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The MRS/City & Guilds Examination

The examination for the MRS/City & Guilds Certificate comprises 40 multiple-choice
guestions, many of which focus on your knowledge of key terms and concepts. To suppaort
your preparation for the examination, key terms have been highlighted in the fext using
bold italies. Use the terminclogy test at the end of each chapter to test your knowledge of
these terms. If you would like more information, visit the glossary of Market Research Terms
on the MRES website [www.mrs.org.uk).

For more informafion on the MRS/City& Guilds Certificate in Market & Social Research
Practice, visit www.mrs_org.uk
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How to use this book

An Introduction to Market and Social Research provides a step-by-step guide to the
research process, from the identification of the topic to be researched to the delivery of
results and recommendations. It combines clear explanations and practical examples to
guide you through the decisions that need to be made at each stage in the research process.

The book follows the syllabus of the MRS/City & Guilds Certificate in Marker and
Social Research, and provides tasks and tests to help yvou prepare for the examination for
this qualification in the following ways:

The book is divided into three sections, mirroring the syllabus of the MRS/Ciry &
Guilds Certificare.

Each chapter contains:

- aclear description of what vou will learn in the chapter;

— clear explanations and practical examples to help vou understand key points;

— a series of tasks to help vou apply what vou are learning to practical situations,
with suggested answers provided in an answer guide;

— a terminology revision test to help ensure that vou remember key terms and
concepts in market and social research.

Throughout the book, you will have the chance to apply what you are learning to an
unfolding market research case study.

The final section includes a series of exam-type questions to help vou test vour
knowledge and prepare for the MRS/City& Guild Certificate examination.
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Why do | need research?

Introducing market and social research

Introduction

The results of research are all around us. If you wartch the news, or read newspapers or
magazines, you are likely to see or hear the words ‘a study shows ...", “a new survey indi-
cates ..." or ‘people aged between 25 and 35 are likely to ...". Behind each of these state-
ments lie research findings. However, how did the process of research begin? And how
did it reach its conclusions?

In this chapter, you will learn how to:
define and describe ‘market research’:
explain why organizations use market research;
identify how the market research industry is structured;
describe some of the key work roles within market research;

describe the ethical and legal frameworks which govern market research.

What is ‘market research’?

All organizations, whether they are commercial companies, not-for-profit organizations
or public sector bodies, need to develop and change. However, deciding how best to
change can be a complex task. For example, if a charity wants to find new ways of
raising funds, it needs to look at the various options open to it and try to select the one
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which will be most effective. To make this decision, the organization needs information:
which option is likely to bring in most monev? How will potential donors respond to this
new way of raising funds? What are the risks involved in raising funds in this new way?
All of this information can help the charity to consider its options carefully, and to make
the most appropriate choice. And this is where market research plays a key role. Well-
planned and well-executed research can provide the accurate and relevant information
needed to help the organization make its business decision.

Defining ‘research’

The Market Research Society [MRS) is the world's largest professional body for individuals
working in, or interested in, market, social and opinion research. |t defines research as:

the collection and analysis of data from a sample or census of individuals or organiza-
tions relating to their characteristics, behaviour, altitudes, opinions or possessions.

[MRS, 2005: &)

As the MRS definition demonstrates, researchers gather information from people and
organizations about all aspects of their lives: what they think, what they do, how they
spend their money. How this information is used will depend on the reasons for under-
taking the research project. A local council that needs to decide how to prioritize its
spending might consult local residents to find out their views. A holiday company
seeking to expand its list of holiday destinations might need to find out which paossible
destinations most interest potential customers. In all cases, it 1s the organization’s busi-
ness problem that dictates whart information will be gathered. By identifying whar deci-
sions need to be made, the researcher can work out whar information is needed.

Using research to inform business decisions

Ac the examnles above Hpmnnnﬂﬂrp research can be nsed o heln lr‘lP]\TIF‘U nogsihle eolutions

to a wide range of problems. In essence, any business decision can be informed by effective
research. However, there are some key business areas that depend heavily on research.

Developing new products. Developing and launching a new product or service can be
a very expensive venture, and a business needs to know that it has a good chance of
being successful. Carrying out research at different stages in the development process
can help identify best choices and possible problems.
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Understanding how brands are performing. In an environment where different
brands compete for the same share of the market, it's important that companies
understand how well their brand is doing. Through research, the company will be
able to understand its brand’s areas of strength, and identify areas where competitors
are beginning to overtake it.

