 68, 71, 72, 81, 88, 93, 103, 104, 107

Product development/testing, 2, 3, 5, 6, 7, 11, 13, 14, 16, 17, 21, 22, 24, 27, 29, 30, 33, 34,
35, 36, 43, 44, 45, 50, 54, 56, 59, 61, 62, 63, 64, 65, 68, 71, 72, 77, 78, 79, 80, 81, 82, 83, 84,
85, 87, 88, 93, 99, 102, 103, 104, 105, 107, 113, 118

Property/construction/housing, 27, 53, 57, 58, 62, 66, 72, 89, 103, 118

Public services/utilities, 4, 5, 7, 8, 9, 11, 14, 17, 18, 19, 22, 23, 26, 27, 33, 34, 36, 39, 40, 41,
45, 50, 53, 54, 55, 57, 58, 59, 60, 61, 63, 66, 68, 71, 72, 74, 76, 77, 79, 81, 82, 84, 86, 88, 93,
94, 96, 102, 103, 107, 109, 114, 118

Retail/wholesale, 1, 2, 3, 5, 7, 10, 11, 12, 13, 14, 16, 17, 18, 19, 21, 22, 27, 29, 31, 33, 34, 35,
40, 42, 45, 46, 47, 50, 53, 57, 59, 61, 62, 63, 64, 65, 66, 68, 69, 70, 71, 72, 73, 76, 77, 78, 79,
80, 84, 88, 90, 91, 93, 94, 97, 98, 105, 106, 107, 114, 115

Social research, 5, 8, 9, 10, 11, 19, 21, 26, 27, 32, 33, 36, 39, 43, 45, 50, 57, 58, 60, 63, 65,
71,72,74, 77, 82, 86, 92, 93, 99, 107

Sports/leisure/arts, 5, 11, 15, 18, 19, 21, 26, 27, 29, 37, 38, 50, 57, 58, 60, 63, 64, 68, 71, 72,
74,75, 77,79, 82, 85, 87, 88, 89, 91, 94, 100, 103, 107, 113, 118

Telecommunications, 4, 5, 10, 11, 16, 19, 20, 21, 22, 25, 26, 27, 31, 32, 33, 34, 37, 40, 42,
45, 46, 47, 49, 50, 57, 58, 61, 64, 65, 67, 68, 70, 71, 72, 76, 77, 78, 79, 84, 85, 88, 93, 94, 95,
98, 101, 104, 105, 106, 107, 108, 111, 114

Tobacco, 1, 6, 34, 65, 71, 88, 106, 107

Training/education, 5, 6, 9, 11, 21, 27, 29, 38, 45, 57, 58, 60, 61, 63, 72, 74, 77, 80, 92, 105,
115, 118

Transport/distribution, 5, 17, 21, 22, 23, 26, 27, 33, 34, 42, 50, 53, 57, 60, 61, 64, 66, 68, 71,
72,76,77,78, 88, 89, 93, 101, 103, 106, 107, 110, 112, 118

Travel/tourism, 1, 5, 7, 9, 11, 12, 16, 17, 19, 21, 22, 23, 26, 27, 29, 33, 35, 37, 42, 50, 57, 58,
60, 63, 64, 65, 67,68, 71, 72, 76, 77, 79, 81, 84, 87, 81, 88, 89, 93, 94, 95, 97, 99, 101, 102,
103, 106, 107, 108, 112, 113, 115, 117, 118

4.3.2 Guide to syndicated research services

The following list is compiled from the MRS Research Buyer's Guide (UK & Ireland) 2002,
and provides an indication of which companies provide syndicated research services and in
which market sector they specialize. The index in the preceding section gives the specialist
areas of companies offering syndicated services. They should be contacted direct for further
information.

1. ACNielsen, Oxford (Tel: 01865 742742, Fax: 01865 742222). Advertising, Drinks
(alcoholic), Food, Health/beauty/toiletries, Media: TV/radio/press, Retail/wholesale,
Tobacco, Travel/tourism.

Website: http://www.acnielsen.co.uk

2. ASE, London (Tel: 020 7935 7979, Fax: 020 7935 3395). Advertising, Business-to-
business, Consumer, Customer satisfaction, Drinks (alcoholic), Drinks (non-alcoholic),


http://www.acnielsen.co.uk

10.

Employment/human resources, Energy, Environment, Finance/investment, Food,
Health/beauty/toiletries, Healthcare, Industrial, Information technology, Media:
TV/radio/press, Pharmaceutical, Product development/testing, Retail/wholesale.

