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Cahiers Options Méditerranéennes � no 61 

Marketing Research, Methods  

and Tools 

Emin Işikli 

Department of Agricultural Economics, Faculty of Agriculture, Ege University, Turkey 

1. Introduction 

Theȱmainȱpurposeȱofȱ thisȱpresentationȱ isȱ toȱoverviewȱ theȱPrinciplesȱ andȱMethodsȱ relatedȱ toȱ
Marketingȱ Researchȱ (MR),ȱ followedȱ byȱ Researchȱ Projectȱ Implementation,ȱ Interpretationȱ ofȱȱ
FindingsȱandȱDrawingȱupȱofȱȱaȱTypicalȱResearchȱReport.ȱ

Subsequently,ȱ thisȱpaperȱwillȱaddressȱ theȱPartsȱofȱaȱTypicalȱMarketingȱResearchȱProposalȱ forȱ
futureȱstudies.ȱȱȱ

2. Definition of Research and the Research Process 

Scientificȱ Researchȱ canȱ beȱ defined,ȱ simplyȱ asȱ �Theȱ Specificationȱ ofȱ aȱ problem�,ȱ �Gathering,ȱ
analyzingȱ andȱ interpretingȱ informationȱ relatedȱwithȱ theȱ specifiedȱproblemȱ andȱ reportingȱ theȱ
findingsȱtoȱtheȱinterestedȱpeople.ȱThus,ȱregardingȱthisȱdefinition,ȱinȱanyȱscientificȱresearch,ȱtheȱ
researcherȱmustȱfollowȱtheȱtypicalȱResearchȱProcessȱprovidedȱbelow.ȱ

3. Marketing Research and Marketing Research Process 

Withȱtheȱsameȱlogic,ȱMarketingȱResearchȱ(MR)ȱratherȱbrieflyȱrefersȱtoȱallȱtypesȱofȱResearchȱacȬ
tivitiesȱconductedȱinȱtheȱfieldȱofȱmarketingȱwithinȱtheȱsimilarȱprocess.ȱMeanwhileȱtheȱAmericanȱ
MarketingȱAssociationȱdefinesȱMR,ȱ�asȱ theȱ functionȱwhichȱ linksȱ theȱconsumer,ȱcustomerȱandȱ
publicȱ toȱ theȱmarketerȱ throughȱ informationȱ thatȱ isȱusedȱ toȱ identifyȱandȱdefineȱmarketingȱopȬ
portunitiesȱandȱproblems;ȱrefineȱandȱevaluateȱmarketingȱactions,ȱmonitorȱmarketingȱperformȬ
anceȱandȱimproveȱunderstandingȱofȱmarketingȱasȱaȱprocess�.ȱMRȱspecifiesȱtheȱinformationȱreȬ
latedȱtoȱtheseȱissues,ȱdesignsȱtheȱmethodsȱforȱcollectingȱinformation,ȱmanagesȱandȱimplementsȱ
theȱdataȱcollectionȱprocess,ȱanalyzesȱtheȱdataȱandȱderivesȱtheȱresultsȱandȱfinallyȱcommunicatesȱ
theȱfindingsȱandȱtheirȱimplicationsȱ(CHURCHILL,ȱ1995,ȱp.10).ȱȱȱȱ

Thereȱareȱ importantȱelementsȱ inȱ thisȱdefinition.ȱMRȱdealsȱwithȱallȱphasesȱofȱbothȱgoodsȱandȱ
servicesȱmarketing.ȱItȱinvolvesȱtheȱapplicationȱofȱresearchȱtechniquesȱtoȱtheȱsolutionȱofȱmarketȬ
ingȱproblemsȱofȱanyȱsort,ȱbeȱ theyȱplanning,ȱproblemȬsolving,ȱorȱcontrolȱ issues.ȱTheȱdefinitionȱ
indicatesȱthatȱMRȱlinksȱtheȱorganizationȱwithȱitsȱmarketȱenvironment.ȱ

Inȱadditionȱ toȱ itsȱroleȱ inȱ theȱactualȱcollectionȱofȱdataȱandȱ theirȱanalysis,ȱ itȱplaysȱanȱ importantȱ
roleȱforȱtheȱimplicationsȱofȱwhatȱtheȱcollectedȱinformationȱsuggests.ȱThereforeȱforȱMRȱtoȱbeȱefȬ
fectiveȱitȱshouldȱbeȱrelevant,ȱtimely,ȱefficient,ȱaccurateȱandȱethicalȱ(AAKER,ȱetȱall,ȱ1999,ȱp.19).ȱȱȱȱ

Shortly,ȱMarketȱRESEARCHȱexaminesȱtheȱproduct(s),ȱtheȱconsumers,ȱpricesȱandȱconditionsȱofȱ
priceȱdetermination,ȱ theȱmarketȱplace,ȱmarketȱ structureȱ andȱmarketȱ size.ȱMarketȱResearchȱ inȬ
volvesȱtheȱinvestigationȱandȱidentificationȱofȱsalesȱconditionsȱandȱtheȱpotentialȱofȱaȱgivenȱprodȬ
uct,ȱinȱrelationȱtoȱaȱgivenȱprofileȱofȱconsumers,ȱinȱaȱdefinedȱarea.ȱ
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 The typical research process 

MR,ȱonȱtheȱotherȱhand,ȱinvolvesȱtheȱdeterminationȱofȱtheȱmarketingȱstrategyȱtoȱenterȱtheȱmarketȱ
thatȱhadȱbeenȱpreviouslyȱexamined.ȱWeȱhaveȱ toȱestablishȱaȱmarketingȱpolicyȱbased,ȱonȱ theȱ inforȬ
mationȱcollectedȱinȱmarketȱresearch.ȱForȱexample,ȱ

Üȱ Whatȱwillȱbeȱtheȱpricesȱofȱourȱproducts?ȱ

Üȱ Howȱshallȱweȱorganiseȱmarketingȱchannels?ȱ

Üȱ Whatȱmarketingȱpoliciesȱareȱfollowedȱbyȱmarketing?ȱ
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Theseȱquestionsȱcouldȱbeȱansweredȱbyȱtheȱmarketingȱpolicy.ȱMeanwhile,ȱinȱmostȱcasesȱmarketȱ
andȱmarketingȱresearchȱareȱinterrelatedȱandȱbeingȱusedȱinterchangeablyȱ(ERKAN,1994).ȱ

Indeed,ȱMRȱ displaysȱ greatȱ importanceȱ throughoutȱ theȱ entireȱ marketingȱ processȱ andȱ moreȱ
particularlyȱinȱtheȱmarketingȱmanagementȱprocess(Figureȱ2).ȱ
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 Marketing Management Process  

Source: Kõnnear and Taylor, 1996, p.17. 