Segmenting the market. Organizations in all sectors — commercial companies,
government agencies and not-for-profit organizations — deal with a very wide range
of people. This means that the organization’s customers or contacts could have very
diverse needs. By segmenting their market — that is, by identifving different sub-
groups within their group of customers — organizations can tailor their services to the
needs of those different groups. For example, a local library might know that the
majority of its members are adults aged 45+. However, there might also be a signifi-
cant number of teenagers and of younger children who use the library. By identifying
these different segments, the library can develop to meet the needs of all of the differ-
ent groups of members.

Communicating with customers. Organizations can now make contact with their
customers using a huge variety of media: email, the internet and television advertis-
ing are only a few. But how can the organization know which approach is most effec-
tive? Research plays a major role in assessing the effectiveness of advertising and
other forms of communication between organizations and their customers.

Gauging how satisfied customers are. One important feature of a successful organi-
zation is that it retains customers as well as gaining new ones. Being able to find out
how customers feel about the services or products an organization provides is vital to
retaining their lovalty and custom. Measuring customer satisfaction is now a major
area of research for a wide range of organizations, from colleges which ask students
to complete evaluation forms, through to restaurants and hotels where guests are
asked to complete a short questionnaire when they visit.

In some organizations, research is carried out occasionally when a business problem or
issue is identified, while in others research is carried out on a continual basis. An
example of this can be seen in major retailers and owners of big brands, which need to be
constantly aware of how their brand is faring against the competition.
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Market research and social research: the same or
different?

MRS is a professional body whose members include individuals who work either in market
research or in social research. But what is the difference between the hwo?

Market research is very much a commercial activity, focused on gathering information to help
the organization address a business problem.

Social research tocuses on gathering information about society and secial issues. In many
cases, this information is needed to help make o decision. An example is research to help a
health authority measure the effectiveness of an antismoking campaign. However, social
research is also carried out with the aim of helping vs to understand society more fully. The infor-
mation might be used to inform decisions at a later date, but the primary aim might have been
simply to further understanding of the subject area.

Although the aims of projects may differ, both market and social research are bosed on the same
principles and share many technigues. There is now a greater crossover than before between the
two disciplines, with many market research suppliers carrying out both market and social research.

In this book, we will be looking at research as it is used to help solve business problems.
Importantly, however, those problems may be set in commercial contexts ar in social contexts. Ta
find out mere about social research, visit the MRS website and the website of the Social Research
Association, a membership arganization in the UK specifically for social researchers [www.the-
sra.org. UK).

Who carries out research?

We often hear that a major organization has launched a new product or decided to open
offices in a new area. But how does the organization gather the information required to
help make those decisions?

The client and the supplier

In most market research projects, there are two key roles: the client and the supplier.

The client is the person, the department or the organization that needs the research infor-
mation. The research supplier is commissioned by the client to carry out the research on
its behalf, and to provide guidance to help the client understand the research results.

Larger companies or organizations may have their own internal research team which is
commissioned to carry out research. However, these teams of clientside researchers tend
to be relatively small, and a project might need a larger research team. When the
company is unable to carry out its own research, it normally enlists the services of an
external research supplier, in the form of either an individual research consultant or a
larger research agency.
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How research agencies are structured

Within the UK, market research is a mult-million pound industry sector, and a wide
range of research agencies exists, many specializing in specific research areas. Clients
normally select agencies based on their expertise either in one particular type of research,
or in their work with different types of clients or in different countries.

As with most industry sectors, the UK market research sector includes agencies of differ-
ent sizes, some with only a few staff and others which are global organizations with
offices in many countries. Some may offer only a limited range of research services, while
others (known as full-service agencies) carry ourt all aspects of the research process. So
who works in a full-service agency, and what do they do? Although there is a wide range
of agencies, all of which might be structured slightly differently, there are some standard
ways in which a project might be delegated to different staff members. Table 1.1 shows
how a research project often includes people from a wide range of departments.

In many cases, client companies work with a limited number of research suppliers. This
helps build relationships in which the client is sure that the researchers understand the
context in which the client works, and recognize the importance of the business problem.
However, other clients work with a wide range of suppliers. In all cases, the research
supplier — either agency or consultant — needs to demonstrate that it has the understand-
ing, skills and experience to address the research problem appropriately. In order to do

Table 1.1  People involved in research

Where do Research department Operations department

they work?

