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ABSTRACT

This study was conducted to look at issues related to marketing researches: practices of
conducting and using marketing researches, limitations/problems in making researches
and in using research outputs by foodstuff-producing and beverage-producing firms in
Addis Ababa. Two major problem areas were the basis for making the study regarding
the issues: Often managers/decision-makers of most foodstuff-producing and beverage-
producing firms have less practice to conduct marketing researches, and thereby use the
outputs/results of marketing researches to support their decision-making (1). There are
problems in these foodstuff-producing and beverage-producing firms in effectively* and
reliably utilizing the outputs of the researches made because most researches are

considered to lack ‘quality’ on the side of the decision-makers (2).

Descriptive research type and survey method (to collect the primary data from subjects)
preferably used to conduct the study. Two types of questionnaires-for the decision
makers and for the marketing research personnel- distributed to 10 and 5 foodstuff-
producing firms and beverage-producing firms, respectively. A total of 29 questionnaires
from the marketing research personnel and 27 questionnaires from the decision-makers

collected.

Out of an overall analysis of the responses of the two types of respondents the following
major conclusions were drawn. It can be said that most of the foodstuff producing and -
beverage-producing firms have not been much benefited form the outputs of the
marketing researches. There was a need on the side of the decision-makers to using the
research outputs and, on the other hand, less emphasis was given to the research making
unit/or there was less practice of conducting marketing researches. This would be
resulted because the management could not fully rely upon the accuracy/the quality of the

marketing research reports.

Problem-identification researches were not given much emphasis by the firms. Compared

to the other types of research studies, pricing studies had been given priority. It can be

i




inferred that most of the firms were unable to be benefited from the other types of the

marketing researches, which they would be equally benefited as the pricing studies

Despite the inadequacy of the allocated budgets for conducting marketing research
activities and the number of research problem areas and management conflict areas raised
on both the decision-making and research making personnel, no decision-maker replied
that the research outputs were fully ineffective for making decisions. Therefore, it can be
concluded that if it was possible to eliminate/reduce the above problems and conflict
areas and improve the quality, effectiveness and the frequency of making different types
of marketing researches as needed, the firms would be benefited much more form the

research outputs.
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CHAPTER ONE
THE PROBLEM AND ITS APPROACH

1. INTRODUCTION

Information is valuable asset, which can help a company improve its knowledge of customers
and its ability to meet their needs profitably. Marketing research is essentially about keeping in

touch with a firm’s/company’s customers and its competitors.

Marketing information needs vary from one company to another but the problems associated
with identifying the needs, setting priorities and making the effective use of information are

common to most companies (especially the consumer goods producing firms).

Information generated by the marketing research reduces the risks involved in decisions.
Marketing research is very important in developing marketing as well as firm’s strategies. The
information collected directly affects the planning of the product. For this reason, market
research is very important in firms making consumer goods, e.g., confectionery, foodstuff,
beverages, cosmetics, soaps, shoes, textiles, electronics, etc. It is also necessary to conduct
marketing research by firms which produce branded goods and are in competition with other

brands to know and maintain the popularity of their products among consumers.

In most consumer goods producing firms, including foodstuff producing and beverage producing
firms, the marketing research department is isolated from key departments, and from setting the
tactical and strategic plans. Too often, the researcher himself/herself is not sufficiently
management oriented. The major reason why mangers fail to get the maximum value from the
market research is because they do not understand the nature of the decision process and the

exclusion of the marketing researcher/department from their tactical and strategic planning.




In most of foodstuff producing and beverage producing' public enterprises, and in most of the
times, decision makers do not frequently use the outputs of marketing researches as needed.

There are conflicts between the decision makers (users of marketing information) and the
marketing research personnel/department. A number of probable sources of conflicts include: a
research result that presents criticism of a department, lack of research budgets for the research
department, the emergency research requests for troubles that are presented for the research
department, the ignorance of the results or outputs of the researches made, and the managers’
intuitive decisions and the making of future decisions based on past experience, the making of

pseudo-research for the purpose of organizational politics, etc.

The decision makers of these foodstuff producing and beverage producing firms have also
. problems in implementing the recommendations of the research, though they think the researches
L made are reliable and dependable to make decision. This can be because of other intra-
- organizational /functional problems and the incapacity of the firm and functional areas, for
- example, the inability of the production department, in developing a new product or modifying
- the existing product that consumers/respondents wanted it to be. The rightness/applicability of
- the recommendations may also discourage the management to encouraging the conducting of
s further researches. In such cases, the research making body may not help to bring a solution, or
- even may add new problems to the existing problem by suggesting recommendations, which

o would be difficult to implement with the firm’s capacity.