Ifȱweȱcompareȱmarketingȱtoȱaȱ longȱTRAINȱwithȱmultipleȱcompartments,ȱtheȱMRȱwouldȱ justlyȱ
claimȱtheȱdualȱrolesȱofȱtheȱengineȱthatȱpowersȱtheȱtrainȱandȱtheȱlinksȱthatȱconnectȱtheȱindividualȱ
compartmentsȱtoȱformȱaȱcohesiveȱfunctionalȱunit.ȱInȱotherȱwords,ȱMRȱisȱpervasive,ȱTheȱBRAINȱ
andȱtheȱBRAWNȱofȱanyȱȱmarketingȱorganisation(AAKER,ȱetȱall,ȱ1999).ȱ

Inȱorderȱtoȱaddressȱallȱtheȱissuesȱorȱfunctionsȱnotedȱabove,ȱallȱtheȱdataȱmustȱfirstȱbeȱsystematiȬ
callyȱgathered,ȱrecordedȱandȱanalysed;ȱsecondly,ȱ throughȱ theȱ interpretationȱofȱ theseȱdataȱoneȱ
shouldȱprepareȱtheȱResearchȱReport.ȱTheseȱtasksȱareȱlogicallyȱviewedȱasȱaȱsequenceȱcalledȱtheȱ
MARKETINGȱRESEARCHȱPROCESS,ȱwhichȱconsistsȱofȱtheȱfollowingȱsteps:ȱ

1.ȱ FORMULATEȱTHEȱPROBLEMȱ

2.ȱ DETERMINEȱRESEARCHȱDESIGNȱANDȱDATAȱSOURCESȱ

3.ȱ DESIGNȱDATAȱCOLLECTIONȱMETHODSȱANDȱFORMSȱ

4.ȱ DESIGNȱSAMPLEȱANDȱCOLLECTȱDATAȱ

5.ȱ ANALYZEȱANDȱINTERPRETȱDATAȱ

6.ȱ PREPAREȱTHEȱRESEARCHȱREPORTȱȱ

Although,ȱtheseȱstepsȱusuallyȱȱoccurȱinȱthisȱgeneralȱorder,ȱtheȱdevelopmentȱofȱresearchȱpurposeȱ
thatȱlinksȱtheȱresearchȱtoȱdecisionȬmaking,ȱandȱtheȱformulationȱofȱresearchȱobjectivesȱthatȱservesȱ
toȱguideȱtheȱresearch,ȱareȱunquestionablyȱtheȱmostȱimportantȱstepsȱinȱtheȱresearchȱprocess.ȱ

Ifȱtheȱstepsȱtakenȱareȱcorrect,ȱtheȱresearchȱstandsȱaȱgoodȱchanceȱofȱbeingȱbothȱusefulȱandȱapproȬ
priate.ȱIfȱȱtheyȱareȱbypassedȱorȱwrong,ȱtheȱresearchȱwillȱthenȱalmostȱsurelyȱbeȱwastefulȱandȱirȬ
relevant.ȱ
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Therefore,ȱtheseȱaspectsȱofȱMRȱwillȱbeȱconsideredȱbelow,ȱ inȱorderȱtoȱexplainȱtheȱprocessȱ inȱasȱ
muchȱdetailȱasȱpossible.ȱTheȱstepsȱlistedȱhere,ȱofȱcourse,ȱareȱinterrelatedȱwithȱeachȱother.ȱ

 Kinds of Questions Addressed by Marketing Research 

I. Planning a.  What kinds of people buy our products? Where do they live? How much do 
they earn? How many of them are there? 

 b.  Are the markets for our products increasing or decreasing? Are there promising 
markets that we have not, yet reached? 

 c.  Are the channels of distribution for our products changing? Are new types of 
marketing institutions likely to evolve? 

II. Problem Solving a.  Product 

  1.  Which of various product designs is likely to be the most successful? 

  2.  What kind of packaging should we use? 

 b.  Price 

  1.  What price should we charge for our products? 

  2.  As production costs decline, should we lower our prices or try to develop 
higher quality products? 

 c.  Place 

  1.  Where, and by whom, should our products be sold? 

  2.  What kinds of incentives should we offer the trade to push our products? 

 d.  Promotion 

  1.  How much should we spend on promotion? How should it be allocated to 
 products and to geographic areas? 

  2.  What combination of media - newspapers, radio, television, magazines - 
 should we use? 

III. Control a.  What is our market share overall? In each geographic area? By each customer 
type? 

 b.  Are customers satisfied with our products? How is our record for service? Are 
there many returns? 

 c.  How does the public perceive our company? What is our reputation with the 
trade? 

Source: CHURCHILL, 1995, P.9. 

