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GENERAL INTORDUCTION AND COURSE OBJECTIVES
This course aims at explaining the overview of consumer behavior, customer analysis, consumer decision making process and relationship marketing. This course also aims at exposing students to the identification of social and economic basis of consumer choice; Marketing Research Process; Sources and classification of Data. It also allows the students to familiarize and understand the concept of Research Reports and consumerism within Nigerian context.










COURSE CONTENTS
Lecture One:	Overview of Consumer behavior 
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Lecture Three:	Consumer Decision Making Process 
Lecture Four:	Relationship Marketing
Lecture Five:	Marketing Research:  A general Overview				
Lecture Six:		Marketing Research Process (The eleven (11) step – Investigation)
Lecture Seven:	Marketing Research Techniques
Lecture Eight:	Marketing Research Methodology and Sources and Classification of Data





	





LECTURE ONE
Overview of Consumer behavior
INTRODUCTORY CLASS
Introduction
The lecture concentrates on consumer behavior in marketing. Consumer behavior is elucidated and the way organizations learn about consumer behavior is deliberated. It also geared towards the way that marketing gains and benefits from understanding consumer behavior. 
Objectives
At the end of this lesson, students should be able to:
1. Differentiate between consumer and customer
2. Explain the concept of consumer behavior
3. Explain the basic determinants of consumer behavior 

Pre-Test
1. What is the students understanding about the difference between consumer and customer?
2. What is the concept of consumer behavior?
3. What are the basic determinants of consumer behavior?

CONTENT

Who is a consumer?
Who is a customer?
What is consumer behavior? 

Consumer
A consumer is an individual purchases or has the capacity to purchase, goods and services offered for sale by marketing institution in order to satisfy personal or household needs, wants or desire. 
Certainly from this definition, every one of us is a consumer. 

Consumers and customers 
A consumer is a person who makes purchases of goods for his/her household use only i.e. consumer primary purpose of purchase is for personal consumption. A consumer may or not be person that makes the actual purchase of the goods or services. A non-purchaser who may be influenced at some future time is referred to as a potential consumer.
However, a consumer could be any of the following:
1. An individual
2. Household
3. Group
4. Government 
A large number of potential consumers make a potential market. 
A customer is a regular buyer of a product, either for his/her personal use or other purposes. He is a current purchaser. A customer is the one who actively engaged in buying, or who will buy in the nearest future.  

What is consumer behavior? 
A consumer is a human and we talk of human behavior, thus consumer behavior is a subset of human behavior. Human behavior refers to the total process whereby the individual interact with his environment. 
Every thought, feelings, or action we have as an individual is human behavior. Our motive for getting out of bed in the morning, our frame of mind towards others upon arising, the sensations we obtained while eating breakfast, and the decisions we make that guides us by the day are all called human behavior.  

Consumer Behavior
Consumer behavior is a study of individuals, groups or organizations and the processes used by them to select, secure, use and disposed goods and services, to satisfy needs and the impact those processes have on the consumers and the society. Consumer behavior is a complex study of man and his disposition in the market place. 
It is the process whereby individuals decide whether, what, when, where, how, and from whom to purchase goods and services. Consumer behavior includes both mental and physical activity necessary for making decisions in the market place. It has to do with how person perceives himself and his interaction with his environment, including interaction with business firms. 
It involves the issues that influences the consumers before, during and after a purchase. 
It is not possible to clearly separate consumer behavior from human behavior, since a part of human behavior concerns consumer activities. 


Why study consumer behavior? 
1. To understand the motives and decision processes of the consumers 
2. To obtain enough information in order to predict likely behavior of the consumers
3. To improve was of retaining the consumers and understanding how best to serve them
4. Consumer behavior provides a platform to access consumer motives and intentions. 
5. Buying decisions are complex and must be understood by the marketers 

Consumer Roles in Purchases
i. Initiator:	Refers to an individual in the household or organization who first felt the need for a particular product.
ii. Influences: Refers to a person whose opinion, expertise or authority is relevant to the final purchasing decision, he may be a person with superior information or skill or in position of authority that can be trusted. He may need to persuade others to buy.
iii. Decider: The person with the power or authority or financial ability to make the final decision. He may decide to buy as it was suggested or modify the suggestion. He has the power to decide when, where and how to buy.
iv. The buyer: is the person who makes the actual purchase of a product in the market
v. The user: Is the last person in the chain of consumption and the person that consumes the product.

