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

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

 



Why Conduct Marketing Research? 

More important than everé 

ÅNeed to minimize risk, make better 
decisions. 

ÅCompetition is fierce & consumers are 
demanding. 

ÅChanging consumer preferences.  

ÅMedia & consumer fragmentation.  

ÅIncreased 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. 

ÅStudy market characteristics. 

ÅSelect the best location for your business. 

ÅIdentify key elements of your 
business and marketing plan.  

ÅIdentify your target audience. 



Why Conduct Marketing Research? 
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Expansion Phase 

Research gives direction to business growth. 
 

ÅTrack customersô changing needs. 

ÅMeasure advertising efficiency. 

ÅIdentify new markets and new opportunities. 

ÅMonitor developments and 
trends in your industry. 



Marketing Research 
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Two Main Types of Research 
 

ÅSecondary Research ï always conducted 
first. 

ÅPrimary Research ï conducted after 
secondary research is finished and you still 
have unanswered questions. 
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Secondary Research 



Secondary Research 
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ÅAlways look for information that someone else 
has collected to save yourself time and money. 

ÅMake sure that your sources are reliable, 
current, and objective. 

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

ÁConsumer Trends 

ÁMarket Analysis 

ÁCompetitive Intelligence 

Uses of Secondary Data 



Secondary Research 
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Particularly useful public-sector sources: 

ÅStatistics Canada 

ÅIndustry Canada 

ÅBC Stats 

ÅMunicipal websites 

ÅSmall Business BC 

 

 



Secondary Research Sources 
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Browse by 

subject for 

information 

specific to 

a particular 

topic. 



Secondary Research Sources 
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Browse by 

Key 

Resource 

for specific 

ótoolsô. 

Cansim offers 

customizable 

and very 

specific types 

of data for a 

price. 

Community 

Profiles are a 

great resource 

for 

understanding 

your target 

market. 



Secondary Research Sources 
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Important! 

Important! 

Important! 

Important! 



Secondary Research 
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Other useful online secondary sources: 

ÅGartner (IT industry) 

ÅHooverôs 

ÅDun and Bradstreet 

ÅPCensus 

ÅConference Board of Canada 
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ÅAllows mapping of Canada Census data 
according to whatever boundaries you 
choose (Census tracts, FSAôs, custom). 

ÅParticularly useful for understanding the 
demographics of your trade area or 
identifying new markets. 

ÅSee www.tetrad.com 

PCensus 
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ÅSubscription-based research published on 
a regular basis. 

ÅFocused on specific topics or industries. 

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

 

 

 

Syndicated Studies 



ÁIpsos-Reid BC Report:  
Public Opinion                 
Sports Monitor in BC 

ÁAngus Reid Report 

ÁCRA: Boomer Monitor 

ÅSynovate: Young Asians 

ÁACNielsen: Multitude of 
media & music reports 
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Syndicated Studies 
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Types of Secondary Data Providers: 

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

2. óClearing Housesô for research studies. 

 

 

 

 

External Secondary Data Providers 



Other Commercial Sources 
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ÁDemographic & Lifestyle 

ÅOptima Marketing, Environics (Prizm) 

ÁConsumer Attitudes & Public Opinions 

ÅPollara, Compas, IPSOS Canada 

ÁConsumption & Purchasing Data 

ÅNPD Canada (Consumer, Retail, POP tracking). 

ÁAdvertising Research 

ÅBBM Canada, The Radio Marketing Bureau, Nielsen 
Media Research, Leger Marketing, IPSOS-ASI 



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

ÅTwo types of primary research: 

ÅQualitative 

ÅQuantitative 
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Primary Research 
Qualitative Research 



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

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

 

 



Qualitative Research 
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Methodologies include: 

1. Focus Groups                                 
(traditional and online)  

2. Observation 

3. In-depth Interviewing 

4. Social Media Research 

 



Qualitative Research 
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Use qualitative research to: 

ÅGain a better understanding of your 
customers. 

ÅTest new product ideas. 

ÅGet feedback on advertising and 
communication materials. 

 



Focus Groups 

ÅModerated group 
discussion. 

ÅParticipants chosen for 
their unique perspectives. 

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

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



In-Depth Interviews 

ÅConducted face-to-face 
or over the telephone. 

ÅAlways audio-recorded. 

ÅParticipants chosen for their unique 
perspectives 

ÅTypically runs for 2 hours with 8 to 10 
participants per group. 
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Primary Research 
Quantitative Research 



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

ÅThis 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: 

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

ÅIt provides the óhardô numbers upon 
which companies can base their 
business decisions and projections. 



Quantitative Research 
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Use quantitative research to: 

ÅDetermine the size and demographic 

profile of your target population.  

ÅProportion of the target population 

interested in purchasing your product. 

ÅAmount that consumers are prepared to 

pay for your product. 

 



 Methodologies include: 

Å Data mining 

Å Surveys 

 

 

Quantitative Research 
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Data Mining 
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ÅThe process of analyzing data from 
different perspectives and summarizing it 
into useful information. 

ÅTypically look for patterns and/or 
relationships between variables. 



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

ÅThere needs to be agreement among 
data users as to the specific types of 
information to collect. 

ÅOnly information that can and will be 
used should be collected. 
 



Data Mining 

34 

Tools: 

ÅSystems can be as simple as 
an Excel database, an off-the-
shelf customer relationship 
management (CRM) software 
program, or a custom-
designed, complex system 
that draw data from multiple 
sources. 
 



Surveys can be conducted several ways: 

ÅOnline 

ÅTelephone 

ÅOnsite 

ÅMail 

ÅE-mail 

ÅKiosk 

 

 

Survey Research 
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Most Common 



Custom Surveys 

ÅOffered by all major marketing 
research firms. 

ÅTypically full-service 
contracts. 

ÅAverage cost for a sample of 
500 using a 7-8 minute 
questionnaire is $10-$15K 