Letȱusȱlookȱatȱeachȱstepȱveryȱbriefly.ȱInȱfact,ȱeachȱstepȱinvolvesȱnumerousȱissuesȱratherȱthanȱaȱ
singleȱdecision.ȱTableȱ2ȱlistsȱsomeȱtypicalȱquestionsȱthatȱinevitablyȱcomeȱaboutȱinȱeachȱstage.ȱ

4. General Principles of  Marketing Research 

OneȱofȱtheȱmoreȱvaluableȱrolesȱthatȱMRȱcanȱplayȱisȱtoȱdetermineȱtheȱdefinitionȱofȱtheȱproblemȱtoȱ
beȱsolved.ȱOnlyȱwhenȱtheȱproblemȱisȱcarefullyȱandȱpreciselyȱdefined,ȱcanȱresearchȱbeȱdesignedȱ
toȱprovideȱpertinentȱinformation.ȱPartȱofȱtheȱprocessȱofȱproblemȱdefinitionȱincludesȱspecifyingȱ
theȱobjectivesȱofȱtheȱresearchȱprojectȱthatȱmightȱbeȱundertaken.ȱEachȱprojectȱshouldȱhaveȱoneȱorȱ
moreȱobjectives.ȱ

�Aȱproblemȱwellȱdefinedȱ isȱhalfȬsolved�,ȱ thisȱ isȱespeciallyȱ trueȱ inȱMR,ȱ forȱ itȱ isȱonlyȱwhenȱ theȱ
problemȱhasȱbeenȱclearlyȱdefinedȱandȱ theȱobjectivesȱofȱresearchȱpreciselyȱstatedȱ thatȱresearchȱ
canȱbeȱdesignedȱproperlyȱ(CHURCHILL,ȱ1995,ȱp.87).ȱ
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Tableȱ2.ȱTypicalȱquestionsȱwhichȱneedȱresolvingȱinȱeachȱstageȱ

Stage in the Process Typical Questions 

What is the purpose of the study - to solve a problem? Identify an 
opportunity? 

Is additional background information necessary? 

What information is needed to make the decision? 

How will the information be used? 

Formulate problem 

Should research be conducted? 
  

How much is already known? 

Can a hypothesis be formulated? 

What types of questions need to be answered? 

Determine research design 

What type of study will best address the research questions? 

Can existing data be used to advantage? 

What is to be measured? How? 

What is the source of the data ? 

Are there any cultural factors that need to be taken into account in designing 
the data-collection method? What are they? 

Are there any legal restrictions on the collection methods? What are they? 

Can objective answers be obtained by asking people? 

How should people be questioned? 

Should the questionnaires be administered in person, over the:-phone, or 
through the mail? 

What specific behaviours should the observers record? 

Should electronic or mechanical means be used to make the observations? 

Should structure or unstructured items be used to- collect the data? 

Should the purpose of the study be made known to the  respondents? 

Determine data collection 
method and forms 

Should rating scales be used in the questionnaires? 
  

What is the target population? 

Is a list of population elements available? 

Is a sample necessary? 

Is a probability sample desirable? 

How large should the sample be? 

How should the sample be selected? 

Who will gather the data? 

How long will the data gathering take? 

How much supervision is needed? 

What operational procedures will be followed? 

Design sample and collect 
the data 

What methods will be used to ensure the quality of the data collected? 
  

Who will handle the editing of the data? 

How will the data be coded? 

Who will supervise the coding? 

Will computer or hand tabulation be used? 

What tabulations are called for? 

Analyze and interpret the 
data 

What analysis techniques will be used? 
  

Who will read the report? 

What is their technical level of sophistication? 

Are managerial recommendations called for? 

What will be the format of the written report? 

Is an oral report necessary? 

Prepare the research report 

How should the oral report be structured? 

Source: CHURCHILL, 1995, P.85. 
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ResearchȱDesignȱisȱsimplyȱtheȱframeworkȱforȱaȱstudyȱusedȱtoȱguideȱinȱcollectingȱandȱanalyzingȱ
data.ȱTheȱsourceȱofȱinformationȱforȱaȱstudyȱandȱtheȱresearchȱdesignȱgoȱhandȱinȱhand.ȱTheyȱbothȱ
dependȱonȱhowȱmuchȱisȱknownȱaboutȱtheȱproblem.ȱ

Ifȱrelativelyȱlittleȱisȱknownȱaboutȱtheȱphenomenonȱtoȱbeȱinvestigated,ȱEXPLORATORYȱresearchȱ
willȱbeȱwarranted.ȱ

If,ȱonȱtheȱotherȱhand,ȱtheȱproblemȱisȱpreciselyȱandȱunambiguouslyȱformulated,ȱDESCRIPTIVEȱ
ORȱCAUSALȱ researchȱ isȱneeded.ȱ Inȱ thisȱ researchȱdesign,ȱdataȱ collectionȱ isȱnotȱ flexibleȱbutȱ isȱ
rigidlyȱspecified,ȱwithȱrespectȱtoȱbothȱdataȱcollectionȱformsȱandȱtheȱsampleȱdesign.ȱ

Theȱresearchȱdesignerȱhasȱaȱwideȱvarietyȱofȱresearchȱmethodsȱtoȱconsider,ȱeitherȱindependentlyȱ
orȱ inȱ combination.ȱ Theyȱ canȱ beȱ groupedȱ first,ȱ accordingȱ toȱwhetherȱ secondaryȱ orȱ primaryȱ
sourcesȱofȱdataȱareȱused.ȱ

Secondaryȱ dataȱ areȱ alreadyȱ available,ȱ becauseȱ theyȱwereȱ readyȱ orȱ collectedȱ forȱ someȱ otherȱ
purposes.ȱ

Primaryȱdataȱareȱcollectedȱtoȱaddressȱaȱspecificȱobjective.ȱAȱresearcherȱwhoȱcannotȱfindȱtheȱdataȱ
neededȱinȱsecondaryȱsources,ȱresortȱtoȱprimaryȱdataȱcollection.ȱȱȱ

Theȱtypesȱofȱdataȱofȱinterestȱtoȱmarketingȱresearchȱinclude:ȱȱ

Üȱ Demographic/SocioȱEconomicȱCharacteristic,ȱȱ

Üȱ Psychological/LifeȬStyle,ȱAttitudes/Opinions,ȱȱ

Üȱ Awarenessȱ/Knowledge,ȱIntentions/Motivations,ȱȱ

Üȱ BehaviourȱOfȱIndividualȱOrȱGroupsȱ
(CHURCHILL, 1995, P.392). 