= The resources constraints (such as money, time, research skills, etc) also have influence on the
; scope to the marketing research. In many foodstuft-producing and beverage-producing firms, the

scope of the marketing research may have to be reduced to accommodate budget constraints.

i

This will put in question the effectiveness/adequacy and quality of the research output in

providing relevant and reliable information which is useful to make the right decisions.

|

Management can also be deceived by the perceived quality of the products and the high demands

L]

that are currently observed. This may lead the management to believe that the customer is now
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fully satisfied. What if researches support/ suggest about the need of making improvements and
modifications will increase the demand to the presently high demanded products? Or, what if the
research results show the current high sale or demand of the product is related to some other
factors, such as absence of competitors or existence of less competing product in the market, or
because of one specific quality of the product, or the price, or the packaging, or ... Here,
effective marketing researches will obviously will avoid/reduce the intuitive judgment of the

management/decision-making body/ and it will help to depend on scientific research outputs.

In making marketing researches, there are also problems in prioritizing research objectives and in
identifying purposes, such as whether to make pricing research, or product research, or
segmentation research, or market share research, or promotional research, or distribution
research, etc. And the specific research needs under each of these marketing research requiring

arcas.

There are also problems in choosing the right tools of data collection, in selecting the right

method of research for a particular set of marketing problems and management dilemmas.

Managers’, and also researchers’ bias and prejudice in obtaining the reliable/factual information
from respondents such as, wholesalers, retailers, sales agents, and from final customers can also

be a marketing challenge for firms producing foodstuff or beverage.

Therefore, this study will try to see the type and extent of marketing researches that these firms -

are doing and identify some of the marketing research problems and limitations and will try to

give some recommendations which will aid the recognition and reduction of the problems.

(OS]




2. STATEMENT OF THE PROBLEM

The manufacturer of foodstuff or beverage products firm may ask, Will a package image change
improve our brand image? To which market we are losing sales? What prices will be suitable for
the customers and the company to increase sales? Which competitors’ products are sold in a
market and what preferential products our competitors are selling and charging prices? What
distribution routes and intermediaries will be used in order to increase the scope of the market
operation? In what ways and what media will be used to promote our products? All of these
marketing questions, as well as others concerning most other marketing decisions, require

information about how customers, competitors, and distributors will respond to market decisions.

It is known that everyday marketing managers/decision makers translate their experiences with
marketing phenomena into marketing strategies. Information from a manager’s experiences
frequently is used in an intuitive manner because of the time pressure of business decisions or
because the problem does not warrant more formal methods. However, the primary task of
marketing management is effective decision making. In making decisions without systematic
inquiry may occasionally be successful, but in the long run intuition without research can lead to

disappointment.

Obviously decisions under uncertainty require the conducting of marketing researches and the
output of marketing researches would help the management to reduce uncertainty/risk. What if
market researches are absent or what if they are not effective or do not specify and do not supply

adequate, accurate information to reduce uncertainty?




Here, regarding the foodstuff-producing and beverage-producing firms, the two major problem

areas include:

1. Ofien managers/decision makers of most foodstuff-producing and beverage-producing firms
have less practice to conduct marketing researches, and thereby use the outputs/information of
marketing researches to support their decision-making. The fast moving nature of these daily
consumable products and availability of many closely substitute products in the market,
questions the effectiveness and the quality of the intuitive based decision-making practice of the
decision makers, and the quality or appropriateness of the made decisions in solving the key

marketing problem areas.

Even if there are research departments/units/teams in some of these foodstuff-producing and
beverage-producing manufacturers, they are given less concerns about their role in helping the
management’s decision-making. Because of this their activities in conducting researches are
impeded with a number of possible factors: lack of adequate budget, limitations of trained
research personnel, problems related to the making of ‘pseudo-researches’, the personal bias of
decision-makers on the role, the nature, and the quality of marketing researches, and their ability

to identify the problem areas or management dilemma, etc

2. There are problems in these foodstuff-producing and beverage-producing firms (in Addis
Ababa) in effectively and reliably utilizing the outputs of the researches made because most
researches are considered to lack ‘quality’ on the side of the decision-makers. The personal bias
of the researchers to supporting their preconceived ideas, the inability of the researches to
uncover the inner core of the problem or to meet the required objectives, the cooperation of the
researchers with some managers in the making of ‘pseudo-researches’, the qualification of the
researchers, the problems in getting accurate & relevant data from customers, respondents, the
lack of obtaining quality & adequate secondary data from government units & other external

sources, the time lag in presentation & implementation of researches, the difficulty in ascribing
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& interpretation of results, the inability of measuring research costs vis-a-vis benefits, and

similar problems are the possible reasons.

Basic questions to be answered by the study

In relation to the above marketing research problem areas, this study will try to answer the

following basic questions:

1. To what extent marketing managers/decision makers of foodstuff-producing and
beverage-producing firms base their decision-making on marketing research information
in order to solve the key marketing problem areas.