Whao are Director/associate Semior rescarch Field department Data processing

they? director (very executivedrescarch {interviewers, department (data
expenienced executive (less supervisors and analysts and other
researchers) experienced field managers) staff responsible for

researchers) clectronic handling
of data)
What do Uswally responsible  Uswally responsible for  Usuvally responsible  Usually responsible
they do? for meeting with carrving out the more for gathering data for the entering,

the client and
deciding on the
paramcters of the
research project.
Ensuring the
success of the
project is the
responsibility of the
staff at thas level.

detailed aspects of the
privject, such as
designing the
questionnaire, and the
day-to-day management
of the project. Staff at
this level may also be
involved in presenting
the findings of the
rescarch to the client.

from the
respondents, 1o the
individuals who
agree to participate
in the research

editing and running
analysis of data
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this, the supplier will normally produce a research proposal to demonstrate how it will
address the problem. Clients may invite a number of agencies or consultants to submit
proposals and select the one that most closely fits their needs. In Chapter 2, we look at
how such proposals are pur together.

Researching the research agencies

The Research Buyer’s Guide [RBG], the UK's largest directory of research suppliers, is produced
annually by MRS, Itincludes a wide range of agencies and consultants, with details of the fypes of
research they carry out, the numbers of staff they employ, and where they operate in the world.

The online version of REG can be searched to find agencies by size, region, research type and
area of business. To find out more about agencies operating in your area, visit www.rbg.org.uk

Conducting research ethically

As we saw at the beginning of this chapter, research is carried out on behalf of a wide
range of organizations. In some cases, the organization will be seeking information from
individual members of the public. An example is when a research interviewer stops a
person in the street and asks him or her to participate in some research. In other cases,
the organization might need to find out what other businesses or organizations think or
do: for example, an IT supplier might need to find out how a business uses IT in order to
be able to market its products to that business. This type of research, known as business-
to-business research, can help businesses understand each other more effectively. In all
cases, however, the people providing the information — the respondents — need to be sure
that their views are being represented accurately, and that the derails they provide are
kept secure.

Because market research depends heavily on gathering informarion about people, it is
important that a clear ethical framework exists — and is seen to exist — to protect the
rights of respondents. In the UK, MRS is the regulator of ethical standards in market
research. The regulations in the MRS Code of Conduct govern all aspects of the research
process, including the rights of respondents. All members of MRS, and the companies
they work for, are bound by this Code. Some of the key underpinning principles of the

Code of Conduct include:

The need to gain informed consent from a respondent. Before respondents can be
asked to provide information, they must understand what will be done with the
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information. The purpose of the research also needs to be made clear to the respon-
dent before any interview can take place.

The right to anonymity. Effective research depends on the respondent feeling
comfortable enough to share information. In many cases, respondents would be
unwilling to participate in research if they felt their identity was to be made known to
the client. As a result, respondents should be assured that their identity will be
protected. In some cases, the researcher may need to include the respondent’s name
or other details in any analysis of the data. If this is the case, specific permission
needs to be sought from the respondent during the interview.

Information should be treated as confidential. As well as being anonymous, respon-
dents have the right to expect that their views will be treated as confidential. This is
particularly important when researching sensitive areas. An example is a survey of
emplovee satisfaction in a company. If the survey is to find out exactly what employ-
ees think of the company, the emplovees must be sure that the views they express will
not be traced back to them. Researchers need to ensure that the views of the individ-
ual are kept confidential, and that it is only the views of the group that are fed back
to the client. They can only pass back information that could identify an individual
with the express permission of that individual.

Data is held in accordance with data protection legislation. In the UK, the 1998 Data
Protection Act gives individuals certain rights over information that is held about
them. One of the foremost principles in the Act is that information about an individ-
ual must not be passed on to a third party without his or her approval. The MRS
Code of Conduct, and associated guidelines, help interpret the Act as it relates to
market research information.

No one will try to sell respondents anything as a result of their taking part. Market
research has nothing to do with selling anything directly to the people who take part
in the research. Members of the public would not cooperate if they thought it was
just an excuse to sell them something.

MRS, and the research profession in general, take the rights of respondents very seri-
ously. It is recognized that if people are not confident that their information will be
handled properly, they are unlikely to participate in research. One of the key roles of the

researcher, thern, is to ensure that all the work he or she does is carried out in line with the
MRS Code of Conduct.