FORȱPRIMARYȱDATAȱCOLLECTION,ȱSurveyȱ (Communication)ȱmethodsȱ couldȱbeȱusedȱ inȱ
differentȱways,ȱ suchȱasȱPersonalȱorȱGroupȱ INTERVIEWS,ȱ telephoneȱandȱMAILȱSURVEYS.ȱ Inȱ
additionȱtoȱthat,ȱOBSERVATIONSȱmayȱalsoȱbeȱusedȱforȱprimaryȱdataȱcollectionȱ(CHURCHILL,ȱ
1995,ȱp.349).ȱ

EXPERIMENTSȱare,ȱalso,ȱdesignedȱinȱvariousȱformsȱlikeȱLatinȱSquare,ȱSplitȱRuns,ȱFactorialȱDeȬ
sign,ȱDifferenceȱTestsȱandȱotherȱformsȱ(ERKAN,ȱ1994).ȱExperimentsȱareȱtheȱbestȱmeansȱweȱhaveȱ
forȱmakingȱinferencesȱaboutȱcauseȱandȱeffectȱrelationships,ȱbecause,ȱõfȱdesignedȱproperly;ȱtheyȱ
provideȱtheȱmostȱcompellingȱevidenceȱaboutȱconcominantȱvariation,ȱtimeȱorderȱofȱoccurrenceȱofȱ
variables,ȱandȱeliminationȱofȱotherȱfactors.ȱAȱkeyȱfeatureȱofȱexperimentȱisȱthatȱresearchȱisȱableȱtoȱ
controlȱsomeȱ factors.ȱBecauseȱ theȱemphasisȱ isȱonȱ testingȱaȱspecificȱ relationship,ȱcausalȱdesignȱ
demandsȱaȱclearȱspecificationȱofȱwhatȱisȱtoȱbeȱandȱhowȱitȱisȱtoȱbeȱmeasured.ȱStructuralȱdataȱcolȬ
lectionȱ instrumentsȱ shouldȱ beȱ used,ȱ experimentsȱ couldȱ alsoȱ useȱ observationalȱmodeȱ ofȱdataȱ
collectionȱ(CHURCHILL,ȱ1995,ȱp.1116).ȱ

Someȱpointsȱregardingȱ theȱmarketingȱResearchȱDesignȱProcessȱstillȱneedȱsomeȱmoreȱexplanaȬ
tionȱandȱtheyȱareȱprovidedȱbelow.ȱ

EXPLORATORYȱRESEARCHȱisȱusedȱwhenȱoneȱisȱseekingȱinsightsȱintoȱtheȱgeneralȱnatureȱofȱaȱ
problem,ȱ theȱpossibleȱdecisionȱalternatives,ȱandȱrelevantȱvariablesȱ thatȱneedȱ toȱbeȱconsidered.ȱ
Typically,ȱ thereȱ isȱ littleȱpriorȱ knowledgeȱ onȱwhichȱ toȱ buildȱ theȱ researchȱmethodsȱwhichȱ areȱ
highlyȱflexible,ȱunstructuredȱandȱqualitative.ȱExploratoryȱresearchȱisȱalsoȱusefulȱforȱestablishingȱ
prioritiesȱamongȱresearchȱquestionsȱandȱ forȱ learningȱaboutȱpracticalȱproblemsȱofȱcarryingȱoutȱ
theȱresearch.ȱStudiesȱmayȱ involveȱreviewingȱpublishedȱdata,ȱ interviewingȱpeople,ȱconductingȱ
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focusȱgroups,ȱ investigatingȱ literature.ȱThisȱtypeȱofȱresearchȱcanȱbeȱappliedȱtoȱanyȱproblemȱforȱ
whichȱlittleȱisȱknown.ȱTheȱoutputȱofȱanȱexploratoryȱstudyȱwillȱnotȱbeȱansweredȱbutȱmoreȱspeȬ
cificȱquestionsȱorȱstatementsȱofȱtentativeȱrelationshipsȱwillȱbeȱaddressed.ȱAȱsurveyȱofȱliteratureȱ
andȱanalysisȱofȱselectedȱcasesȱcanȱalsoȱbeȱusedȱtoȱadvantageȱinȱexploratoryȱresearch.ȱ

QUALITATIVEȱRESEARCHȱisȱusuallyȱexploratoryȱandȱdiagnostic,ȱthenȱtheȱresearchȱdesignedȱ
primarilyȱ forȱ exploratoryȱpurposes,ȱ suchȱ asȱ gettingȱ orientedȱ toȱ theȱ rangeȱ andȱ complexityȱ ofȱ
consumerȱactivity,ȱclarifyingȱtheȱproblemȱandȱ identifyingȱ likelyȱmethodologicalȱproblems.ȱExȬ
amplesȱareȱindividualȱorȱgroupȱ interviews,ȱcaseȱstudies,ȱprojectiveȱtechniquesȱ(AAKER,ȱetȱall,ȱ
1999,ȱp.763).ȱ

DESCRIPTIVEȱRESEARCHȱembracesȱaȱlargeȱproportionȱofȱMR.ȱTheȱpurposeȱisȱtoȱprovideȱanȱ
accurateȱpictureȱofȱsomeȱaspectsȱofȱmarketingȱenvironment.ȱInȱdescriptiveȱresearchȱhypothesesȱ
oftenȱwillȱexist,ȱbutȱtheyȱmayȱbeȱtentativeȱandȱspeculative.ȱInȱgeneral,ȱtheȱrelationshipsȱstudiedȱ
willȱnotȱbeȱcausalȱinȱnature.ȱHowever,ȱtheyȱmayȱstillȱhaveȱutilityȱinȱprediction.ȱTheyȱgenerallyȱ
employȱaȱstructuredȱquestionnaireȱandȱtheȱemphasisȱisȱonȱgeneratingȱanȱaccurateȱpictureȱofȱreȬ
lationshipsȱ betweenȱ andȱ amongȱ variables.ȱ Descriptiveȱ studiesȱ typicallyȱ relyȱ heavilyȱ onȱ
crosstabulationȱanalysisȱorȱotherȱmeansȱofȱ investigatingȱtheȱassociationȱamongȱvariables,ȱsuchȱ
asȱRegressionȱAnalysis.ȱTheȱgreatȱmajorityȱofȱDescriptiveȱstudiesȱareȱcrossȬsectional,ȱalthoughȱ
someȱuseȱlongitudõnalȱinformationȱ(CHURCHILL,ȱ1995,ȱp.1116).ȱ