Basic Determinants of Consumer Behavior 
The decision to buy or not is an individual decision and consumers require information both internally and externally to make such decision.We once said that the individual consumer is the ultimate decider of all consumer problems, so these variables (internal) determinants or endogenous) enter directly into the consumers decision, any external factor’s the exogenous variables simply operate indirectly by first influencing the basic determinants which in turn, affects the consumer.
Types of basic determinants:there are four basic variables, these are as follow: 
1. The consumer’s needs, 
2. Motives, 
3. Personality and 
4. Awareness. 
These are arranged around the consumer’s decision. Consumer purchase decisions are placed in the center of these variables because it is the focus point of consumer behavior. The object of consumer behavior is to make sound decisions to the satisfaction of individual’s wants.

Need: A need is any physical or body requirement. In a sense, it is a lack of something useful, required, or desired for any reason. That is to say, need is a condition requiring relief.
Motive: A motive is an impulse or feeling that causes one to do something or act in a certain way. Motives make us aware of our needs and give us a reason for acting on these needs.
Personality: This is defined as the human characteristics or traits built into a person that make each person different from every other persons. Motives force us to act on our needs, but personality make us act in a specific manner.
Awareness: this is the outward looking to interpret what the consumer sees, hears, feels etc. it is subdivided into three variables- perception, attitude and learning. All these three variables concern the consumer’s external environment.
Perception is a particular interpretation one gives to objects or ideas observed, or otherwise bought to the consumer’s attention through the senses.
Learning means any change in the consumer’s thought, responses or behavior as a result of practice, experience or intuition. It is knowing what was unknown before.
Attitude means a broad group of innate human feelings or points of view that pattern behavior.

Post-Test
1. What is your understanding about the difference between consumer and customer?
2. Define the concept of consumer behavior?
3. Explain five consumer roles in purchases?
4. Explain the major reasons why we study consumer behavior?
5. What are the basic determinants of consumer behavior?
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LECTURE TWO
CUSTOMER ANALYSIS
INTRODUCTORY CLASS
Introduction
This lecture focuseson the main reason why we undertake customer analysis as part of a business plan. It isimperative to examine the consumers most likely to buy your goods or service in-depth. The lecture will also explore the steps in market segmentation, characteristics of effective segmentation and the method of choosing the appropriate market segments 
Objectives
At the end of this lecture, students should be able to:
1. Critically explain the concept of customer analysis
2. Explain appropriate steps in market segmentation
3. State the characteristics of effective segmentation
4. Explain the method of choosing the appropriate market segments

Pre-Test
1. What is the students understanding about customer analysis?
2. State the appropriate steps in market segmentation
3. What are the characteristics of effective segmentation
4. Discuss the method of choosing the appropriate market segments

CONTENT

The customer analysis is the first logical step in strategic market planning, Kotler (1994) has described the heart of modern strategic marketing as segmenting, targeting, and positioning, (STP). Since no marketer can satisfactorily satisfy the whole market or industry, it is therefore, imperative that the market is segmented. Segmentation is also precipitated by the fact that the market is heterogeneous – made up different consumers with different needs and wants. 
Marketing response to the market needs over the time according to Kotler (1994:264) has passed through three stages. 

Mass Marketing: Here, the seller engages in the mass production, mass distribution and mass production of one product for all buyers. The assumption was that it would lead to the lowest costs and prices and create the largest potential market. 

Product Variety Marketing: Here, the producer produces different varieties of different features, styles, qualities, sizes and so on of several products variety to buyers rather than appeal to different market groups. The argument is that variety is the spice of life as tastes changes over time. Consequently, customers will seek change and variety as they occur. 