The MRS Code of Conduct, along with the guidelines produced by MRS to help
researchers ensure ethical practice, can be downloaded from the MRS website
(www.mrs.org.uk/standards).
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Becoming research aware: practical task

While you are recding this book, try to become more oware of the research going on
around you. To do this, look for instances of research projects in newspapers or in the news.
Key words to look out for include:

survey;
study;
research;
statisties.
When you find an example of a research project, try to answer the following questions:
1. Wha is the client?
2. Who is the research supplier? You may find this information on a graph or diagram.
3. What was the problem that needed research?
4. What was the culcome of the research?

If you identify the research supplier, try to find out more about it by visiting the RBG website
[www.rbg.org.uk) or by looking for it on the net, using a search engine.

Terminology test

The following research terms were infroduced in this chapter. Can you explain what each
one meanse

market research MRS Code of Conduct
segmentafion client

research supplier clientside researcher
respondent businessto-business
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Summary

Some of the key points from this chapter are:

‘Market research’ involves the gathering of information from individuals and
organizations in order to aid business decision making.

Research is normally commissioned by a client and carried out by a supplier. However,
don't forget that the client and the supplier may work for the same crganization.

Much of the research undertaken in the UK is carried out by research agencies. Different
agencies specialize in different types of research or research for specific sectors.

The MES Code of Conduct provides the regulatory framework for research carried out in
the UK. All members of the MES are bound by the Code, wherever they are working.
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Defining research objectives

Introduction

All businesses and organizations need to find ways to develop in order to meet the
demands of a changing environment. For ex1mple an organization may want to
measure how its business is progressing, to improve on the products or services it offers,
or to expand into a new area. In each case, effective research can provide the gmdnnce
and support needed for the organization to make business decisions.

In this chapter, you will learn how to:
explore the background to a business "problem”;
define the research ‘problem’;
identify research objectives,
identify the resources needed for a research project;

create an effective research brief.

The first steps

Before a research project can begin, there are a number of important steps that must be
taken. It is vital that the research is based on a clear understanding of the problem the
information might help solve. As a result, the client and the researcher may spend some
time discussing the possible research requirement, even before a formal research brief is

Hague, Paul; Adams, Karen; Brace, lan. Introduction to Market and Social Research.

London, , GBR: Kogan Page Ltd., 2006. p 12.

http://site.ebrary.com/lib/kajaani/Doc?id=10167418&ppg=18

Copyright © 2006. Kogan Page Ltd.. All rights reserved.

May not be reproduced in any form without permission from the publisher, except fair uses permitted under U.S. or applicable copyright law.

16 von 28

https://remote.kajak.fi/lib/kajaani/,Danalnfo=site.ebrary.com+docPrint....

28.10.2011 18:38



Introduction to Market and Social Research https://remote.kajak.fi/lib/kajaani/,Danalnfo=site.ebrary.com+docPrint....

What do | need to know? 13

written. Therefore, the steps described in this chapter may develop as a cycle, with prob-
lems being analysed and refined, rather than proceed as a sequence.

What is the problem?

As we saw in Chapter 1, research findings play an important role in informing decision
making in business and organizations. They provide evidence which can be used to help
solve a business problem or challenge.

Business problems in practice: case study

T H Stores is a small, family-owned supermarket in a residential area of a large town. The
owners opened the shop 10 years ago, and the business is doing well. Encouraged by this
success, they are now interested in expanding their business. They are considering either
enlarging their current shop or opening another shop in a different area of town.

This is their business problem — how can they expand their business? Any research
undertaken needs to provide information that can help them address this problem.

From problem to objectives

Once the business problem or goal has been identified, the business or organization may
need additional informarion abour its potential choices to help make the final decision. It
is at this point that the research process begins. The first stage in any research project is
to define precisely the research problem. This problem definition is usually achieved by
the researcher talking with the client to find out what exactly needs to be researched. In
order to identify the research problem, a number of important questions need to be
answered:

What is known already? It is important to investigate the background to the business

problem. Understanding the business context will help the researcher identify

precisely which areas need to be researched. The first step, therefore, is to ask ques-
tions about:

— The business. It is important to understand the business or organization — its history
and how it is structured — in order to understand the context of the business
problem. Knowing about the aims of the organization, its clients and its current
products or services will help the researcher to develop a wider understanding of
the circumstances that gave rise to the business problem.

