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Fill the gaps in the sentences using the correct words and phrases from the box below,

word of mouth efficiently

effectively

anticipate

warehouse

refirn
incur

potential bankruptey

stockpited

becomes known.

When a large guaniity of products are stored ready for use, they are

A

When your actions mean you have to pay for something {usually unnecessarily), you

When you do something

When you do something

customer is someone who dosasn't yet buy from you but might do in the future.
a situation is when you know that something is going to happen and act before it does.

is when people talk about something {e.g. a new product) among themselves, so that it

is a place where goods are stored.

costs.

. you do it in & way that does not waste time, effort or money.
, you do it in a way that produces the effect you intended.

on investment is the profit you make when you invest in something.

is when a company or persen can't pay what they owe.

Think of some reasons why a company might decide fo do marketing research and make some notes. Then

compare your ideas with the ones in the text.
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Understandmg the market '

“In an exticmely competitive env 1r(mmcnt orgamzatlons :

need 1o clearly understand how the market they operate: in

j“oa ks This underslandmg needs o mchde

: :current cusiorners .
curtent compemors

‘potential customers -
-potenttal compeutors

poilt:cs populfmon growth or declme elc, )

Itis only through underﬁhn{lm o1 at ledst 'ittemptmg fo..

both .mticxpatc and rcdct to- oihmgmﬂ 51tuat10ns, :
Tonecastmg

Maiketmg research isaw ayof Lreatmg mfonnatlon in a-
way: that helps ug 10 forécast — 1o predlct whit i3 goiig t

- happen to our business in the future. For example, thars is -
_litile value in a company: produung millions of a parhcuEa_r-
toy 1fthc mirket reseaich suggests it will oftly séil a few - -

thousand. Of course; the situation may change; especxai]y'

“if the product becories well known through Word of molth

and it bucomcs a deor success withi in. thc marketpidoe :

: :ﬁ_.Ho'\a.'e\?er '1f lhe inﬁnhnarketiog 'réséa:éh' sho“ s' théit théfé -

“for the compm; to produce large \olumes The ploducl
~wilt simiply be slockpxled in 4 warehouse, h}smrr mlao
: '\x,hﬂe incurring W'trehousmg costs : : B

E Companles should couhnuall} seek to m}ptove thelr
-prohhb]hty In othér words; they need (0 use their.

. Tes0urces both efhuentlv and effectively. Of cotirse, lhai

: Lo does not Ml operating at “sul
the impact of outside influences (e g the econom), o : Ps 3

| level’ “with (for -
gxample) the siallest'possible niimber oE'emp]oyees
~Fhat would be very risky, Ho L eompanies should -

o .Lomlder ways oﬁmpmvmg réturh on investment. This
understand, such dsﬂ‘erent groups that an organization can

is particularly the case where alotof money has been . -
invested in research and dev elopment o cre'lte the- pwducl
:(or se1vu.e) in ihe ﬁrst mst‘mco e :

o Etplmtlng new: m.lrket opportumtles

Marketing tesedrch is not on.ly abiout current problemb
Ag we have already noted, it can'be used for forecastmg
market demand Moreover, it can’ ‘be used to discover.:
':possxble gaps: mlhm ihe market fo;' nevs ploducts S 0T

: .=andserv1ces .

&
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.Reducmg the ieve! of rlsk Dol sl faces bankruptey as a_f_f_:s__ﬁlt. Marketing research might

" The development and subsequent ll'ltl'()dll(.tl()ll ot pew - provide information on whether the product either hasa
. products and services can cause significant finaticial and inarket at all, or whether i lt needs minor ad_mslmenls to
. business risks for companies. Many companies introducs -meet market ticeds, ' '
- “new products and then find that they are ot successful in : ' S
~ the marketplace - spendmg alot of money onmarketing - 'Ad'lpted from Foundarmm af ’v{ai !cermg by Junathan Groveutt,
\)\ does not solve their problem, In some cases thL compan} © P 6T 68 © Palgrdve Macmillan 20[}3 S j

Read the text again and decide whether these statements are true (T) or false {F).

1. If companies da their initial forecasting and market research properly, they will always know whether a new
product is going to be successful.

2. Companies shouldn't produce large quantities of a new product if initial research does not show a lot of interest
in it.

3. Companies should not reduce their costs to a point where it risks damaging the company,

4. The more a company has invested in research and development for a new product, the more carsful it needs
to be about checking the refurn on its investment.

5. [faproduct is not popular when it first appears, it's always a good idea to spend more on marketing

Match the verbs on the left (1-8) with the words and phrases on the right {a-h) to make a phrase used in the
text. Try doing this first without looking at the text, and then go back to the text to check your answers.

1. to operate 8. resources

2. toreact b. in a market

3. to use . new products

4. fo invest d. to a situation

5. to forecast e. demand

8. to discover f. alot of money on marketing
7. tointroduce g- in research and development
8. to spend k. gaps in a market

Your teacher has asked you to choose a new subject to be taught in your schoolfcollege. How would

you research this? Make a list of all the things you would need to find out and how you would get the
information you need.
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You are geing to listen to a conversation about market research between Tim, a business studies student,
who Is working as an intern in the marketing department of a large chocolate manufacturing company, and
Carla, the marketing manager.

As you listen, make notes on Carla’s descriptien of the technigues companies use {o do market research
{e.g. customer questionnaires).

Listen to the dialogue and decide whether these statements are true (T} or false (F).

