Marketing Research for the
Entrepreneur




Market and Marketing Research
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A Market research: often conducted first to
help identify, profile and measure the
size of a target market.

A Marketing research: conducted to better
understand specific business issues
such as prices to charge, product
features to include, etc.




Why Conduct Marketing Research?

More I mportant t han

A Need to minimize risk, make better
decisions.

A Competition is fierce & consumers are
demanding.

A Changing consumer preferences.

A Media & consumer fragmentation.

A Increased pressure to generate more
revenue and profit.
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Why Conduct Marketing Research?
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Start-up Phase -

Research can jump-start a new business.

A Identify key elements of your
business and marketing plan.

A Identify your target audience.
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A Study market characteristics.

A Select the best location for your business.
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Why Conduct Marketing Research?
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Expansion Phase -
Research gives direction to business growth.

ATrack customersod chan

A Measure advertising efficiency.

A Identify new markets and new opportunities.

A Monitor developments and
trends In your industry.




Marketing Research

7\

Two Main Types%)f Research

A Secondary Research i always conducted
first.

A Primary Research i conducted after
secondary research is finished and you still
have unanswered questions. '/wf;'
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Secondary Research




Secondary Research
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has collected to save yourself time anc

A Always look for information that someone else

A Make sure that your sources are reliab
current, and objective.

A Typically, look to government and other public
sector sources first, followed by private sector
sources that you trust.

money.
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Uses of Secondary Data
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ASegmentation

AConsumer Trends

AMarket Analysis

ACompetitive Intelligence




Secondary Research
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Particularly useful public-sector sources:

A Statistics Canada Errote

www.statcan.gc.ca

A Industry Canada

ABC Stats &=

BCStats

AMunicipal websites i =25

A Small Business BC  usnesBC




Secondary Research Sources
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Statistics Canada

www.statcan.gc.ca % _1

canada.gc.ca
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Survey participants

2011 Census

i 3 @®Latest OAIl What search covers R g
Analysts an est census data
researchers

e neaey or use one of our specialized search tools National Household

Survey (NHS)

teachers
Media In the news 2011 NHS

About us New motor vehicle sales, rt E
August 2011 A ) |

Site map Mobile f Twite
The number of new motor RSSfeeds Twitter widgets

Privacy notice g
Accessibility 0.4% to 131,840 units. This account - sign in
External links second monthly decline f_ollowed Latest indicators
a three-year sales peak in
June.... Population 34,482,779

B rowse by Careers at StatCan Population
Subject for @ @ ® ® Full story... -(Ju'y .2011)

CPI annual 3.1%

T {August 2011)
1 A bject | Key resource— Unemployment 7.1%
information —— j

rate

Aboriginal peoples Income, pensions, spending (September 2011)

.. griculture nd wealth Monthly GDP 0.3%
= Informat d growth =

S eCI IC O Business, consumer and Information and (July 2011)
property services communications technology
. Business performance and International t Popular picks
a partlcular uLLLG ot census, crime,
Children and youth Languages employment, GDP,
2 Construction Manu urin immigration, income
tO p I C . Crime and justice u nd inflation, population,

Culture and leisure P and indexes poverty, religion
Economic accounts Reference Features
Education, training and Retail and wholesale \
sl Science and technology HEALTH(SBcANADA
Energy Seniors
Environment Society and community
Ethnic diversity and Statistical methods ENVIRON M ENT
imm tion TR EDOrE AN find out more
Families, households and T e et
housing Lrevelart Lebnsm Workshops and
Government conferences
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Browse by
Key
Resource
for specific

0t ool

Statistics Canada

www.statcan.gc.ca

canada.gc.ca

Information for...
Survey participants

Analysts and
researchers

Students and
teachers

Media

Careers at StatCan

Proactive disclosure

Search the site
OaAl

@ Latest

What search covers

or use one of our specialized search tools
In the news The Daii

October 21, 2011

Consumer Price Index,
September 2011

Consumer prices rose 3.2% In
the 12 months to September, led
by higher prices for gasoline and
food. This follows a 3.1%
increase posted in August. On a...

@ O (i () Full storf. y

Community

Profiles are a
great resource

for

understanding

your target
market.

Browse by

Subject resource

Articles and reports
Information for analysts and

researchers
Publications

Statistics Canada Library
The Daily

a sources and

Data tables Maps and other
geographical tools

CANSIM (5}

Census Maps and geography

e — rofiles Data visualizations and

interactive graphics
Imports and exports

System of national economic

accounts
Summary tables

b 8

2011 Census
Latest census data

National Household
Survey (NHS)

2011 NHS

34,482,779

3.2%

-

inflation
(September 2011)

Unemployment
rate
[September 2011)

Maonthly GDP
growth
(July 2011)

Popular picks

census, crime,

employment, GOP,
immigration, income,

inflation, population,
poverty, religion

Hu[m\' CANADA

| rAannnoMaraT |

7.1%

0.3%

Cansim offers
customizable
and very
specific types
of data for a
price.




Secondary Research Sources
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industry
Canada Canada

Important!

Home

Industry Canada

Programs and
Services

Information by
Industrial Sector

Resources For

Consumers

The Department

Our Minister and
Ministers of State
About Us

Media Room
Publications

Public
Consultations

Careers

Important!

Important!

What's New

A-Z Index

) 0 -

Important!

Industrie

Industry Canada

ic.gc.ca

&5 Print Emall y¢Rate EIRSS @ Share

The Stephen Hawking Centre

Find out how the Government of Canada has helped
make the Stephen Hawking Centre a reality.