— The wider enmvironment. Businesses and organizations do not operate in isolation.
All need to be aware of their competitors or any changes in the social or political
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landscape which might affect how they do business. The researcher may be able to
draw on previous research to gain this type of insight. For example, if a local
council wishes to introduce a new scheme to recycle househald waste, it might be
possible to find out if other councils have already started similar schemes, and
how successful these have been. This type of information can help to identify the
areas that need to be researched further.

What decisions need to be made? The researcher needs to understand the client’s
business problem, and to see how research findings will inform the decision-making
process. This will help identify precisely the area that needs to be researched.

Is the research really possible? In some circumstances, it may not be possible to carry
out the research the client wants. There might be ethical, financial or time constraints
which mean that it simply is not possible to gather the information which is asked
for. Remember that it is important to identify any restrictions that exist when identi-
fving the research problem.

A thorough understanding of the background and the business problem is vital to the
research project. Without this understanding, the researcher might not identify exactly
what needs to be researched, and therefore the research project will not provide the
information which is required. Identifying constraints will help the researcher avoid
setting unrealistic or unachievable aims for the project.

Once the research problem has been identified, it needs to be broken down further into a
series of research objectives. Research objectives identify exactly the areas or topics that
need to be investigated, and are usually set out as questions. For example, if a gym is
investigating ways of attracting new members, the research objectives might include:

How does this gym compare with others in the area?

What do current members think of the gym?

Why did former members leave?

What might encourage members of other gyms to move to this one?
In some cases, a research objective may take the form of a bypothesis to be investigated.
For example, a train company might want to know if people are more likely to use

commuter trains in poor weather than when it is fine. Its research hypothesis would be
‘Passenger numbers on commuter trains are related to changes in the weather’.
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Research objectives in practice: case study

The owners of T H Stores have decided to expand the business but need to be sure that the
option they choose will bring a good refurn. The cheaper option is te enlarge the current
store. However, they are worried thaot, by enlarging, they might lose the family-friendly
environment they currently have, which they think has been an important factor in their
current success. They need to know more about the possible impact of enlarging their store
an their current customers, and if their investment would pay off in increased sales.

T H Stores’ business problem is, "What is the best way to expand?’ The research problem,
however, is narrower than the business problem. In fact, if the owners sericusly wish to
consider two options, they have two separcte research problems: one that focuses on
enlargement of the current store and one that fecuses on setting up a new store. If they want
to take the first option, they need to find out “how customers might respond to an enlarged
stare’. This broad research problem can be broken down into a number of objectives:

Who are the customers |ages, where they live, etc)?

Why do customers choose to shop here?

What range of goods do they buy here?

Where else do they shop, and why2

Would an enlarged shop encourage them to spend more here?

Finding resources for the research project

Before embarking on a research project, it’s important to identify the resources you have -
and the resources you need — to undertake the project. This will help to avoid making over-
ambitious plans, and ensure that the project can meet the aims set for it. The following
checklist highlights the questions that need to be answered when considering resources.

Who will do the research? In most business situations, the client will commission
researchers to carry out the project. These researchers may work for an external
research supplier, or could be members of a different department within the client’s
company. Sometimes, however, the client and the researcher will be the same person.
This might happen in a small organization or business, where no separate budget
exists for research and the project becomes part of the ‘client’s’ workload. It is impor-
tant to recognize, however, that this approach may have substantial hidden costs,

particularly if the project has to be fitted into an already busy schedule.

How much information is required? When a research project is planned, it can be
tempting to try to gather information about a wide range of issues that are not directly
relevant to the research problem. Don't forget that asking for more information than
is needed can result in increased costs and a longer deadline for the delivery of results.
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What is the deadline for the project? It is not uncommon for businesses or organiza-
tions to expect results within a very short time. However, short deadlines can result
in research being rushed or findings limited. It’s important that any deadline gives
enough time for each step of the research process to be completed fully so that the
researcher and the client can be sure that the findings are accurate and relevant to the
business problem.

How much money is available for the project? It’s important to set aside a reasonable
budget for the project. The amount of money available will, obviously, depend on the
size of the organization, the in-house resources available and the extent of the
problem being researched. Remember, however, that spending money on research
may help the company or organization save money in the long term.

When the resources have been identified, the client can start the research process by
creating a research brief.

Creating the research brief

The research brief provides the basis for the research project. The brief, which is usually
written but may take the form of a discussion between a client and a researcher, gives the
parameters of the research required: the problem, the reason for the research, and the
resources available.