Website: http://www.aselondon.co.uk

ASE Dublin, Dublin (Tel: +353 1 678 5000, Fax: +353 1 678 5566). Advertising,
Business-to-business, Consumer, Customer satisfaction, Drinks (alcoholic), Drinks
(non-alcoholic), Employment/human resources, Energy, Environment,
Finance/investment, Food, Health/beauty/toiletries, Healthcare, Industrial, Information
technology, Media: TV/radio/press, Pharmaceutical, Product development/testing,
Retail/wholesale.

Website: http://www.asedublin.ie

Abacus Research, Sussex (Tel: 01825 761788, Fax: 01825 765755). Automotive,
Business-to-business, Children/youth, Customer satisfaction, Energy,
Finance/investment, Food, Government/politics, Media: TV/radio/press, Public
Services/utilities, Telecommunications.

Website: http://www.abacus.uk.com

Ace Fieldwork Ltd, London (Tel: 020 7263 9696, Fax: 020 7263 5202). Advertising,
Automotive, Business-to-business, Children/youth, Consumer, Customer satisfaction,
Drinks (alcoholic), Drinks (non-alcoholic), Employment/human resources, Energy,
Fashion/textiles, Finance/investment, Food, Government/politics,
health/beauty/toiletries, Healthcare, Home/garden/DIY Information technology, Media:
TV/radio/press, Printing/packaging, Product development/testing, Public
services/utilities, Retail/wholesale, Social research, Sport/leisure/arts,
Telecommunications, Training/education, Transport/distribution, Travel/tourism.

Website: http://www.acefieldwork.co.uk

Albemarle Marketing Research, London (Tel: 020 7462 7272, Fax: 020 7462 7561).
Advertising, Children/youth, Consumer, Drinks (alcoholic), Drinks (non-alcoholic),
Finance/investment, Food, health/beauty/toiletries, Healthcare, Product
development/testing, Tobacco, Training/education.

Website: http://www.a-m-r.co.uk

Alchemy Research Associates Ltd, West Yorkshire (Tel: 01924 382863, Fax: 01924
382864). Advertising, Business-to-business, Consumer, FMCG, Food,
Home/garden/DIY, Product development/testing, Public services/utilities,
Retail/wholesale, Travel/tourism.

Website: http://www.alchemyresearch.co.uk

Anne Bowden Research Solutions, Warwickshire (Tel: 01926 815106, Fax: 01926
815106). Branding, Consumer, Customer satisfaction, Employment/human resources,
Public services/utilities, Social research.

BMG, Birmingham (Tel: 0121 333 6006, Fax: 0121 333 6800). Business-to-business,
Customer satisfaction, Employment/human resources, Government/politics, Public
services/utilities, Social research, Training/education, Travel/tourism.

Website: http://www.bostock.co.uk

BMRB Direct, London (Tel: 020 8566 5000, Fax: 020 8579 9208). Advertising,
Business-to-business, Consumer, Customer satisfaction, Finance/investment,
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11.

12.

13.

14.

15.

16.

17.

18.

Healthcare, Information technology, Media: TV/radio/press, Retail/wholesale, Social
research, Telecommunications.

Website: http://www.bmrb-direct.co.uk

BMRB International, London (Tel: 020 8566 5000, Fax: 020 8579 9208). Advertising,
Automotive, Branding, Business-to-business, Children/youth, Consumer, Customer
satisfaction, Drinks (alcoholic), Drinks (non-alcoholic), Employment/human resources,
Energy, Environment, Finance/investment, FMCG, Food, Government/politics,
health/beauty/toiletries, Healthcare, Home/garden/DIlY, Information technology,
Insurance, International, Internet/e-commerce, Media: TV/radio/press, Pharmaceutical,
Pricing, Product development/testing, Public services/utilities, Retail/wholesale, Social
research, Sport/leisure/arts, Telecommunications, Training/education, Travel/tourism.

Website: http://www.bmrb.co.uk

CADS: Coding and Data Services, Kent (Tel: 020 8650 1187, Fax: 020 8663 3897).
Retail, Travel, Complex medical subjects.

CFS International, Berkshire (Tel: 01628 668888, Fax: 01628 668546). Advertising,
Children/youth, Consumer, Customer satisfaction, Food, Product development/testing,
Retail/wholesale.

Website: http://www.cfsinternational.co.uk

Cambridge Market Research Ltd, Essex (Tel: 01799 524625, Fax: 01799 521726).
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