CAUSALȱRESEARCHȱWhenȱõtȱisȱnecessaryȱtoȱshowȱthatȱoneȱvariableȱcausesȱorȱdeterminesȱtheȱ
valuesȱofȱotherȱvariables,ȱaȱcausalȱresearchȱapproachȱmustȱbeȱused.ȱEvidenceȱofȱaȱrelationshipȱorȱ
anȱassociationȱamongȱtheȱvariablesȱisȱuseful;ȱotherwise,ȱweȱwouldȱhaveȱnoȱbasisȱforȱevenȱinferȬ
ringȱ thatȱ causalityȱmightȱbeȱpresent.ȱ ȱToȱgoȱbeyondȱ thisȱ inferenceȱweȱmustȱhaveȱ reasonableȱ
proofȱthatȱoneȱvariableȱprecededȱtheȱotherȱandȱthatȱthereȱwereȱnoȱotherȱcausalȱfactorȱthatȱcouldȱ
haveȱaccountedȱforȱtheȱrelationship.ȱBecauseȱtheȱrequirementsȱforȱproofȱofȱcausalityȱareȱsoȱdeȬ
manding,ȱtheȱresearchȱquestionȱandȱrelevantȱhypothesesȱareȱveryȱspecificȱ(AAKER,ȱetȱall,ȱ1999,ȱ
pp.ȱ73Ȭ78).ȱ

Letȱusȱprovideȱanȱexampleȱforȱeachȱthem,ȱinȱtheȱfollowingȱtable:ȱ

  Research Questions 

Exploratory Research What new products should be 
developed? 

What alternative ways are there to provide 
launches for the participant? 

Descriptive Research How should a new product be 
distributed? 

Where do people buy similar products? 

Causal Research Will an increase in service staff be 
profitable? 

What is the relationship between size of 
service staff and revenue? 

 

Nowȱ letȱusȱturnȱandȱdiscussȱtheȱdevelopmentȱofȱtheȱhypothesisȱsinceȱthisȱ isȱaȱveryȱ importantȱ
stepȱinȱtheȱprocessȱ

Aȱhypothesisȱisȱaȱpossibleȱanswerȱtoȱaȱresearchȱquestion.ȱTheȱresearcherȱshouldȱalwaysȱtakeȱȱtheȱ
timeȱandȱeffortȱtoȱspeculateȱonȱpossibleȱresearchȱquestionsȱandȱanswersȱthatȱwillȱemergeȱfromȱ
theȱresearch.ȱNormally,ȱthereȱwillȱbeȱseveralȱcompetingȱhypotheses,ȱeitherȱspecifiedȱorȱimplied.ȱ
Ifȱallȱtheȱhypothesesȱwereȱknownȱinȱadvanceȱtoȱbeȱtrue,ȱthereȱwouldȱbeȱlittleȱreasonȱtoȱconductȱ
theȱresearch.ȱThus,ȱoneȱobjectiveȱofȱresearchȱ isȱ toȱchooseȱamongȱ theȱpossibleȱhypotheses.ȱTheȱ
processȱofȱhypothesisȱdevelopmentȱisȱdepictedȱinȱFigureȱ3.ȱ

WhenȱaȱdecisionȱisȱmadeȱtoȱconductȱaȱQUESTIONNAIREȱtypeȱresearchȱorȱacquaringȱaȱsampleȱ
forȱprimaryȱdataȱcollection,ȱaȱnumberȱofȱfactorsȱmustȱbeȱtakenȱintoȱconsideration.ȱTheȱvariousȱ



90 

stepsȱinvolvedȱinȱquestionnaireȱdesignȱandȱinȱtheȱsamplingȱprocess,ȱrespectivelyȱareȱprovidedȱ
belowȱ(Figureȱ4).ȱ

Questionȱwordingȱandȱorder,ȱsequencingȱandȱ layoutȱdecision,ȱquestionȱcontentȱandȱcheckingȱ
theȱquestionnaireȱareȱtheȱimportantȱsteps.ȱ
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 Process of Hypotheses Development  
Source: AAKER, et al., 1999, P. 52. 

Onȱtheȱotherȱhand,ȱtheȱuseȱofȱpersonnelȱtoȱcollectȱdataȱraisesȱaȱhostȱofȱquestionsȱwithȱrespectȱtoȱ
selection,ȱ trainingȱandȱsupervisionȱorȱcontrolȱofȱ theȱFIELDȬSTAFFȱquestionsȱ thatȱmustȱbeȱanȬ
ticipatedȱinȱdesigningȱresearch.ȱȱȱȱȱ ȱ

MajorȱStepsȱinȱtheȱSamplingȱProcessȱare:ȱ

1.ȱ Identifyingȱtheȱtargetȱpopulationȱ

2.ȱ Determiningȱtheȱsampleȱframeȱ

3.ȱ Resolvingȱtheȱdifferencesȱ

4.ȱ Selectingȱaȱsampleȱprocedureȱ

5.ȱ Determiningȱtheȱrelevantȱsampleȱsizeȱ

6.ȱ Obtainingȱinformationȱfromȱrespondentsȱ

7.ȱ GeneratingȱtheȱinformationȱforȱDecisionȬMakingȱProcessȱ

ȱ
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Planning What to Measure 

Revisit the research objectives. 

è 

Decide on the research issue of your questionnaire 

è 

Get additional information on the research issue from secondary data sources and exploratory research. 

è 

Decide on what is to be asked under the research issue. 