Target Marketing: Here, the seller identifies the major segments of the market targets the most attractive one or more of these segments, and develops products and marketing programs tailored to each selected segment. Micro-marketing and customized marketing are the ultimate forms of target Marketing. Products are or to the needs and wants of a district consumer or buying organization. Target Marketing helps organizations to identify Marketing opportunities better. The firms can now develop the right offer or products, prices, promotion and channel of distribution for each target. Because of this, many organizations nowadays are increasingly embracing target marketing. 
Therefore, customer analysis must address the following questions 
· Who are the biggest customers? 
· What motivates customer behavior? 
· Are there unmet needs? 
These strategic questions certainly will lead to other strategic sub-questions before any strategic decision could be taken. The target market approach helps organization focus their efforts on their buyers rather scattering them all over the market. In other words, it enhances the use of the “rifle” approach rather than the “shotgun” approach. Target marketing calls for three important steps – segmentation, targeting and positioning. 

Three Significant Steps of Target Marketing 
1. Segmentation,
2. Targeting and 
3. Positioning. 
Market Segmentation
Market  segmentation is the act of identifying and profiling distinct groups of buyers who might require separate products and/or marketing mix  (Kotler 1994. 265), J. Onah (1978 p. 192) defines marketing segmentation as the process of dividing a market into smaller units or target markets and locating individuals who belong to each target market. The assumption he further said is to have people who are apparently homogeneous or have common characteristics grouped together. The idea of a homogeneous market does not exist. Rather what we have as a country is a composite of many small markets whereby each of these small market constitute the market segment. The concept of product identification recognizes the existence of segments and attempts to satisfy each small group (Boone & Kurtz). 
General Approach to Segmentation 
Markets consist of buyers who differ in one or more respects. Markets also differ in their wants, purchasing power, tastes, buying motives, unmet needs, and buying practices and uses. Any of these variables can be used to subdivide the market into small units, as follows: 

STEPS IN MARKET SEGMENTATION
Step 1:	Identify the segmentation variables and segment the market.
Step 2:	Development the profile of each units 
Step 3:	Evaluate the attractiveness of each segment. 
Step 4: 	Select the target segment(s)
Step 5:	Select the appropriate positioning concepts. 
Step 6: 	Select, develop and convey the chosen positioning concept to others.
In a strategic context, segmentation means the identification of customer groups that respond differently than other customer groups to competitive strategies. The development of a successful segmentation strategy requires the conceptualization, development, and evaluation of a competitive offering. The customer analysis must provide the following information to effect an adequate segmentation strategy. 

CHARACTERISTICS OF EFFECTIVE SEGMENTATION 
Although there are many ways to segment a market, but not all market segmentations are necessary or effective. For instance, all buyers of Coca Cola drink could be classified into tall and short people but height has nothing to do with consumption of coke. Ro be maximally useful effectively segmented markets must exhibit the following characteristics: (Kotler 1994:280). 
· Measurable: The size, purchasing power, and profile of the segment can be measured. Certain segmentation variables are difficult to measure. 
· Substantial: The segments are large and profitable enough to serve. A segment should be the largest possible homogenous group worth going after with a tailored marketing program. It would not pay, for example. For an automobile manufacturer to develop cars for persons who are shorter than four feet.
· Accessible: The segments can be effectively reached and served. Suppose a perfume company finds that heavy users of its brands are single women who are out late at night and frequent bars. Unless these women live or shop at certain places and are exposed to certain media, they will be difficult to reach.
· Differentiable: The segments are conceptually distinguishable and respond differently to different marketing mix elements and programs. If married and unmarried women respond similarly to a sale of fur coats. They do not constitute separate segments.
· Actionable: Effective programs can be formulated for attracting and serving the segments. A small airline, for example, identified seven market segments, but its staff was too small to develop separate marketing programs for each segment.
CHOOSING THE APPROPRIATE MARKET SEGMENTS 
Once the different segments have been appraised the firm is now in a position to select which and how many segments to pursue. It is not an easy task. However, five patterns of choosing target markets as identified by Derek F. Abell (1980):192-9.) are (1) Single Market Concentration (2) Selective Specialization (3) Product Specialization (4) Market Specialization (5) Full Market Coverage. 
Single Market Concentration 
In this case, the firm concentrates its efforts in a single segment, through concentrate marketing strategy, the firm is capable of achieving a strong market position by having greater knowledge of segments needs thus gaining special reputation. Concentrated marketing strategy forces the firm to enjoy operating economies, because it can afford to achieve specialization in such areas as distribution, promotion and other marketing activities. Concentrated marketing is also associated with higher than normal risks. When the market segment turns sour due to change in consumer behaviour or preference or possible invasion by competitor it can spell doom or danger to firm’s. This is why many firms would not like to carry all their eggs in one basket. 