View all slides

Most Requested Services

¢ Canadian Trade-marks Database

e Canada Small Business Financing Program
e Search for a Federal Corporation

¢ Bankruptcy and Insolvency Records
% Canadian Company Capabilities
Trade Data Online
Canadian Industry Statistics
Canadian Patent Office
Canadian Importers Database
Spectrum Management and Telecommunications
Industry Canada Registration

U

Canada

= Bl

Francals ____|Home _____[ContactUs __|Help ______[Search ____|canadagcca |

NEXT PHASE OF
*CANADA'S ECONOMIC
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Stay Informed

= RSS Feeds m
= Email Updates B

Supporting
Tourism

Corporations:

Save some time,
file online.

Canada Business ;"%

% X3
Government services for ,.,g

entrepreneurs N

PRIME MINISTER'S
VOLUNTEER
AWARDS




Secondary Research
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Other useful online secondary sources:

AGartner (IT industry) Gartner

AH o0 o v e[INEY

APCensus i

The Conference Board of Canada
AConference Board of Canada | 'iohtsYouCan Count On




PCensus

@

A Allows mapping of Canada Census data
according to whatever boundaries you
choose (Census tracts

A Particularly useful for understanding the
demographics of your trade area or
identifying new markets. /48

A See www.tetrad.com




Syndicated Studies
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A Subscription-based research published on
a regular basis.

A Focused on specific topics or industries.

A Clients can pay for their own questions to
be added to the survey.




Syndicated Studies

A Ipsos-Reid BC Report:
Public Opinion
Sports Monitor in BC

E Ipsos Reid|

mngus ReidStrategies

A Angus Reid Report
A CRA: Boomer Monitor |[CCIRA 7=

AAAAAAAAAAAAAAAAAAAAAAAAAAA

A Synovate: Young Asians | O
A ACNielsen: Multitude of .
media & music reports (ACNjelsen

)



External Secondary Data Providers
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Types of Secondary Data Providers:

1. Secondary Research Services,
providing data from a variety of different
sources.

2.0 Cl ear I n gforifkseearshestsidies.

Ty
Market T,
l § Research.com )
A Decision Analyst, Inc.




Other Commercial Sources
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ADemographic & Lifestyle
AOptima Marketifgvironic@rizn)
AConsumer Attitudes & Public Opinions
APollaraCompasiPSOS Canada
AConsumption & Purchasing Data
ANPD Canada (Consumer, Retail, POP tracking)
AAdvertising Research

ABBM Canada, The Radio Marketing Bureau, Ni
Media Research, Leger Marketing,-B530S




Primary Research
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AIf you have exhausted secondary
research sources and still have
guestions that need to be answered, you
will have to conduct primary research.

A Two types of primary research:
AQualitative

AQuantitative




Primary Research
Qualitative Research




Qualitative Research
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APurpose: explore the full range of opinions
and language of a given topic.

A Provides an in-depth understanding of
motivations and why people think and
act the way they do.




Qualitative Research

Methodologies include:

1. Focus Groups
(traditional and online)

2. Observation

3. In-depth Interviewing

4. Soclal Media Research




Qualitative Research
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Use qualitative research to:

AGain a better understanding of your
customers.

ATest new product ideas.

AGet feedback on advertising and
communication materials.




Focus Groups
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A Moderated group
discussion.

A Participants chosen for
their unique perspectives.

A Typically runs for 2 hours with 8 to 10
participants per group.

A Average costs range from $3,500 to
$5,000 per group with a minimum of
two groups per location.

I )




In-Depth Interviews
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A Conducted face-to-face
or over the telephone.

A Always audio-recorded.

A Participants chosen for their unique
perspectives

A Typically runs for 2 hours with 8 to 10
participants per group.

I )




Primary Research
Quantitative Research




Quantitative Research
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APurpose: to measure and describe things
such as market size, intent to purchase, level
of satisfaction, etc.

A This is the type of data that
we use when making
Important decisions about our
marketing mix: product, price,
place and promotion.




Quantitative Research
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|Is most valuable because:

A Results can be projected to the larger
population (assuming that the data has
been collected in the right way).

Alt providestheé har d 6 nupanb e r
which companies can base their
business decisions and projections.




Quantitative Research
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Use quantitative research to:

A Determine the size and demographic
profile of your target population.

A Proportion of the target population
Interested in purchasing your product.

A Amount that consumers are prepared to
pay for your product.




Quantitative Research

Methodologiesinclude:

A Data mining

A Surveys




Data Mining
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A The process of analyzing data from
different perspectives and summarizing it
Into useful information.

A Typically look for patterns and/or
relationships between variables.




Data Mining
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A The starting point is setting up a system
for collecting the required type of data.

A There needs to be agreement among
data users as to the specific types of
Information to collect.

A Only information that can and will be
used should be collected.




Data Mining
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Tools:

A Systems can be as simple as
an Excel database, an off-the-
shelf customer relationship
management (CRM) software
program, or a custom-

designed, complex system (jsas

that draw data from multiple

E
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sSources.




Survey Research

Surveys can be conducted several ways:

A Online o
ATelephone = Most Common
A Onsite
A Mail

A E-mail
AKiosk
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A Offered by all major marketing
research firms.

A Typically full-service
contracts.

A Average cost for a sample of
500 using a 7-8 minute
guestionnaire is $10-$15K