è 

Formatting the Questionnaire 

In each issue, determine the content of each Question. 

è 

Decide on the format of each Question. 

è 

Question Wording 

Determine how the Question is to be worded. 

è 

Evaluate each research question on the basis of comprehensibility, knowledge and ability, 
willingness/inclination of a typical respondent to answer the question. 

è 

Sequencing and Layout Decisions 

Lay out the questions in a proper sequence. 

è 

Group all the questions in each subtopic to get a single questionnaire 

è 

Pretesting and Correcting Problems 

Read through the entire questionnaire to check whether it makes sense and if it measures what it is 
supposed to measure 

è 

Check the questionnaire for error 

è 

Print the questionnaire 

è 

Correct the problems 

 The Process of Questionnaire Design  
Source: AAKER, et all, 1999, P.307 

Surveysȱcanȱbeȱdesignedȱtoȱcaptureȱaȱwideȱvarietyȱofȱinformation,ȱgenerally,ȱthroughȱtheȱinterȬ
view.ȱ Respondentsȱ haveȱ beenȱ selectedȱ byȱ usingȱ differentȱ samplingȱmethods.ȱHowever,ȱ theȱ
problemsȱofȱgettingȱmeaningfulȱresultsȱfromȱtheȱ interviewȱprocessȱstemȱfromȱtheȱneedȱtoȱreaȬ
sonablyȱsatisfyȱtheȱfollowingȱconditions:ȱ

Üȱ Populationȱhasȱbeenȱdefinedȱcorrectlyȱ

Üȱ Sampleȱisȱrepresentativeȱofȱtheȱpopulationȱ

Üȱ Respondentsȱtoȱbeȱinterviewedȱareȱavailableȱandȱwillingȱtoȱcooperate.ȱ

Üȱ Respondentsȱunderstandȱtheȱquestionȱ
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Üȱ Respondentsȱhaveȱtheȱknowledge,ȱopinions,ȱattitudesȱorȱfactsȱrequired.ȱ

Üȱ Respondentsȱareȱwillingȱandȱableȱtoȱrespond.ȱ

Üȱ Interviewerȱunderstandsȱandȱrecordsȱtheȱresponsesȱcorrectlyȱ

However,ȱ thoseȱconditionsȱoftenȱareȱnotȱsatisfiedȱbecauseȱofȱ interviewerȱerror,ȱambiguousȱ inȬ
terpretationȱofȱbothȱquestionsȱandȱanswers,ȱandȱerrorsȱinȱformulatingȱresponses.ȱȱ

Theȱresearcherȱmayȱamassȱaȱmountainȱofȱdata,ȱbutȱtheseȱdataȱareȱuselessȱunlessȱtheȱfindingsȱareȱ
analyzedȱandȱtheȱresultsȱinterpretedȱinȱtheȱlightȱofȱtheȱproblemȱatȱhand.ȱȱ

Dataȱanalysisȱgenerallyȱinvolvesȱtheȱcodingȱandȱeditingȱofȱdata,ȱtabulationȱandȱstatisticalȱanalyȬ
sisȱandȱinterpretationȱofȱtheȱresults.ȱȱȱ

DataȱAnalysisȱ inȱMRȱhasȱbeenȱconductedȱ forȱ findingȱ theȱbasicȱstatisticalȱparametersȱ fromȱ theȱ
data,ȱandȱforȱexaminationsȱamongȱtheȱvariables.ȱȱ

Statisticalȱtestsȱappliedȱtoȱtheȱdata,ȱifȱany,ȱareȱsomewhatȱuniqueȱtoȱtheȱparticularȱdataȱcollectionȱ
instrumentsȱusedȱinȱtheȱresearch.ȱThoseȱtestsȱshouldȱbeȱanticipatedȱbeforeȱdataȱcollectionȱisȱbeȬ
gun,ȱifȱpossible,ȱtoȱassureȱthatȱtheȱdataȱandȱanalysisȱwillȱbeȱappropriateȱtoȱtheȱproblemȱasȱspeciȬ
fiedȱ(CHURCHILL,ȱ1995,ȱP.84).ȱ

Oneȱusefulȱclassificationȱofȱ theseȱconsiderationsȱ isȱ thatȱ theȱappropriateȱ techniquesȱdependȱonȱ
theȱtypeȱofȱdata,ȱtheȱresearchȱdesign,ȱandȱtheȱassumptionsȱunderlyingȱtheȱtestȱstatisticsȱandȱitsȱ
relatedȱconsideration,ȱtheȱpowerȱofȱtheȱtest.ȱȱȱȱȱ

Theȱ statisticalȱ techniquesȱ canȱ beȱ broadlyȱ classifiedȱ asȱ UNIVARIATEȱ andȱMULTIVARIATEȱ
techniques,ȱbasedȱonȱtheȱnatureȱofȱtheȱproblem.ȱ

UNIVARIATEȱ techniquesȱareȱappropriateȱwhenȱ thereȱ isȱaȱsingleȱmeasurementȱofȱeachȱofȱ theȱ
sampleȱobjects,ȱorȱwhenȱthereȱisȱseveralȱmeasurementȱofȱeachȱofȱtheȱobservations,ȱbutȱeachȱvariȬ
ableȱisȱanalyzedȱinȱisolation.ȱ

Onȱtheȱotherȱhand,ȱMULTIVARIATEȱtechniquesȱareȱappropriateȱforȱanalyzingȱdataȱwhenȱthereȱ
areȱtwoȱorȱmoreȱmeasurementsȱofȱeachȱobservationȱandȱvariablesȱareȱtoȱbeȱanalyzedȱsimultaneȬ
ously.ȱ

MultipleȱRegressions,ȱDiscriminatȱAnalysis,ȱVarianceȱAnalysisȱ forȱMultipleȱDependentȱVariȬ
ables,ȱ Canonicalȱ Correlation,ȱ Factorȱ Analysis,ȱ Clusterȱ Analysis,ȱ e.qȱ areȱ typicalȱ examplesȱ ofȱ
multivariateȱtechniques.ȱ