Selective Specialization 
Given the firm’s objectives, resources and capabilities and the segments’ potentials, the firm selects a number of attractive and appropriate ones. The segments may be small or enjoy no synergy but each promises to be money well spent. Multisegment approach affords the firm the opportunity to diversify its risk. 
Product Specialization 
The firm makes the same product for several segments. Not too many products can enjoy such a universal acceptance. Examples would be biro pens used by almost everybody, microscopes used by laboratories, whether personal, university, secondary school or hospitals. Each segment offers unique challenges and opportunities.
Market Specialization 
The firm satisfies many needs of a particular customer group. For instance Eleganza sells an assortment of cooling products including food flasks, party coolers, feeding bottles, chemical flasks. It reputation in this segment is very strong and consumers looks up to it for new products in this area of specialization. 
Full Market Coverage 
The firm attempts to satisfy all customer groups with all the products that they might need. Such a venture would certainly involve a lot of resources and not too many organizations can afford that. Examples include IBM for computers. Toyota for vehicle market. And Pepsi Cola for soft drink market organizations pursue this approach through either differentiated or undifferentiated marketing. 

Post-Test
1. What is your understanding about customer analysis?
2. What are the appropriate steps in market segmentation
3. Explain the characteristics of effective segmentation
4. Discuss the methods of choosing the appropriate market segments
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LECTURE THREE
CONSUMER DECISION MAKING PROCESS
INTRODUCTORY CLASS
Introduction
This lecture focuses on consumers moves through a decision making process in order to buy a product or service. It also explore what approaches marketers utilizes to take advantage of this process and levels of consumer decision making. 
Objectives
At the end of this lecture, students should be able to:
1. Critically explain the concept of Decision-Making Process
2. Explain 5 Steps of Consumer Decision-Making Process.
3. State the levels of consumer decision making. 

Pre-Test
1. What is the students understanding about Decision-Making Process?
2. State the appropriate5 Steps of Consumer Decision-Making Process?
3. What are the levels of consumer decision making?

CONTENT

What is decision making?
Decision making is the process of making choices by identifying a decision, gathering information, and assessing alternative resolutions. Using a step-by-step decision-making process can help you make more deliberate, thoughtful decisions by organizing relevant information and defining alternatives.