A well-written brief can provide a grear deal of support to help the researcher create a
suitable research proposal, showing exactly how the research project will be carried out.
To be most effective, the brief should contain the following sections:

History of the business/organization. This background information is important to
help the researcher understand the context of the problem. This section may nort be
necessary if the researcher comes from inside the client’s company.

Background to the problem. As was shown above, accurate and relevant background
information can help the researcher to refine the research problem.

Terrid

The reason for the research. Why does the client need the information? What deci-
sions need to be made? Including this information will allow the researcher to iden-
tify whether the client has diagnosed the research problem accurately, or additional
questions need to be asked.

What will be done with the information. The client may need to publish the results or
present the findings of the research to an international meeting. This informartion will
help the researcher identify the ‘deliverables’ — the forms in which the information
needs to be delivered. This might include a full written report, a presentation at
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board level, or via video conferencing. Including this section will enable the
researcher to include the ‘deliverables’ in the costing.

The deadline for delivery of the findings. A clear indication of timing is needed to
ensure that the project designed martches the time available.

The budget. The amount of money available will dictate the methods the researcher
can use, and how the money will be allocated at different stages in the project.

Once the brief has been prepared, the researcher can begin to design a project to meet the
client’s needs. If the client is commissioning research from an external supplier it might
invite several research agencies to send in proposals, and select the one it thinks is best.

Creating a research brief: practice tasks

Good research briefs provide encugh background information to allow the researcher to
fully understand the context and the business problem. This background information can be
drawn from a wide variety of sources, including:

the business’s financial records;

its range of clients;

information about its existing market, or its main competitors;

information taken from previous research projects.
Example

The owners of T H Stores want to know if it is advisable to enlarge their current store. The
background information they could supply includes:

information about their financial situation — how profitable the store has been since it
opened;
who the customers are, and when the store is most busy and quiet;

what the most popular lines are, for exomple whether customers buy general goods, or
specific types of goods;

information on fhe possibility of extending the siore, such os wheiher the owners own
adjacent property or have planning permission for an extension;

whether there are any other supermarkets nearby, or any plans for major new
developments.
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Lock at the following research problems. In each case, try to identify what background
information could be included in the brief to help the researcher understand the business
problem:
The owner of o small restavrant wants to start selling her own brand of homemade sauces
in specialist food shops.

A local council wants residents to recycle maore of their household waste.
An electronics company wants to move info a new overseas market,

See page 137 for a list of suggestions.

Terminology test

The following research terms were infroduced in this chapter. Can you explain what each
one meanss

research objectives hypothesis
research brief research proposal
Summary

Remember that research will be vsed to help the client make a business decision.
Understanding the business problem is an important first step.

Eftective research depends on well-defined objectives. Make sure that the objectives are
based on a clear analysis of the client's business problem and information needs.

Don't forget to consider resources at an early stage. Identifying the rescurces available
will help set the parameters far the research.

The research brief can be a formal written document produced by the client, or can

develon in discuszion between the client and researcher. Whichever form it takes, it

should provide the renge of information a researcher needs to develop o proposal.

A good researcher will challenge the client's brief, reanalyse the problems and, if
necessary, redefine the research objectives to maoke sure that the project produces the
information the client needs. As a result, time spent discussing the problem before the
research project is designed can bring important benefits to the finished research design.
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Selecting a research design

Introduction

When planning a research project, it’s important to be aware of the range of research
options that exists, and to choose the one that is most suitable for the research problem.

In this chapter, you will learn how to:
identify o range of different types of research;
choose the research design that is most appropriate for a given research problem;

start to structure an effective research proposal.

Defining information needs

Choosing the right research design is vital if your project is going to provide the informa-
tion that is needed. To find the right design, think about the four following guestions:

L Ll ] Al iii i i o AeesLIig

Does the information already exist, or do I have to discover it for the first time?

Does the client need facts and figures, or opinions and feelings — or both types of
information?

Should the research explore new areas, get reactions to a new idea, describe what is
known already, or identify cause and effect?
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Do I want to find out abourt a trend over time, or take a single ‘snapshot’ of the situ-
ation at one point in time?

The answer to each question will take you closer to the research design you need.

Does the information already exist, or do | have to
discover it for the first time?

It might be possible to identify a lot of information that is relevant to vour research
simply by reading. You might be able to find the answers to vour research questions by
drawing together information from a wide range of sources such as:

existing research reports;
the organization’s own records and materials;
competitors’ wehsites;

journals and magazines.