2. What kinds/types of marketing researches have been made by these food-stuff producing
and beverage-producing firms, and to what extent?

3. Why do the marketing researches that have been made by the research making unit of
these firms could not support the marketing managers’/decision-makers’ decision-
making?

4. What are the major constraints or challenges that encounter the marketing research
unit/body in conducting marketing researches?

5. What are the major area of conflicts between the managers/decision-makers and the
marketing research making unit/team?

6. Which key marketing problem areas lack marketing researches by most of the food-stuff
producing and beverage-producing manufacturers in Addis Ababa?

7. How, then, marketing managers/decision-makers would benefit from the outputs of

marketing researches in order to base their marketing decisions on factual finding?




3. OBJECTIVES OF THE STUDY

The main objectives of this study are:

To show the practice of conducting marketing researches and using marketing research
outputs for supporting marketing/business decision-making by the foodstuff-producing
and beverage-producing firms that are found in Addis Ababa..

To describe the problems, limitations of these foodstuff-producing and beverage-
producing firms in conducting marketing researches and in using marketing research

outputs.

In addition, the study will try to meet the following specific objectives:

to show/emphasize the importance/role of making marketing researches for improving
the quality of decision-making of decision-makers, especially marketing managers

to assess whether decision-makers in food-stuff producing and beverage-producing firms
usually conduct marketing researches (when research is needed) in order to support their
decisions in the key marketing problem areas

to see how marketing researches units/teams in these firms make marketing researches

to identify the key marketing problem areas and the objectives of researches the firms
frequently want to make

to see the degree to which top management gives considerations or promote the
conducting of marketing researches

to show how managers can benefit from the outputs/information of marketing resedrches

in making fact based decisions
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. SIGNIFICANCE OF THE STUDY

Decision-makers, and particularly marketing decision-makers in food-stuff producing and
beverage-producing firms, may have the awareness about the importance of marketing
research for their decisions, and may have the initiation in considering, reorganizing the
research units and in conducting marketing researches in their respective firms.

Marketing researchers may have the understanding and the opportunity to reshape the views
of managers by making known their contributions in defining and their help in solving
marketing problems along with the management.

Individual firms may have the chance to see which specific areas of marketing problem
(decision areas) have not been well studied/touched. Therefore, they may decide to conduct
and use marketing researches in order to make sound decisions or reduce the risk of decision-
making which would enable them to increase their sales/market share and profit.

Students or academic researchers can easily identify those marketing problem areas or
particular marketing issues that lack researches, and then they can make further detailed
researches in these particular marketing issues or problems.

External research suppliers, or private management consultancies or advertising agencies can
refer the paper to see the particular research requiring areas, and then ask to help these food-
stuff manufacturers or beverage manufacturers to conduct researches on their behalf or/and to
give trainings to the research making team in each firm.

Education and training institutes can easily see the importance of training qualified personnel
(marketing researchers) in this shortage area. ‘
Consumers, customers or possible respondents who may read this study may become aware
that the marketing researches have contributions not only for the business but also for the
government as well as for them (to be satisfied by the product they need & want). Therefore,
they may become cooperative in providing the necessary data and express their feeling freely

while businesses will make researches.




5. SCOPE OF THE STUDY

This study is confined to the problems/challenges encountered by foodstuff producing and

beverage-producing firms in conducting and using marketing researches.

The researcher initially interested to make and to confine this study on these manufacturers
because of the following reasons:

- There are a lot of food-stuff manufacturing enterprises in Addis Ababa. Therefore, it will
be possible to obtain a representative sample all from Addis Ababa considering time and
financial constraints.

- Foodstuff and beverage products are fast moving products and there are a number of
closely substitute/competing products in the market. The nature of the products and the
market require the marketing decision-makers to always encounter with key marketing
decision requiring areas, such as product, pricing, distribution, promotion issues, as well
as consumer, market, and competitors analysis. Therefore, it will be possible to easily,
closely see and explore at issues related to the key marketing research requiring problem

areas for the related products.

The study is also confined to showing/assessing the degree of specific type of market researches
that have been conducted by these firms and describing only the problems of making marketing
researches and the limitations of the researches that have been made in terms of the
usefulness/contribution for the managements’ decision-making. It will not specifically analyze or
evaluate the technical matters of the marketing research, such as evaluating the particﬁlar
marketing research process, the appropriateness of the research design, questionnaire/interview

design of each firm.




6. METHODS AND PROCEDURES TO CONDUCT THE STUDY

Research Type: Descriptive Research
Method of Data Collection: Survey
Instruments to Collect Data:

- Questionnaire Type I. For the marketing research department/unit/director or team or
personnel of each firm.

- Questionnaire Type II. For the management/marketing decision-makers of each firm
who could or would possibly make marketing or business decisions based on market
research outputs (possible users of marketing research outputs).