5 Steps of Consumer Decision-Making Process.
Consumer Decision-Making Process. The consumer decision-making process consists of five steps, which are need recognition, information search, evaluations of alternatives, purchase and post-purchase behavior. These steps can be a guide for marketers to understand and communicate effectively to consumers.
Problem/Need Recognition
Recognition of need or a problem is the first stage of the model. According to Bruner (1993) recognition of a problem arises in the situation where an individual realizes the difference between the actual state of affairs and desired state of affairs. Neal and Quester (2006) further state that the recognition of a problem or need depend on different situations and circumstances such as personal or professional and this recognition results in creation of a purchasing idea. For instance, consumer may recognize the need to buy a laptop when there is need to carry it use it in different places which is convenient compared to a desktop computer.
Information Search
The next stage of the model is information search. Once the need is recognized, the consumer is likely to search more product-related information before directly making a purchase decision. However, different individuals are involved in search process differently depending on their knowledge about the product, their previous experience or purchases or on some external information such as feedback from others.Search of information process itself can be divided into two parts as stated by Oliver (2011): the internal search and external search. In internal search, the consumers compare the alternatives from their own experiences and memories depending on their own past experiences and knowledge. 
For example, searching for fast food can be an example for internal search because customers often use their knowledge and tastes to choose the right product they need rather than asking someone for an advice. On the other hand, external search ends to be for bigger purchases such as home appliances or gadgets. For instance, consumers who wish to buy new furniture or a mobile phone tend to ask friends’ opinion and advices or search in the magazines and media before making a purchasing decision.
Evaluation of Alternatives
After gathering enough information at the first stage the consumer gets into comparing and evaluating that information in order to make the right choice. In this stage the consumer analyzes all the information obtained through the search and considers various alternative products and services compares them according to the needs and wants. Moreover, another various aspects of the product such as size, quality, brand and price are considered at this stage. Therefore, this stage is considered to be the most important stage during the whole consumer decision making process.
Purchase Decision
Once the information search and evaluation process is over, the consumer makes the purchasing decision and this stage is considered to be the most important stage throughout the whole process. In this stage, the consumer makes decision to make a final purchase as he or she has already reviewed all the alternatives and came to a final decision point. Purchased further can be classified into three different types: planned purchase, partially purchase and impulse purchase (Kacen, 2002).
· Planned purchase refers to the purchase of a product by customer after a lot of analysis i.e. pros and cons of product, which is a time taking process. By the time customer is ready to purchase he or she has a lot of information about the product and has every reason on why the product he or she will be purchasing is best suited
· An impulse purchase or impulse buying is an unplanned decision to buy a product or service, made just before a purchase. One who tends to make such purchases is referred to as an impulse purchaser or impulse buyer.
· A partial purchase or a “partial” allows a note holder/seller to sell only part of a note. This maneuver is a transaction in which the owner of a private mortgage note sells less than the entire indebtedness owned by the note holder/seller.
Post-Purchase Evaluation
The final stage in the consumer decision making process is post-purchase evaluation stage. Many companies tend to ignore this stage as this takes place after the transaction has been done. However, this stage can be the most important one as it directly affects the future decision making processes by the consumer for the same product. Therefore this stage reflects the consumer’s experience of purchasing a product or service. This view is further supported by Ofir (2005) mentioning that the consumer decision making process is a repetitive action and a good experience is vital in reducing the uncertainty when the decision to purchase the same product or service is considered the next time.
Brink and Berndt (2009) also highlights the importance of the post-purchase evaluation stage. According to the authors, the consumer may either get satisfaction or dissatisfaction depending on the evaluation of the purchase and comparison of their own expectations. The outcome forms the experience of the customer and it this experience is believed to have a direct impact on the next decision of the consumer to purchase the same product from the same seller.

Levels of Consumer Decision Making
It is important to remember that not all consumer decision situations receive (or require) the same degree of information search. If all purchase decisions required extensive effort, consumer decision making would be an exhausting process that left little time for anything else. On the other hand, if all purchases were routine, they would tend to be monotonous and would provide little pleasure or novelty. On a continuum of effort ranging from very high to very low, we can distinguish three specific levels of consumer decision-making: 
1. extensive problem solving
2. limited problem solving, and 
3. routinized response behavior.
Extensive Problem Solving
When consumers have no established criteria for evaluating a product category or specific brands in that category or have not narrowed the number of brands they will consider to a small manageable subset (the evoked set) their decision making efforts can be classified as extensive problem solving. At this level, the consumer needs a great deal of information to establish a set of criteria on which to judge specific brands and a correspondingly large amount of information concerning each of the brands to be considered.
Limited Problem Solving
At this level of problem solving, consumers already have established the basic criteria for evaluating the product category and the various brands in the category. However, they have not fully established preferences concerning a select group of brands. Their search for additional information is more like “fine tuning”, they must gather additional brand information to discriminate among the various brands.
Routinized Response Behaviour
At this level, consumers have some experience with the product category and a well-established set of criteria with which to evaluate the brands in the evoked sets. In some situations. They may search for a small amount of additional information: in others. They simply review what they already know.Just how extensive a consumer’s problem solving takes depends on how well established his or her criteria for selection are how much information he or she has about each brand being considered and how narrow the set of brandy the evoked set is from which the choice will be made. Clearly, extensive problem solving implies that the consumer must seek more information to make a choice, while routinized response behavior implies little needs for additional information.