This type of research, where the researcher looks for relevant information that already
exists, is called secondary research or desk research. By gathering together this informa-
tion and reviewing it against the research objectives, you may find that some of vour
research questions have already been answered.

However, you may need to talk to a range of different people to find the information vou
need. For example, to find out what consumers think about a new product, vou will need
to talk directly with those consumers. Primary research uncovers information for the
first time. There are a number of ways of gathering this information, with the most
common being through interviews and questionnaires, and through observing people in
action.

Many research projects begin with secondary research, then move on to a phase of
primary research in order to answer any questions that remain.

‘Primary’ and *secondary’ describe where we find information. However, it's also impor-
tant to identify the fype of information that is needed.
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Primary or secondary? Practice task

In Chapter 2, you thought obout the research brief for a local council that wants o
encourage residents to recycle more. Below is a list of different research activities the
council could carry out. In each cose, decide whether the researcher i doing primary
research or secondary research:

Searching the internet for reports on recycling in other towns or areas.

Interviewing residents to find out what type of waste they recycle.

Counting the number of people who visit the council's recyeling cenire on one day.
Caleulating how much was recycled in the council’s area last year, using council records.

Identitying the different types of waste recycled by visiting the recycling centre.

= B

Contacting councils whose reports you found on the internet in order to speak with them
about their programmes.

Compare your answers with those on page 138.

Does the client need facts and figures, or opinions and
feelings - or both types of information?

This question lies at the heart of a research project, and represents a traditional division in
research. Quantitative research aims to quantify responses and information. Questions in
quantitative studies usually ask for responses that can be counted in some way, such as
ves/no answers or scales from 1 to 5. The resulting information can be expressed as statis-
tics. For example, a quantitative report may show the percentage of people who agree or
disagree with a particular statement or question, or use graphs to illustrare its findings.

However, the client might need to understand what motivates people to behave in a
certain way, or why they hold certain opinions. This might be particularly important, for
example, when a company wants to launch a brand new product. It might need to find
out what people think of the product before it can find out how many think in this way.
Qualitative research aims to uncover information about the way people think and
behave, and to identify patterns in those thoughts and behaviours. Importantly, qualita-
tive studies gather information using open-ended questions and recording the responses
word for word, or by watching how people respond in different situations. The people
being interviewed express their thoughts in the way they wish, and the researcher’s role is
to evaluate the importance and relevance of what is said and done.

Although it is easy to see quantitative and qualitative research as opposing approaches —
one measuring responses and reactions, the other exploring them in more depth — many
projects require both types of information. For example, a train operator that wants to

Hague, Paul; Adams, Karen; Brace, lan. Introduction to Market and Social Research.
London, , GBR: Kogan Page Ltd., 2006. p 21.
http://site.ebrary.com/lib/kajaani/Doc?id=10167418&ppg=27

Copyright © 2006. Kogan Page Ltd.. All rights reserved.

May not be reproduced in any form without permission from the publisher, except fair uses permitted under U.S. or applicable copyright law.

25 von 28

https://remote.kajak.fi/lib/kajaani/,Danalnfo=site.ebrary.com+docPrint....

28.10.2011 18:38



Introduction to Market and Social Research https://remote.kajak.fi/lib/kajaani/,Danalnfo=site.ebrary.com+docPrint....

22 Introduction to market research

make savings might need to find our which routes are least used. It therefore needs to
have figures for the number of passengers on its various services, and which routes are
the least profitable. But it might also have to consider the impact that cutting less-
profitable services could have on passengers. It might be that cutting the services would
have a negative impact on the way the public views the company - and this could affect
its business. To find this out, the researcher might have to ralk directly with those passen-
gers and explore their experiences and opinions.

In many research projects, a qualitative stage is included near the beginning to establish
the range of opinions you might expect to find around one area. These can provide the
basis for a quantitative stage, where the researcher tries to establish how many of these
views are shared by a large number of people. For example, a newspaper that is consider-
ing changing its size and look might ask a small group of readers for their opinions. The
researcher might then identify the most common opinions and create a questionnaire to
find out how many of the newspaper’s readers think the same.

It is important that the questions in the quantitative stage are phrased in a way thar
respondents easily understand. Often, one of the roles of a qualitative stage is to deter-
mine the words that people use when thinking about the product. These words can then
be used in the questionnaire, rather than the different and perhaps more technical words
that the manufacturer uses.