If need be, unstructured interviews will be made with chief/team leaders of the marketing

research unit.
Procedures:

Questionnaire Type I will be distributed to the research making unit or personnel of the selected
beverage-producing and foodstuff-producing firms. In each firm, all the research making team

members or personnel will be expected to fill the questionnaires.

Questionnaire Type II will be distributed to the marketing decision makers in the same firm. In

addition, all the top management bodies will be expected to fill the questionnaires.

Data Analysis and Interpretation:
Tables will be used to compare the responses/findings among the firms. The tables will have sub-
totals to show the response of each firm, and grand totals to show the survey results of the study

in one.

10
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Percentages will be applied to sort and analyze the share of each choice or response for each
item, and to show the grand totals of the survey. Comparisons will also be made between the

responses of the decision makers and the marketing research unit/team for similar items.

Sample Size:

The subjects will be selected purposefully based on size, existence in the industry and the scope
of operations. A total number of 20 manufacturers will be selected. And each group (the
marketing research personnel and the decision-makers of the firms) will fill at least two
questionnaires at a single firm. Therefore, a minimum number of the questionnaires that will be
distributed for each group will become 40 (forty). This is done because equal number of
responsible parties may not exist in the different firms because the number and qualification of
the subjects can vary as a result of the firm’s organization structure, the degree of making
marketing researches by the firms and the scope of operation/activities.

Data Analysis and Interpretation:

Tables will be used to compare the responses/findings between the two types of firms. The tables
will have subtotals to show the response of each type of firm, and totals to show the total

frequency results of both firms in one.

Percentages will be used to analyze the share of each choice or response for each item.
Comparisons will also be made between the responses of the foodstuff producing and the
beverage producing decision-makers and the marketing research personnel/team for similar

items.
7. STRUCTURE OF THE PAPER
The first chapter is the Proposal. Chapter Two will discuss Conceptual Framework and Review

Literature. Data Presentation and Analysis will be presented in Chapter Three. Summary,

Conclusions, and Recommendations will be given on Chapter Four.

11




CHAPTER TWO
CONCEPTUAL FRAMEWORK AND RELATED LITERATURE

I. CONCEPTUAL FRAMEWORK-MARKETING RESEARCH

1. THE CONCEPT OF MARKETING RESEARCH

Marketing research was defined in a number of different contextual ways by different authors.
One common thing of all the definitions of marketing research is related to the supply of
information that will be helpful to make decisions related to marketing problems/business

problems.

In a problem-solving context the emphasis is on applied or decisional research. For the purpose
of this study/research paper and to make it clear, therefore, the following given definitions will

be useful:

Marketing research is defined as the systematic and objective process of generating
information to aid in making marketing decisions. This process includes specifying what
information is required, designing the method for collecting information, managing and
implementing the collection of data, analyzing the results, and communicating the

findings and their implications. (Zikmund, 1997: 4)

Cited in Green and et al, The Board of Directors of the American Marketing Association has

approved the following as the new definition of marketing research:

Marketing research is the function with links the consumer, customer, and public to the
marketer through information - information used to identify and define marketing
opportunities and problems; generate, refine, and evaluate marketing actions; monitor

marketing performance; and improve understanding of marketing as a process.

12



Marketing research specifies the information required to address these issues; designs
the method for collecting information;, manage and implements the data collection
process, analyzes the results, and communicates the findings and their implications.

(Green et at, 1998:2-3)

Marketing Research: A Means for Implementing the Marketing Concept

Satisfying the consumer is a major goal of marketing. One purpose of marketing research is to
obtain information that identifies consumers’ problems and needs, bridging the information gap
between marketing executives and consumers. Researching consumer needs in this way enables
firms to fulfill the marketing concept. Measuring consumer satisfaction is another means of
determining how well a company is fulfilling the marketing concept. Consumer satisfaction
research can ascertain whether an organization’s total quality management program is meeting

customer expectations and management objectives.

By improving efficiency, research also facilitates profitability. For instance, during introduction
of a new product, accurate forecasting of the product’s potential sales volume is an essential
basis for estimating its profitability. A firm considering the introduction of a low-calorie candy
bar might rely on a test market experiment to determine the optimal price for this new concept.
Extensive testing should be done to ensure that the marketing program is fine-tuned to maximize

the firm’s profitability while satisfying the consumer.

Because of the need for integrating company efforts, a marketing researcher must be
knowledgeable not just about marketing research but about the entire spectrum of marketing

activities (Zikmund, 1997: 9-11).



2. AIMS AND OBJECTIVE OF MARKETING RESEARCH

Patil outlined the aims for conducting marketing researches and objectives of making the

researches to solve some of the recurring and the non-recurring problems (Patil, 1980-81:5-7).

The aims of the marketing research and analysis may be stated as follows:

- To define the probable market for a specialized product and to report on general market
conditions and tendencies, buying habits, etc.