Post-Test
1. What isDecision-Making Process?
2. State the appropriate5 Steps of Consumer Decision-Making Process?
3. What are the levels of consumer decision making
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LECTURE FOUR 
Relationship Marketing
INTRODUCTORY CLASS
Introduction
This lecture focuses on focuses on customer loyalty and long-term customer engagement rather than shorter-term goals like customer acquisition and individual. It also explore the main characteristics of relationship.
Objectives
At the end of this lecture, students should be able to:
1. Critically explain the concept of Relationship Marketing.
2. Explain the main characteristics of relationship. 
3. Discuss the Relationship Marketing and the 4ps. 
Pre-Test
1. What is the students understanding about Relationship Marketing?
2. What are the main characteristics of relationship? 
3. DiscussRelationship Marketing and the 4ps?

CONTENT

Relationship Marketing

RM is the relationships between the company and its customers, Employees, suppliers, distributors, dealers and retailers. RM is a facet of customer relationship management (CRM) that focuses on customer loyalty and long-term customer engagement rather than shorter-term goals like customer acquisition and individual. The company’s relationship capital is the sum of the knowledge, experience and trust a company has with its customers, employees, suppliers and distribution partners. These relationships are often worth more than the physical assets of a company. Relationships determine the future value of the firm.Any slips in these relationships will hurt the company’s performance. Companies need to keep a relationship scorecard that describes the strengths, weakness, opportunities and threats in regard to the relationship. Your company needs to move fast and repair any important but weakening relationships.Traditional transaction marketing tended to ignore relationships and relationship building. The company as viewed as an independent agency always maneuvering to secure the best terms. The company was ready to switch from one supplier or distributor to another if there was an immediate advantage. The company assumed that it would normally keep its current customers and it would spend most of its energy to acquire new customers. The company neglected the interdependence among its main stakeholders and their roles in affecting the company’s success.Relationship marketing (RM) marks a significant paradigm shift in marketing a movement from thinking solely in terms of competition and conflict towards thinking in terms of mutual interdependence and cooperation. It recognizes the importance of various parties – suppliers employees, distributors, dealers and retailers – cooperating to deliver the best value to the target customers.

Here are the main characteristics of relationship:
· It focuses on partners and customers rather than on the company’s products.
· It puts more emphasis on customer retention and growth than on customer acquisition
· It relies on cross-functional teams rather than on departmental level work
· It relies more on listening and learning than on talking

Relationship Marketing and the 4ps

The shift toward relationship marketing does not mean that companies should abandon transaction marketing altogether. Most companies needs to operate with a mixture of the transactional and the relational marketing approaches. Companies selling in large consumer markets practice a greater percentage of TM while companies with a smaller number of customers practice a higher percentage of RM.Definition of 'Marketing Mix': The marketing mix refers to the set of actions, or tactics, that a company uses to promote its brand or product in the market. 

The 4Ps make up a typical marketing mix - Price, Product, Promotion and Place.

Product
· more products are customized to the customers’ preferences
· new products are developed and designed cooperatively with suppliers and distributors
Price
· the company will set a price based on the relationship with the customer and the bundle of features and services ordered by the customer
· in business-to-business marketing there is more negotiation because products are often designed for each customer
Distribution
· RM favors more direct marketing to the customer thus reducing the role of middlemen
· RM favors offering alternatives to customers to choose the way they want to order, pay for, receive , install and even repair the product
Communication 
· RM favors more individual communication and dialogue with customers.
· RM favors more integrated marketing communication to deliver the same promise and image to the customer.
RM sets up extranets with large customers to facilitate information exchange, joint planning, ordering and payments.

