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Managing Marketing Information to Gain Customer Insights
sMand) (69 QladsY & gudl) Cila glaa 3 )4)

Marketing Information and Customer Insights
sard) 579, Gyl Claglaa

Customer Insights dre:a 3wl 53,
Fresh and deep insights into customers needs and wants

e8Le)9 Dl Ol lea diwe g 8l S5
e Difficult to obtain lde Jpazl Caall (10
— Not obvious d=ly Ae
— Customer’s unsure of their behavior 4Sslw ¢pe Juan)l 4ST pue

e Marketer needs better information and more effective use of existing
informationsss=gell leglaall ddlad F8T plasuily Juadl loghan ] Bgunall Zlizx

Companies are forming customer insights teams JsSid O 41 0945
Mol 55y By

— Include all company functional areas: Coca-Cola’s marketing research
group is headed by vc of marketing strategy and insights

Coca-d54d @rgudl Eiloul ds gaza iy 1484l dxadds gl Y xall s (prasa -
dleba>lg 319wl dexdlinwd Gud) Jb el Cola
— Collect information from a wide variety of sources - (o Gloglao)l zox
)Jba.oJ‘ O 219545«0 a.s‘-jw

— Use insights to create more value for their customers ($§,J! puswi! -
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Marketing Information Systems (MIS)
(MIS) G20l Claghas elas

consists of people and procedures for:

— Assessing the information needs - 45 glaodl Ol>los>Y! 0l
— Developing needed information - diglacll Oiloglasl! yglal

— Helping decision makers use the information for customer

ol Slo ghaoll pldseiwl (§ Hlydll Gdseie Busluws -

Jmc.LA:ﬁ

Marketing managers and other information users

Obtaining customer and market insights from marketing information

Marketing information system

Developing needed information

Assessing . _ Analyzing
information dlnternal “ ‘Marketing “ Marketing “ and using
o atabases intelligence research : information
Marketing environment
Target Marketing Competitors Publics Macroenvironment
markets channels forces
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Assessing Marketing Information Needs

MIS provides information to the company’s marketing and other managers and external partners such
as suppliers, resellers, and marketing service agencies Eg.Wal-Mart's Retail Link system gives key
suppliers access to information on everything from customers’ buying patterns and store inventory
levels to how many items they’ve sold in which stores in the past 24 hours.

GLC ¢ é;\_gu.ﬁ‘ Olods 03’5_9_9 o;uﬁul_g Qg.))}dl Jio M)Lﬁ:ﬂ ;S_,&J‘_g Q:‘PS” (Xﬁmtg 35_,5«.” @_944.1] CJLA}J\M M|S_)-9_93

blail o0 5 5(s S Jg> Sloghaall U] Jguo9)l iyl 3ysall Wal-Mart » poldl &5l ool pllas ey ¢ Jlad) s

Aol Al 24 01 I y2lie (5T @ Lgeb (&) poliadl (o dpdall &S ] y2xtall 0933 Gbgiumey Dol sl
Characteristics of a Good (MIS)

Balancing what the information users would like to have against what they need
and what is feasible to offer

Aol Ses bog ddl O glize b ilie gads J guall é O geddiwn]! g ‘é"\.ﬂ Olo glaodl 53l g0

User’s
Needs

MIS
Offerings

Marketers obtain information from:

Marketing
Internal data i
Marketing research
A1l LU intelligence R
Al s el &g

Grgedl) il jas
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Internal data Internal databases are electronic collections of consumer and market
A1l LU information obtained from data sources within the company network

o (M Gy llgiunedl loglan (o dg ASY| Wlegamme (B AdSIWl UL Uelgd
A1 A J310 Wbl yalas e Lgads Jgaaxdl

~_

* Key information on customers: ® sSeall (¢ duwslasl Cloglas:
¢ salese ilall

e websites visitede 23130J1 8L}

e demographics ® 438l duSAI

* psychographicse gl ladasall

e service and satisfaction measurese LoyJlg dedsdl julae

* Source of customer insights about buying patterns. e sl bl Jg> eMeall (55 s,
Competitive Marketing Intelligence:

The systematic collection and analysis of publicly available information about
consumers, competitors and developments in the marketplace : actively scanning
the general marketing environment

: 39l 3 ©Dghailly (ruwdlially (pSdgiuedl Jg= ) ggal) doliadl ol ghaal) (sxginll Judoxilly aazd!
dolall (gl dind Jlad)l prsad!

Marketing intelligence techniques: observing consumers firsthand to quizzing the
company’s own employees, benchmarking competitors’ products, researching the
Internet, and monitoring Internet buzz.