- To assess competitive strength and policies.

- To estimate potential buying power in various areas.

- To indicate the distribution methods best suited to the product and the market.

- To know the company’s expected share of the market.

- To assess the probable volume of future sales.

- To study the geographical distribution of the market.

- To know about customer acceptance of the product.

- To study the requirements regarding the features of the product.

- To make packaging as attractive as possible.

- To understand why customers buy the product.

- To identify marketing opportunities or problems.

- To determine the dimensions of the marketing problems.

- To facilitate evaluation of the alternative solutions of different problems.

- To help in the selection of a right course of action.

14
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Major types of operating (recurring) problems

Sales forecasting
Sales-expenses forecasting
Control of sales volume and expenses

Appraisal of territorial sales opportunities or potentials

Measuring territorial variations in sales field, market share, sales effectiveness

Sales quota setting

Measuring variations in individual salesman’s performance
Measuring industry trends and company position in industry
Product-quality and product-line review and evaluations
Evaluation of alternative promotional methods

Appraisals of advertising effectiveness

Pricing policies and practices

Major types of non-recurring problems

Problems of competitive product innovations

Problems of changes in competitive forces

Problems posed by major price changes

Problems created by changes in competitive sales methods or policies
Problems produced by shifts in consumption pattern

Problems involving changes in distribution channels

Problems in introducing and developing a new product

Problems of discounting major products or product lines

Problems arising out of proposed changes in sales methods or policies.

15




The managerial value of marketing research for strategic decision-making

The prime managerial value of marketing research comes from reduced uncertainty through
information that facilitates decision-making about marketing strategies and tactics to achieve an

organization’s strategic goals.

Developing and implementing a marketing research strategy involves four stages (Zikmund,
1997:7-9)

1. Identifying and evaluating opportunities

2. Analyzing marketing segments and selecting target markets

3. Planning and implementing a marketing mix that will satisfy customers’ needs and
meet the objectives of the organization

4. Analyzing marketing performance

3. WHEN IS MARKETING RESEARCH NEEDED?

A marketing manager confronted with two or more alternative courses of action faces the initial
decision of whether or not to conduct marketing research. The determination of the need of
marketing research centers on 1) time constraints, 2) the availability of data, 3) the nature of the

decision to be made, 4) the value of the research information in relation to costs.

Time Constraints: Systematic research takes time. In many instances management will believe
that a decision must be made immediately, allowing no time for research. Decisions sometimes
are made without adequate information or through understanding of market situations. Although

not ideal, sometimes the urgency of a situation precludes the use of research.

Availability of Data: Often managers already possess enough information to make sound

decisions with no marketing research. When they lack adequate information, however, research

16




must be considered. Managers must ask themselves, Will the research provide the information
needed to answer the basic questions about this decision? Further if a potential source of data
exists, managers will want to know how much it will cost to obtain those data. If the data cannot

be made available, research cannot be conducted.

Nature of the Decision: the value of marketing research will depend on the nature of the
managerial decision to be made. A routine tactical decision that does not require a substantial
investment may not seem to warrant a substantial expenditure for marketing research. The nature
of the decision is not totally independent of the next issue to be considered: the benefits versus
the costs of the research. In general, however, the more strategically or tactically important the

decision, the more likely research will be conducted.

Benefits versus Costs: Conducting research for managerial benefit requires expenditure. In any
decision-making situation managers must identify alternative course of action, then weigh the
value of each alternative against its costs. Marketing research can be thought of as an investment
alternative: When deciding whether to make a decision without research or to postpone the
decision in order to conduct research, managers should ask three questions. 1) Will the payoff or
rate of return be worth the investment? 2) Will the information gained by marketing research
improve the quality of the marketing decision enough to warrant the expenditure? 3) Is the

proposed research expenditure the best use of the available funds? (Zikmund, 1997:17-18)

4. CLASSIFICATION OF MARKETING RESEARCH

Malhotra (1996:10-11) classified marketing researches into two major types as organizations

could possibly conduct for either of these two reasons:

1) to identify and 2) to solve marketing problems. This distinction serves as a basis for

classifying marketing research into problem-identification research and problem-solving

research.
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2)

Problem-identification research is undertaken to help identifying problems that are
perhaps, not apparent on the surface and yet exist or are likely to arise in the future.
Examples of problem-identification research include market potential, market share,
brand or company image, market characteristics, sales analysis, short-range forecasting,
long-rang forecasting, and business trends research. A survey of companies conducting
marketing research indicated that 97 percent of those who responded were conducting
market potential, market share, and market characteristics research. (Cited in Malhotra,
1997, pagel7 Dick warren Twedt, Survey of Marketing Research (Chicago: American
Marketing Association, 1983)) About 90 percent of also reported that they were using
other types of problem identification research. Research of this type provides information
about the marketing environment and helps diagnose a problem. For example, a declining
market potential indicates that the firm is likely to have a problem achieving its growth
targets. Similarly, a problem exists if the market potential is increasing but the firm is
losing market share. The recognition of economic, social, or cultural trends, such as

changes in consumer behavior, may point to underlying problems or opportunities.