Post-Test
1. What is the students understanding about Relationship Marketing?
2. What are the main characteristics of relationship? 
3. Discuss Relationship Marketing and the 4ps?
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LECTURE FIVE
DEFINITIONS AND GENERAL OVERVIEW OF MARKETING RESEARCH 
Introduction
The lecture focuses on the overview of marketing research and how it was evolved. The lesson will also discuss the features of marketing research.
Objectives
At the end of this lesson, students should be able to:
1. State different definition of marketing research.
2. Explain how marketing research was evolved. 
3. Explain the features of marketing research. 

Pre-Test
1. Define of marketing research.
2. How does marketing research evolved. 
3. Discuss the features of marketing research. 

CONTENT
Marketing Research evolved as consumers and their preferences developed; hence the need for marketing research arises and grows as a consumer moves from one preference to the other.Today, most firms regardless of their degree of marketing coverage are recognizing the importance of Marketing Research.Through knowledge of marketing research are desirable in solving the problems of firms’ distribution and sales.
Few Definitions:
1.	Marketing Research is the systematic collection or gathering, recording, analyzing and interpretation of data about problems relating to distribution and sales of goods and services (Ibidunni, 2004).
2.	Marketing Research is about researching the whole of a company’s marketing process (Palmer, 2000).
3.	Marketing Research:  The systematic and objective search for an analysis of information relevant to the identification and solution of any problem in the field of marketing (Green and Tull, 2008).
Features of Marketing Research
The salient characteristics or features of marketing research are as follows:
1. Wide and comprehensive scope - Marketing research has a very wide scope. It includes product research, packaging research, pricing research, market research, sales research, etc. It is used to solve marketing problems and to take marketing decisions. It is used to make marketing policies. It is also used to introduce new products in the market and to identify new markets. Marketing research is used to select channels of distribution, in advertising strategy, for sales promotion measures, etc.
2. Systematic and scientific - Marketing research is conducted in a step-by-step manner. It is conducted in an orderly fashion. Therefore, it is systematic. Marketing research uses scientific methods. Thus, it is also scientific.
3. Science and art : A Science collects knowledge (data) while an Art uses this knowledge for solving problems. Marketing research first collects data. It then uses this data for solving marketing problems. Therefore, it is both, a Science and an Art.
4. Collects and analyzes data - Marketing research gathers data accurately and objectively. It first collects reliable data and then analyses it systematically and critically.
Continuous and dynamic process - The company faces marketing problems throughout the year. So, Marketing research is conducted continuously. It continuously collects up-to-date data for solving the marketing problems. Large companies have their own marketing research departments. They conduct Marketing research continuously throughout the year. Therefore, Marketing research is a continuous process. 

Post-Test
1. Define marketing research.
2. How did marketing research evolve ?. 
3. Discuss the features of marketing research. 
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LECTURE SIX
MARKETING RESEARCH PROCESS
Introduction
The lecture focuses on the processes of marketing research.
Objectives
At the end of this lesson, students should be able to:
1. Differentiate between market research and marketing research
2. State the eleven steps of marketing research process

Pre-Test

1. What is the different between market research and marketing research?
2. Discuss the eleven steps of marketing research?


CONTENT
Marketing Research Process:
Market research and marketing research are often confused. ‘Market’ research is simply research into a specific market. It is a very narrow concept. ‘Marketing’ research is much broader. It not only includes ‘market’ research, but also areas such as research into new products, or modes of distribution such as via the Internet
Eleven (11) Step-Investigations
· After an initial desk research, the real process of the research study can commence as follows:
1.	Establish the need for Marketing Research
2.	Define the problem
3.	Establish Research Objectives
4.	Determine the Research Design
5.	Identify information types and sources
6.	Determine methods of accessing Data
7.	Design Data collection forms
8.	Determine sample plan and size
9.	Collect Data
10.	Analyze Data
11.	Prepare and present the research report
Note:  despite obvious differences in scale and scope of different Marketing Research projects, the aforementioned steps are basically common to all.
Post-Test
1. What is the different between market research and marketing research?
2. Discuss the eleven steps of marketing research?
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LECTURE SEVEN
MARKETING RESEARCH TECHNIQUES

INTRODUCTION

The lecture focuses on the processes of marketing research techniques and specific techniques that are used in solving problems in marketing research.
Objectives
At the end of this lesson, students should be able to:

1. Explain marketing research techniques
2. State specific techniques that are used in solving problems in marketing research.