Quantitative or qualitative information? Practice task

In Chopter 2, you read about T H Stores’ plans to enlarge its current supermarket. The
research objectives for its research project are shown below. For each one, try to identify
the type of information that is needed — quantitative or qualitative?

T H Stores Research Project: Research Objectives

1. Who are the customers |ages, where they live, efc)2

Why do customers choose to shop here?

What range of goods do they buy here?

Where elie do they shop, and why

= b o,

o oa e N

Would an enlarged shop encourage them to spend more hereg

Compare your answers with those on page 138,

It’s important to realize that both quantitative and gualitative information may have an
important role to play in a project. The job of the researcher is to identify exactly what
each type of information can bring to the project, and which tvpe is needed first.
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Should the research explore new areas, get reactions to
a new ideq, describe what is known already, or identify
cause and effect?

The type of information a researcher needs will often be dictated by how much is already
known, and what the client wants to do with the informartion. The newspaper owners
might be at the very beginning of the process of changing their newspaper. At this stage,
they may have no idea about how their readers will react, and they may only want to
explore the possible reactions to the changes. An exploratory research design allows the
researcher to do this. Exploratory research projects are carried out to gather initial
observations, feelings and reactions, and often to provide the basis for further research.
They often rely on the gathering of qualitative information and this, in turn, will show if
the idea is worth following up.

Other research studies may simply need to record the situation as it is. Many social
research studies are designed to do this. A national census, for example, gathers informa-
tion about the number of people living in a country: who they are, what they do, how
many people live in each house and so on. The aim of the census is to describe the
country at the time the survey is carried out. This descriptive research paints a very clear
picture of a situation, and is therefore useful in establishing what is real, rather than
assumed. Descriptive research designs often use quantitative methods to establish the
facts about a situation.

A third important type of research study includes those designed to find out about the
impact one thing has on another. For example, the owners of a sandwich bar might
assume that cold weather will increase demand for hot sandwiches or soup. Causal
research will help them to work out if their hypothesis — that cold weather causes an
increase in demand for hot food — is true. The aim of causal research is to find out if there
is a real link between two variables. In the case of the sandwich bar owners, they want to
find out if a change to colder weather reallv does cause their customers to buy more hot
food, or if the change they have noticed only happened by chance. Many other variables
—such as customers wanrting to change their diet, or being bored with the usual selection
of sandwiches — might influence their buying habits. However, research can help identfy
if the link between cold weather and hot food is particularly strong. Knowing this could
help the sandwich bar owners increase their sales by identifving the best times to offer
more hot food.
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Exploring, describing or testing links? Practice task

lock at the following research problems. In eoch case, decide if the required research
design should be exploratory, descripfive or causal.

1. A local college wants to open a new department, offering business courses for local
businesses. However, the college principal does nat know if any other colleges in the
area are offering similar courses. This information is vital, as too much competition
could cause the courses to fail.

2. A company that owns a chain of gyms wants to know if people who want fo lose weight
should be advised to join an exercise closs, or have a series of onedo-one closses with o
personal trainer. This information will help it plan its autumn filness classes.

3. A local council wants to know if its orea has more or less crime than the national
average. It has the national crime figures for the previous year for comparison.

4. A mobile phone company is thinking about preducing a new style of phone for elderly
people, with larger numbers and easyto-use text teatures. However, the company needs
to know how people would react to thiz innovation. Currenily, all of its research hos
been into developing more hitech opfions.

Compare your answers with those on poges 138-39.

As well as deciding what type of information you need, you also have to consider when
and how often you collect the informarion.

Do | want to find out about a trend over time, or take a
single ‘snapshot’ of the situation at one point in time?

When deciding on the timeframe of a research project, it’s important to consider two ques-
tions. Do you need to find out about the situation at a single point in time, or over a longer
period? And do vou need to speak to the respondents only once, or a number of times?
The answers to these questions will provide the final element of vour research design.

Many research projects are designed to investigate a single problem at a single point in
time. These ad boc projects investigate problems that require an almost immediate
answer: for example, the newspaper owners we discussed earlier need to know now if
they should make the changes they plan. An ad hoc project is one that investigates a
research problem once only, with the research designed specifically to answer that
problem and no other. The type of research design that gathers information from a wide
range of sources on one occasion is known as cross-sectional research. Although an ad
hoc project might take a few weeks, or in some cases months, to complete, the informa-
tion from cross-sectional research provides the researcher and the client with a
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