Problem-solving research is undertaken to arrive at a solution. The findings of problem-
solving research are used in making decisions that will solve specific marketing
problems. More than two-thirds of companies conduct problem-solving research. (Cited
in Malhotra, 1997, pages 25-27 Dick warren Twedt, Survey of Marketing Research
(Chicago: American Marketing Association, 1983)) The following Table shows the
different types of issues that are addressed by problem-solving research, including

segmentation, product, pricing, promotion, and distribution research.
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Segmentation Research:

determine basis of segmentation
establish market potential and responsiveness for various segments

select target markets and create lifestyle profiles: demography, media, and

product image characteristics

Product Research:

test concept

determine optimal product design
package tests

product modification

brand positioning and repositioning
test marketing

control store tests

Pricing Research:

importance of price in brand selection
pricing policies

product line pricing

price elasticity of demand

initiating and responding to price changes

Promotional Research:

optimal promotional budget

sales promotion relationship

optimal promotional mix

copy decisions

media decisions

creative advertising testing

claim substantiation

evaluation of advertising effectiveness

Distribution Research:

determine type of distribution

attitudes of channel members

intensity of wholesale and retail coverage
channel margins

location of retail and wholesale outlets
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5. MANAGEMENT'S USE OF MARKETING RESEARCH

The following perceptions and prejudices of managers about the marketing research personnel
and also the resulted managers’ view on the importance and the using of research outputs as

mentioned by Phillip Kotler (1996:142-145) include:

1. A narrow conception of marketing research. Many managers see marketing research as only
a fact-finding operation. The marketing researcher is supposed to design a questionnaire,
choose a sample, conduct interviews, and report results, often without being given a careful
definition of the problem or of the decision alternatives facing management. As a result,
some fact-finding fails to be useful. This reinforces management's idea of the limited
usefulness of some marketing research.

2. Uneven caliber of marketing researchers. Some managers view marketing research as little
better than a clerical activity and reward it as such. Less-able marketing researchers are hired,
and their weak training and deficient creativity lead to unimpressive results. The
disappointing results reinforce management's prejudiced against expecting too much from
marketing research. Management continues to pay low salaries, perpetuating the basic
difficulty.

3. Late and occasional erroneous findings by marketing research. Managers want quick results
that are accurate and conclusive. But good marketing research takes time and money.
Mangers become disappointed, and they lower their opinion of the value of marketing
research. ‘

4. Intellectual differences. Intellectual divergence between the mental styles of line mangers
and marketing researchers often get in the way of productive relationships. The marketing
researcher's report may seem abstract, complicated, and tentative, while the line manager
wants concreteness, simplicity, and certainty. Yet in the more progressive companies,
marketing researchers are increasingly being included as members of the product

management team, and their influence on marketing strategy is growing.

20




Hidden face’ of marketing information

Nigel, Piercy (1997:394-407) thoroughly explained some realities that managers should know

about marketing researches this way: The rational view of marketing information is important

and has value to decision making in what we are trying to achieve-but it is only the surface of

many of the real problems that we face. What marketing information is really about is creating a

picture of the world that the company faces. This picture is imperfect, because it results from all

the mechanisms through which we filter the world to simplify it and make sense of it. This

means we know and understand the world only at several removes. This picture is the one that

determines what we produce and how much, who we employ and how many, and how much

finance we need and what type. This, in turn, means various things:

the company view of the marketplace is not neutral-it is important to everyone in the
company;

controlling the picture that the company has means that someone fixes the frame of
reference for all the discussions and decisions which are made in the company-and it is
likely that there will be competition to perform this function;

no-one knows the reality of what is happening in the marketplace-it would be too large a
job to take in all the information available and some information is never available, so we
have to ‘guesstimate’ anyway, and most of us are not constantly in the marketplace to see
what is happening (or if we are in the field, we do not see enough of what is happening);
we all have no choice but to know the world through the information system, and, in the
case of the market, through the Marketing Information System-whether this has béen
formalized or not;

he who controls the company’s picture of the marketplace controls a lot more besides.
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6. MANAGEMENT DECISION PROBLEM AND MARKETING

RESEARCH PROBLEM

Malhotra in his book of Marketing Research: An Applied Orientation (1996:17-18) identified the

two problems using the explanations given by different journals as:

The management decision problem asks what the DM needs to do, whereas the marketing
research problem asks what information is needed and how it can best be obtained. Research can
provide the necessary information to make a sound decision (Boughton, 1983:36-42). The
management decision problem is action oriented. It is concerned with the possible actions the
DM can take. How should the loss of market share be arrested? Should the market be segmented

differently? Should a new product be introduced? Should the promotional budget be increased?