Onȱ theȱotherȱhand,ȱCHIȬSQUARE,ȱTȱTEST,ȱZȱTESTȱ forȱ twoȱorȱmoreȱsamplesȱandȱ ȱanalysisȱofȱ
varianceȱisȱincludedȱinȱUnivariateȱtechniquesȱ(AAKER,ȱetȱall.,ȱ1999,ȱp.454Ȭ457).ȱ

Detailedȱexplanationsȱofȱtheseȱtechniquesȱwillȱnotȱbeȱprovided,ȱbutȱinterestedȱparticipantsȱcouldȱ
easilyȱreachȱtheseȱdetailsȱwithinȱtheȱrelatedȱliteratureȱ(seeȱCHURCHILL,ȱ1995,ȱandȱAAKER,ȱetȱ
all.,ȱ1999,ȱPartȱIII,ȱChapterȱ14Ȭ17).ȱ

Nowadays,ȱaȱ largeȱnumberȱofȱvariablesȱcanȱbeȱstudiedȱsimultaneouslyȱusingȱcomputerȱ techiȬ
ques.ȱByȱmeansȱofȱsuchȱtechniquesȱasȱcomputerȱsimulation,ȱitȱisȱpossibleȱtoȱsimulateȱandȱanaȬ
lyzeȱtheȱoperationȱofȱextremelyȱcomplexȱsystemsȱ(ERKAN,ȱ1994).ȱ

WritingȱtheȱRESEARCHȱREPORTȱisȱtheȱfinalȱstepȱorȱisȱtheȱendȱofȱtheȱjourney.ȱTheȱresearchȱreȬ
portȱisȱtheȱdocumentȱsubmittedȱtoȱmanagementȱorȱtoȱtheȱpublicȱandȱitȱsummarizesȱtheȱresearchȱ
resultsȱandȱconclusions.ȱItȱisȱallȱthatȱmanyȱexecutivesȱwillȱseeȱofȱtheȱresearchȱreport,ȱandȱitȱbeȬ
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comesȱtheȱstandardȱbyȱwhichȱthatȱresearchȱisȱjudged.ȱThus,ȱitȱisȱimperativeȱthatȱtheȱresearchȱreȬ
portȱbeȱCOMPLETE,ȱACCURATE,ȱCLEARȱandȱCONCISE.ȱ

Twoȱ typesȱofȱ reportsȱmayȱbeȱpresented;ȱeitherȱaȱGENERAL/EXECUTIVEȱReport,ȱwhichȱonlyȱ
providesȱ theȱ findingsȱ forȱ useȱ ofȱ thoseȱ whoȱ areȱ primarilyȱ interestedȱ inȱ theȱ results;ȱ orȱ aȱ
TECHNICALȱ(SCIENTIFIC)ȱreport,ȱgivingȱallȱtheȱscientificȱdetailsȱaboutȱtheȱresearch.ȱ

Theȱreportȱmustȱ tellȱreadersȱwhatȱ theyȱneedȱ ȱandȱwishȱ toȱknow.ȱTypically,ȱEXECUTIVESȱareȱ
interestedȱinȱresultsȱandȱmustȱbeȱconvincedȱofȱtheȱusefulnessȱofȱtheȱfindings.ȱWhereas,ȱtheȱtechȬ
nicalȱsophisticationȱofȱtheȱreadersȱdeterminesȱtheirȱcapacityȱforȱunderstandingȱmethodologicalȱ
decisions,ȱsuchȱasȱresearchȱdesigns,ȱsamplingȱplan,ȱanalysisȱtechniquesȱandȱsoȱon.ȱTheȱreaders�ȱ
capacityȱestablishesȱtheȱtechnicalȱupperȱ limitȱofȱtheȱreport,ȱwhileȱtheirȱ interest,ȱcircumstances,ȱ
andȱintendedȱuseȱrestrictȱitsȱlevel.ȱ

Thus,ȱ theȱaudienceȱdeterminesȱ theȱ typeȱofȱ report.ȱResearchersȱmustȱmakeȱ everyȱ effortȱ toȱacȬ
quaintȱthemselvesȱwithȱtheȱspecificȱpreferencesȱofȱtheirȱaudiences.ȱ

Therefore,ȱthereȱisȱnoȱsingle,ȱacceptableȱorganizationȱforȱaȱREPORT.ȱTheȱfollowingȱFORMATȱisȱ
flexibleȱenoughȱtoȱallowȱtheȱinclusionȱorȱexclusionȱofȱelementsȱtoȱsatisfyȱparticularȱneeds.ȱ