Cltie ol ¢ 3,1 ga.bj.n Olgziwd §ale ASlgiuall dudlyo ol Ohlsuiwl Ol
= A g Adlyeg ¢ CHBY o only ¢ edlia)
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Marketing
intelligence
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Steps in the Marketing Research Process

Defining the
problem and
research
objectives

Defining the Problem and Research Objectives toxd! Calualy A ]! dudss

CHAPTER 4

is the systematic design, collection, analysis, and reporting of data relevant to a
specific marketing situation facing an organization

Bodowo @_9_“5 ZUL?:J M‘ I3 C)bL_uJ‘ Oc t}b}”ﬁ ¢ M‘ﬁ 3 co;g”j 3 Lf‘@"’“‘” WJJ‘},Q

Gives marketers insights into customer motivations, purchase behavior, and
satisfaction. Help assess market potential and market share or measure the
effectiveness of pricing, product, distribution, and promotion activities.

Byl US| S (.3 diclunall Uoyllg el adl 2 glusg eDhaall 2ol Jg= S8 (8 guunal! L;l“":’
.@3}]\3 C::)‘}:J\g @w‘jM‘ ada i ddlasd wk&éﬁi G| ‘3 a9

JM;LA.\S

Aalaioll dlgs

Developing the
research plan

for collecting
information

Iggfan::hng?agnﬁe Interpreting and
_ reporting
collecting and the findings

analyzing the data
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Marketing
research

Gyl &gy
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—describes things (who, when, how, why); — « caS ¢ (a0 ¢ (w0) sbidl Caog

(13LJ

. — Causal research: . - duudl &gzl
—tests hypothesis about cause and effect relationships (price/demand,

environment/purchase rate).
—(;J—&J\ dJ..’.A / 45.,\4.‘\ ¢ gf.UaJ\ /).a.w.]\) a.?:.éiﬁ\j “.":"“'J‘ BV dj—" ulyp).a.i\ ubbuo-\

Marketing Research Written Research Plan Includes:

b L gl Gl UK Eial) Al Cpacatiy
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Exploratory research: JLaSiuwd! Eoed! :

—objective is to gather preliminary information that will help
define the problem and suggest hypotheses. (focus groups,
interviews)

- Oyl #1581y Al douss § el gl Wloglan pazr 92 Bugll

— Descriptive research: - (&09 Cou:

Manageme Information Budget
nt problem needed
Byloyl Alice Research Ologlas How the results
biecti will help
0 JeC IVES management
. decisions
Eodl Lol

b el el S

Marketing Research Developing the Research Plan :

Secondary data: consists of information that Primary data: consists of information
already exists somewhere, having been
collected for another purpose

S0 (8 Jailly 3352 30 S slas (0 4 0 L) (o835 falal)
Al e e i L

B0yl ) 8 A

Giagll ddad gl G geul) gy

gathered for the special research plan

Uadl Lgman &3 3 il shaall (g 400 ) i) ¢ oS8

Upioaded By anonymous



MKET130 CHAPTER 4 RETRPA PNy

Developing Marketing Information Secondary Data:

G gl) il glral 4 oY) cililgal) yy ghat

(¢ .

o ) (@ )
Advantages Disadvantages

Cost Current

Speed Relevant

Could not get data Accuracy

otherwise ‘

Impartial
& ) @ )

Marketing Research

Research
approaches

Contact methods

Sampling plan

TUDENTS-HUB.com Upioaded By anonymous




MKET130 CHAPTER 4 s elad

Market Research : Research Approaches

- Observational research involves gathering primary data by
observing relevant people, actions, and situations

oalaaY) A8 e IR e A5V Ul aes Adaa Dl e 3N CilagY) Gaials
) gall g lel jall Carinall

- Ethnographic research involves sending trained observers
to watch and interact with consumers in their natural
environment

Al agiin (8 agae Jeliill g (Sleiual) 3aaLaal (s pae (i) ye Jl ) (G158 S5Y1 Cnall ey

- Survey research is the most widely used method and is best for
descriptive information—knowledge, attitudes, preferences, and
buying behavior

4 jaall - Gyba gl o glaall Juad1 sa 5 Glasiul Y1 GQlulY) sa Jlaiind) sl
o) il @ gl g Mzl 5 i) gall
* Flexible
* People can be unable or unwilling to answer
» Gives misleading or pleasing answers
* Privacy concerns

- Experimental research is best for gathering

causal information—cause-and-effect relationships

arenill Ll ga o il Eanl)
Rﬂ'jﬂ\j a._\..a....J\ calddle -2:\,\.3“3\ «L\LA)L.A\
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Marketing Research Strengths and Weakness of Contact Methods