In contrast, the marketing research problem is information oriented. It involves determining
what information is needed and how that information can be obtained effectively and efficiently.
Consider, for example, the loss of market share for a particular product line. The DM's decision
problem is how to recover this loss. Alternative course of action include modifying existing
products, introducing new products, changing other elements in the marketing mix, and

segmenting the market.

The following examples further distinguish between the management decision problem and the

marketing research problem.

Management Decision Problem Marketing Research Problem

Should a new product be introduced? To determine consumer preferences and purchase
intentions for the proposed new product.

Should the advertising campaign be changed? To determine the effectiveness of the current
advertising campaign.

Should the price of the brand be increased? To determine the price elasticity of demand and the
impact on sales and profits of various levels of price
changes.
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7. ORGANIZATIONAL STRUCTURE OF MARKETING RESEARCH

3

Marketing Research as a Staff Function

-

Research departments that perform a staff function must wait for management to request

assistance. Often the term client is used by the research department to refer to line management

s

for whom services are being performed.

™

The research department responds to clients’ requests and is responsible for design and execution

._.'
J

of all research. It should function like an internal consulting organization that develops action-

oriented, data-based recommendations.

-

In a small firm the vice president of marketing may be in charge of marketing research. This

—
b |

1

officer generally will have the sales manager collect and analyze sales histories, trade association
statistics, and other internal data. If a survey needs to be conducted, an advertising agency or a
firm that specializes in marketing research will be contracted to do the job. At the other extreme,

a large company like Procter & Gamble may staff its research departments with more than 100

.

people.

d

Below are given the possible specialists of the research department in a medium-sized

1

organization:

i

Director of Marketing Research: the person who provides leadership and integrated staff-level
activities by planning, executing, and controlling the marketing research function; sometimes
called director of marketing information systems.

Research Analyst: the person responsible for client contact, project design, preparation of

proposals, selection of research suppliers, and supervision of data collection, analysis, and

reporting activities.
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Research Assistant: the person who provides technical assistance with questionnaire design,
analysis of data, and so on.

Manager of Decision Support System: the person who supervises the collection and analysis of
sales data and other recurring data.

Forecast Analyst. the person who provides technical assistance to make analysis of sales
forecast, and other forecast needing matters.

Manager of Customer Quality Research: the person who specializes in conducting surveys to

measure consumers’ satisfaction and their perceptions of product quality. (Zikmund, 1997:76).

The Director of Marketing Research as a Manager

The director of marketing research plans, executes, and controls the marketing research function.
This person typically serves on executive committees that identify competitive opportunities and
formulate marketing strategies for the organization. The director’s responsibility is to provide the

research point of view on these strategic issues.

Directors of marketing research must remember that they are managers rather than researchers.

Marketing research directors tend to face several typical problems.

- Skilled professionals find greater allure in conducting research than in managing people.
They pride themselves on being hands-on researchers.

- Operating managers perceive research managers as chief project directors and expect
them to do the work themselves. The research management role is not recognized.

- Many able practitioners have trouble delegating responsibility. They may secretly fear the
loss of control, or they may genuinely feel “I can do it better by myself.” Some may be
loath to surrender the plaudits that often go to those who actually work on the project.

- Some research managers view their staffs as mere extensions of their own capabilities, as

extra arms and legs. Because managers cannot possibly do everything well themselves,




Jra— J——

I — J—

this practice is bound to create problems. They may produce shoddy work, or they will be
unable to attract or retain able staff.

- Finally, research is often seen as a hodgepodge of techniques, available to answer
individual, unrelated questions. The view of a research operation therefore encompasses
an array of more or less equal projects, each handled by a project director. Hence, a

fulltime leader seems unnecessary.

Many organizations have an infrequent rather than a constant need for marketing research. They
may conduct little research “in-house.” Rather, their marketing research managers may rely
heavily on outside research suppliers or consultants when the need for a study arises. In these
organizations, the marketing research manager’s primary responsibilities involve communicating

research needs to outside research suppliers and evaluating research proposals. (Zikmund: 76-80)

Functions of the research manager

The research manager has to do much more than just solve problems effectively with the tools at
his disposal (Borgat,1973:78-84) provides additional understanding when he tells us that the

research executive has four different but simultaneous jobs:

1. Study director 3. Consultant

2. Administrator 4. Salesman.

The research executive's technical skills are included in study direction. Administration becomes
necessary as the research organization expands to include other people in addition to the research
manager. Personnel must be supervised, budgets planned and administered, and all the other
tasks of organizational administration taken on. In the process the research manager becomes a
consultant. Whether dealing primarily with outside his firm (like the research firm head), he is
constantly a source of research advice and recommendation. Finally, he is a salesman, wherever

he is located. He may sell primarily to his own management (as with the manufacturer), to
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outside customers (as with the research firm), or to a combination of the two (as with the

advertising agency and medium).