1. Tim has had experience of designing research quesfionnaires.

2. The process of marketing research begins with designing a questionnaire.
3. Carla says that companies aren't always able to do market research.
4

Carla's company did some early research on their nen-melting chocolate bars in order to beat
their competitors.

o

Carla’s company sometimes uses outside market research companies.

8. Carla says that questionnaires sent on the infernet are more reliable and accurate than those carried out on
the phone or by post.

7. Carla's company carries out direct research in supermarkets.

8. In Carla's company, the research report is only used by the marketing department.

Here are the different stages of the marketing research process described hy Carla. There is one stage in
the list that she does not mention. Which one? Listen again and check your answer,

1. Decide whether market research is possible and necessary.
Decide what we need fo find out about and why.

Write a research brief.

Decide which research techniques to use.

Try out the gquestionnaire or colleagues.

Carry out the research.

Collect and analyze the data.

= N A

Write and circulate a research report.
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Here are some marketing expressions used in the conversation, fogether with some definitions and
explanations. Write down the words you know. Then listen again and check your answers,

1. aquestionnaire designed fo find out how happy a customer is with a product or service:

ac 5 questionnaire

2. something that you can use to carry out research:

ar f

3. ioinfroduce a new group of products to the market:
tol aproduct r

4. specific parts of a market {e.g. different categories of customer):
market §

5  Af group is a group of customers {or p customers) who discuss a product

in a conversation led by a m

6. adetailed conversation with a customer:

ani i

7. ‘Afterwe'vec the research, we ¢ all the data and then we

Have you ever filled in a customer questionnaire or been interviewed by a market researcher? Have you
ever carried out any market research yourself? Describe your experiences.

Think of a new product or service you would like to launch. Then follow some of the stages described in
the dialogue:

Decide what information you need to find out from market research and why.

Decide which research technigques are best for your kind of product or service.

1

2

3. Write your questionnaire or interview script.

4. Carry out your research with other members of your class.
5

Analyze your research and present your findings.
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~Tim, a busmess studles student who'i is workmg as an mtern in the marketing department
ofa iarge chocolate manufacturmg company, is talkmg to Caria the marketing manager, .
about market research '

Carla: So, Tim. | think we said we'd talk about market research today. Do you have any personal experience of
market research?

Tim:  Well, I sometimes get asked to fill in a questionnaire when ] visit a website, And 1 got sent a customer
satisfaction questionnaire by email when | bought a new computer.

Carla: Yes, questionnaires are a very useful research tool, but there are lots of others. We'll look at
questionnaires later. But first, let's go back a few stages. The best way to think about market research
is to see i as a process with different stages, a bit like manufacturing a bar of chocolate. The
questionnaire comes quite late in the process, but before that we have to go through a number of
different stages. What do you think the first stage is?

Tim:  Well, | suppose it's ... sorry, 'm nof sure.

Carla: Well, if you think about it, all research takes time and costs money. So before we begin, the first thing
we need to do is to decide whether we really need {o do the research, or whether we actually can do it.

Tim:  Sorry, 'm not sure | understand. Surely you always have to research a new product.

Carla: Notf necessarily. Sometimes there just isn't time to do research. Do you remember last summer started
vety early and it was really hot? We had to launch our new product range of non-melting chocolate bars
straight away. We couldn’t afford fo wait fo research the product, or our competitors would have had the
whole market to themselves.

Tim:  Yes, Isee.

Carla: Also, sometimes the information we need might already be available. For instance, in our figld, there
is a lot of published market research on chocolate purchasing, analyzing different countrias and market
sectors. We can simply buy these reports from market research companies. And even when we need
to do some new research that isn't available yet, sometimes it's better if we pay a market research
company to do the research for us. For some kinds of research this is much easier and cheaper than
trying fo do it ourselves.

Tim: OK, | understand now. And assuming you do want to do some research, then you decide what you need
fo find out from the research?

Carla: Yes, that's right. There's no point asking customers about things we aren't interested in, 50 we need to
decide exactly what we need to find out and why we need to find it cut. And once we've done that, we
write a research brief, which we present to the market research team. This contains the background
{why we're doing the research}, what we're testing or asking about, and how we will use the information
to help out marketing. What do you think comes next?

Tim: You decide how to do the research — what research techniques to use?

Carla: Yes, that's right. There are all sorts of different techniques. You mentioned emailed questionnaires
and web questionnaires earlier, Tim. These are becoming much mors common than personal
inferview questionnaires, telephone questionnaires and postal questicnnaires sent through the
mail. Apart from questionnaires, we can also set up focus groups of customers (or potential
customers) for our products. This is usually a group of six to eight people with someone from
our department who lsads the conversation: we usually calf this person a 'moderator’. Or we
sometimes do an in-depth interview with just one customer. Or we can actually go fo suparmarkets
and observe customers' behaviour. How long do they spend in the confectionery department? Which
brands of chocolate do they lock at, and which do they ignore? That sort of thing.
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Tim:  So if | see someone hanging round the confectionery aiste in my supermarket making notes, it might be
someone from this marketing department.

Carla: Maybe! Anyway, all of those techniques - questionnaires, interviews and focus groups ~ are what
we call primary research; the research we do ourseives within the department. But there is
also secondary research. For example, we can also get lots of other information from inside
the company: previous research reports, sales figures, feedback from sales reps, and so on. And there
is also the exdernal information from market research companies that | mentioned earlier.

Tim: So once you've decided on what techniques to use, you do the research.

Carla: Correct. And after we've completed the research, we coliect all the data and then we analyze & Then,
finally, we put all this information together into a research report. We use this research report within the
marketing department, and we also circulate it to other pecple in the company.
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