Mail Telephone | Personal | Online

Flexibility Poor Good Excellent | Good
Quantity of data | Good Fair Excellent | Good
collected
Control of | Excellent | Fair Poor Fair
interviewer
effects
Control of Fair Excellent Good Excellent
sample
Speed of data Poor Excellent Good Excellent
collection
Response rate Poor Poor Good Good
Cost Good Fair Poor Excellent
Marketing Research Online Contact Methods:
AN AN
\ Online
Internet surveys .
Online panels experiments Online focus
i yY) Cile Sai i Y e cdag) i Y e o jlas groups
e Sl Gle e
AN
Advantages

* Low cost ® Speed ¢ Higher response rates ® Good for hard to reach groups

Marketing Research Online Contact Methods
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Marketing Research Sampling Plan:

Sample is a segment of the population selected for marketing research
to represent the population as a whole

JSS el Jall (g gual) la W GRS 3 Sl (30 Ay 5 0 B b Adal

— Who is to be studied?siu . s 3 o -

— How many people should be studied? Sagiul 2 i ) alaill s S -

— How should the people be chosen?sul jual ay s -

Marketing Research Sampling Plan — Types of Samples
Probability Sample 4dlaiay) die
Simple random sample : Every member of the population has a known
and equal chance of selection

DLERY) 8 A gldia 5 A8 5 jaa dua s OS] (e a8 (S rldag ) glde A
Stratified random sample: The population is divided into mutually
exclusive groups and random samples are drawn from each group

w@\jsnaug;mezﬁaﬁmabw &) aain | sy -AgBdal) d) guliall diml)
de gena JS

Cluster (area) sample : The population is divided into mutually
exclusive groups and the researcher draws a sample

e aw il o gy s Aalie Cle gana ) aainal) andiy 3 (Alaiall) ALY L
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Nonprobability Sample 4dlia¥) axe dic
Convenience sample : The research selects the easiest population members
Jens) gainall 2l il Canll sy Aaidle e

Judgment sample: The researcher uses their judgment to select population
members

ainall 2l 8 HLEAY AeSa Caalill aading 1aSal) die

Quota sample: The researcher finds and interviews a prescribed number of
people in each of several categories

Badaiall il (e 438 JS 8 Gl Al e Toasa 132 iy 5 Canlll aay A al) danll A

Marketing Research - Research Instruments — Questionnaires(<bluiw) )

. Closed-end questions include all possible answers, and subjects make choices
among them.

Lo Lasd ke guim gall Lia) a5 ¢ Sl Clila ) anes Adlial) AauY) (pancal
— Provide answers that are easier to interpret and tabulate
U ganll s el 8 Jeud ) o8 -

e Open-end questions allow respondents to answer in their own words — Useful in
exploratory research

(LIS ol 8 Bagke - Aalal) agilalSy Lla Yl Guuaioall e A gidall A1
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Marketing Research - Research Instruments

(] Lgaading ady IR S &) il 9o - (B gl G gy

People
meters

Mechanica
| devices

Marketing Research - Implementing the Research Plan
Guiaall ddad 38T - g geul) gy

Analyzing the information <lsgleal) Julas

i) By W
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Customer Relationship Management (CRM)

Managing detailed information about individual customers and carefully
managing customer touch points to maximize customer loyalty

e Slandl ¢Y 5 5L 51 Al £ andl Jlad) Tl 3 ,1a) 5 a1 31 e Sleadl J s Aluaaiill il glaall 5 )

Customer Relationship Management Touchpoints:

Service
Customer and
purchases support
calls

Credit and

Satisfaction

surveys payment

interactions

Information distribution involves entering information into databases and making it available in
a time-useable manner

e Intranet provides information to employees and other stakeholders
e Extranet provides information to key customers and suppliers
Coliall 8 ) 3 Lgalaian) (g Ay oy Lginli) 5 il a ) 58 8 <l slaall Jiaa) e shaall o ) 55 Jadiy
A daliadl Claal 5 il gall il slea cl Y1 jigie
o) (05515 6 3anll il slea ) JsSY1 o
Other Marketing Information Considerations

- Marketing Research in Small Businesses and Nonprofit Organizations
- International Market Research
= Public Policy and Ethics
- e Customer privacy ® Misuse of research findings
Aan ) e Slalaidll 53 prall IS A 8 (B gudll & gay -
sl Beudl Sladf - -
Y Ll il - -
Canll el olatiasl 3eliad o Jaenll dpm poad o -
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