Pre-Test
1. Discussmarketing research techniques?
2. List thespecific techniques are used in solving problems in marketing research?

CONTENT
The research undertaken in marketing field may be quantitative or qualitative. The quantitative marketing research attempts to observe statistically the behaviour of various marketing components. It is an attempt to figure out the consumer profile relevant to the marketing problem under study. It tries to find the answers as to what? How? How much? Where? And When? A consumer buys a product or a service. 
It is probing the conscious mind of consumers. On the other hand, qualitative marketing research tries to find out answers as to why a consumer behaves this way or that way? It answers why? of a situation by probing the sub-conscious and unconscious mind. It finds out the causes and the motives for specific consumer behaviour. It is more popularly known as ‘motivation research’ a major form of consumer research. 
Marketing Research Techniques:
Marketing Research means and entails probing into the cause (s) of a problem that arises during the distribution and sale of a product or service.  Specific techniques are used in solving problems in marketing research.
(A) Consumer Panel
(B) Brand Barometer
(C) Product Testing
(D) Laboratory Shop
(E) Inventory Audit
(F) Market Testing
(G) Department – Interview
(H) Observation Technique
(I) Census
Attention will be given to the associated merit and demerits of each and every technique.
Post-Test
1. Discuss marketing research techniques?
2. List the specific techniques are used in solving problems in marketing research?
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LECTURE EIGHT 
MARKETING RESEARCH METHODOLOGY AND SOURCES AND CLASSIFICATION OF DATA

INTRODUCTION

The lecture focuses on marketing research methodology and sources and classification of data. 
Objectives
At the end of this lesson, students should be able to:

1. Explain Approaches to conducting Marketing Research
2. State the specific Three (3) most important designs.
3. Sources and classification of Data.

Pre-Test
1. What are the approaches to conducting Marketing Research?
2. Discussthe specific three (3) most important designs?
3. Elucidate the Sources and classification of Data?

CONTENT
Methodology:
(A)	Approaches to conducting Marketing Research:
	Four (4) basic ways depending on the situation and availability of funds.
1. Do – it – yourself (personality)
2. Do – it – yourself using Marketing Research Department
3. Do – it – yourself using field work agency
4. Full services of a Marketing Research agency
(B)	Research Design:
	Three (3) most important designs are:
(a) Exploratory Design
(b) Survey Design
(c) Experimental Design

· Experimentation
· Laboratory
· Field
· Questionnaire
· Design
· Administration
· Questionnaire Design Process

(i) Specify the information needed
(ii) Specify the type of interviewing method
(iii) Determine the content of individual questions.
(iv) Design the questions to overcome respondents’ unwillingness or inability to answer.
(v) Decide on the questions structure
(vi) Determine the questions wording
(vii) Arrange questions in proper order
(viii) Identify the form and layout
(ix) Reproduce the questionnaire.
Sources and classification of Data:
Basically two (2) classifications:
(a) Primary Data
(b) Secondary Data

Sources of Primary Data:
1.	Mail questionnaire
2.	Personal interview
3.	Focus group interview
4.	Telephone interview
5.	Panel Survey
6.	Observation and 
7.	Experimentation

Secondary data can be classified as either:	        (i)	Internal
						       (ii)	External

Sources of secondary Data for Marketers:
(a) Reference guides
(b) Indexes
(c) Dictionaries/Encyclopedias
(d) Directories
(e) Libraries
Post-Test
1. What are the approaches to conducting Marketing Research?
2. Discuss the specific three (3) most important designs?
3. Elucidate on the Sources and classification of Data?
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