1.ȱ TITLEȱPAGEȱ

2.ȱ TABLEȱofȱCONTENTSȱ

3.ȱ SUMMARYȱ(ȱEXECUTIVEȱSUMMARY)ȱ

3.1.ȱ Introductionȱ

3.2.ȱ Resultsȱ

3.3.ȱ Conclusionȱ

3.4.ȱ Recommendationsȱ

4.ȱ INTRODUCTIONȱ

4.1.ȱ Purposeȱ

5.ȱȱ MAINȱTEXTȱ(BODYȱofȱtheȱREPORT)ȱ

5.1.ȱ Methodologyȱ

5.2.ȱ Resultsȱ

5.3.ȱ Limitationsȱ

6.ȱ CONCLUSIONȱANDȱRECOMMENDATIONSȱ

7.ȱ APPENDIXȱ

7.1.ȱȱCopiesȱofȱDataȱCollectionȱFormsȱ

7.2.ȱȱDetailedȱCalculationsȱSupportingȱSampleȱSize,ȱTestȱStatistics,ȱandȱsoȱon.ȱ

7.3.ȱȱTablesȱandȱFiguresȱnotȱincludedȱinȱtheȱbodyȱ

8.ȱȱ BIBLIOGRAPHYȱ
 

TheȱSummaryȱ(ExecutiveȱSummary)ȱisȱtheȱmostȱimportantȱpartȱofȱtheȱreport.ȱItȱisȱitsȱHeartȱandȱ
CORE.ȱManyȱexecutivesȱwillȱreadȱonlyȱtheȱsummary.ȱTheȱtrueȱsummaryȱisȱnotȱanȱabstractȱofȱtheȱ
wholeȱreportȱinȱwhichȱeverythingȱisȱrestatedȱinȱcondensedȱform.ȱAȱgoodȱsummaryȱcontainsȱtheȱ
necessaryȱbackgroundȱinformation,ȱasȱwellȱasȱtheȱimportantȱresultsȱandȱconclusions.ȱTheȱresultsȱ
presentedȱinȱtheȱsummaryȱmustȱagree,ȱofȱcourse,ȱwithȱthoseȱinȱtheȱbodyȱofȱtheȱreport,ȱbutȱonlyȱ
theȱkeyȱfindingsȱshouldȱbeȱpresentedȱhere.ȱItȱisȱusefulȱtoȱincludeȱoneȱorȱseveralȱfindingsȱtoȱeachȱ
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problemȱ orȱ objective.ȱ Conclusionȱ isȱ anȱ opinionȱ basedȱ onȱ theȱ results,ȱ whereasȱ
RECOMMENDATIONSȱshowȱindicatedȱactionsȱforȱfuture.ȱȱȱȱȱȱ ȱ

Theȱmainȱ textȱ isȱ followedȱbyȱ theȱCONCLUSIONȱandȱRECOMMENDATIONSȱsectionsȱwhereȱ
theȱwriterȱshowsȱstepȱbyȱstepȱtheȱdevelopmentȱofȱtheȱconclusionsȱandȱstatesȱthemȱinȱgreatȱdeȬ
tail.ȱȱ

ThereȱshouldȱbeȱaȱCONCLUSIONȱforȱeachȱstudyȱobjectiveȱorȱproblem.ȱReadersȱshouldȱȱbeȱableȱ
toȱ readȱ theȱobjectives,ȱ turnȱ toȱ theȱconclusionȱsection,ȱandȱ findȱspecificȱconclusionsȱ relativeȱ toȱ
eachȱobjective.ȱ

Researchers�ȱRECOMMENDATIONSȱshouldȱfollowȱtheȱconclusion.ȱInȱtheȱdevelopmentȱofȱrecȬ
ommendations,ȱresearchersȱneedȱtoȱinterpretȱallȱtheȱinformationȱinȱtermsȱofȱwhatȱitȱmeansȱforȱ
theȱbusinessȱorȱforȱtheȱrelatedȱbodies.ȱOneȱofȱtheȱbestȱwayȱofȱdoingȱthisȱisȱbyȱofferingȱspecificȱ
recommendationsȱasȱtheȱappropriateȱcourseȱofȱactionȱ(CHURCHILL,ȱ1995,ȱP.1094).ȱ

Theȱnextȱstepȱis,ȱȱofȱcourse,ȱFOLLOWȱUPȱTHEȱSTUDY.ȱThatȱis,ȱimplementationȱofȱfindingsȱandȱ
recommendationsȱforȱreachingȱtheȱsolutionsȱofȱtheȱproblemȱinvestigated.ȱ

5. Parts of a Typical Marketing Research Proposal  

BeforeȱfinishingȱtheȱPresentation,ȱitȱwasȱthoughtȱthatȱitȱwouldȱbeȱusefulȱtoȱgiveȱpartsȱofȱaȱtypicalȱ
MRȱproposalȱforȱyourȱfutureȱstudies.ȱ

 Parts of a Typical Research Proposal 

1. TENTATIVE PROJECT TITLE 

2. STATEMENT OF THE MARKETING PROBLEM 
This is a brief statement that outlines the problem under 
consideration, its brevity gives the reader a general sense of 
the reason for a project. 

3. PURPOSE AND LIMITS OF THE PROJECT 

  Time limitation 

  Money limitation 

  Data limitation 

4. DATA, DATA SOURCES AND RESEARCH METHODOLOGY 

 4.1 Methods for Data Collection 

 4.2 Methods for Data Analysis 

5. ESTİMATE OF TIME AND PERSONNEL REQUIREMENTS 

6. COST ESTIMATES 

7. PROJECT ORGANISATION AND IMPLEMANTATION 

8. TENTATIVE OUTLINE OF THE RESEARCH REPORT 

(CHURCHILL, 1995, p.164 ISIKLI, 1992)  

Aȱ researchȱproposalȱ canȱ takeȱmanyȱ forms.ȱSomeȱwillȱbeȱveryȱ longȱ andȱdetailed,ȱ runningȱ 20ȱ
pagesȱorȱmore,ȱothersȱwillȱbeȱshort.ȱȱMuchȱdependsȱonȱtheȱdetailȱȱwithȱwhichȱtheȱvariousȱpartsȱ
areȱdescribed.ȱ

Tableȱ3ȱContainsȱaȱSAMPLEȱFORMȱ thatȱcanȱbeȱ followedȱ inȱpreparingȱaȱ researchȱproposalȱorȱ
plan.ȱ
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6. Conclusion 

Inȱ ȱ theȱConclusion,ȱMRȱhasȱgreatȱ functionsȱandȱ importanceȱ throughoutȱ theȱ entireȱmarketingȱ
processȱofȱeitherȱgoodsȱandȱservicesȱandȱmoreȱparticularly,ȱinȱMarketingȱManagement.ȱ

Therefore,ȱofȱcourseȱitȱappliesȱtoȱallȱphasesȱofȱMarketingȱforȱORGANICȱPRODUCTSȱasȱwell.ȱSoȱ
theȱ conductingȱofȱRELEVANT,ȱTIMELY,ȱEFFICIENT,ȱACCURATEȱ andȱETHICALȱMarketingȱ
Researchȱstudiedȱinȱthisȱfieldȱwouldȱȱencourageȱtheȱeconomicsȱofȱorganicȱproductsȱbothȱatȱtheȱ
nationalȱandȱinternationalȱlevels.ȱ
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