As marketing research comes of age and departments increase in size, the top man needs greater
skill in all the many aspects of administration. In fact, he hires technical specialists in the fields
where he himself is not particularly strong. Today, success in handling a top executive job in

research may depend more upon administrative capability than upon technical research skills.

(Blankenship, 1985:23-24)

8. QUALITIES REQUIRED IN THE RESEARCH MANAGER

The qualities required of the research manager-wherever he is located-center around six areas:

1. Selling skill 4. Productive output
2. Imagination; creativity. 5. Amount of knowledge
3. Leadership 6. Administrative skill

The aspiring research manager can take heart. This list of qualities may appear unattainable;
however, it is not necessary overwhelming. Many can be developed; not one is in-born.

Experience, training, and self-training all can help the aspiring manager.

Selling skill. The research head must firmly convince management of the accuracy, soundness,
and worth of his findings and recommendations. Sales skills fall into two distinct groups: making
a strong first impression and making a lasting impression, the object of both being to obtain

action from research findings.

Amount of knowledge. The successful research manager must have a considerable amount of
knowledge in several fields: about research, marketing, and particular industries. Regardless of

the type of information being sought, all research manager must have a degree of research




knowledge or they will not be able even to recognize a situation which calls for the attention of a

specialist.

The research manger must also know the particular industrial fields within which he is
conducting research. Marketing research is an applied technique devoted to problem solving and
long-range guidance within a particular product field. To be practical, it must designed,

conducted, and interpreted within a framework of the product field.

Administrative skill. Every successful market research manger has administrative skills. The
head of even the smallest research department faces problems of administration. All research
manager, for instance, should be skillful in personnel management: selection, training,

supervision, appraising, and development.

Productive output. Almost all executive jobs require a high level of production or output;

research management is no exception.

Imagination and creativity. The degree of their desirability depends on, among other things, the
seriousness of the company's management about research. If management wants a research
operation because of it is "the thing to do," or to impress others, then the ingenuity of the
research manager may end up a thorn in the side of management. But is management truly wants
research to help it do a better job, then ingenuity in the research manager will be an asset in
carrying out the job effectively. ‘
Leadership. The most successful research manger is a leader. He is out to look for new
contributions that he and his group can make, for the field of marketing research is changing so

rapidly that he cannot allow himself or his group to remain static in thinking and approach.
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The qualities required in the manufacturer's

Research Manager and their relative importance

Degree of Importance

High Moderate
Crucial Importance Importance _ Importance

Making strong first impression
Flamboyance X
Facile group speaking b
Making lasting impression
Stimulating others to do research X
Stimulating others to use research results X
Personal acceptability X
Writing fluency X
Knowledge
Breadth in research techniques and services X
Depth in limited research techniques and techniques X
Breadth in industry fields X
Depth in limited industry fields X
Marketing knowledge X
Advertising knowledge X
Administrative skill
Personnel management X
Financial management X
Project management X
Productive output X
Imagination, creativity X
Leadership X

(Levitt, 1992: 26-30)
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7. SOURCES OF CONFLICT BETWEEN MARKETING MANAGEMENT AND
MARKETING RESEARCH

In principle the function of marketing research should emerge harmoniously with the objectives
of marketing management for the benefit or both parties. In practice the relationship between the
marketing research department and the users of marketing research frequently is characterized by

misunderstanding and conflict.

Research that implies criticism: A product manager who requests a survey of dealer loyalty will
not be happy if the survey finds that the dealers are extremely critical of him or her. Similarly a
sales manager who informally projects a 5 percent increase in sales will not like hearing from the
research department that the market potential indicates sales volume should be up by 20 percent.
In each of these situations marketing research presents information that implies criticism of a line
executive’s decision. In personal life a sure way to lose a friend is to be openly critical or him or

her. In business there is little difference.

Money: Research budgets are a source of conflict between management and researchers. Many
managers see research as expenditure rather than an investment. Managers who have little
experience with marketing research do not understand the valuable contributions of good
research. Most marketing researchers contend that research is only as good as the budget
allocated for it. A researcher can become frustrated knowing that a project initially had laudable

goals, but became focused instead on how to save money.

Time /Emergency research: If research programs are not systematically planned, marketing
researchers will encounter emergency requests. Too often researchers are asked to begin a study
after something goes wrong rather than at an earlier stage, when the research could have aided in
effective decision-making. Studies conducted after trouble occurs often produce unfavorable data

that disparages the decision makers, making managers leery of all research projects.
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When something gets wrong, managers want the research results immediately. Researchers
believe, however, that good research takes time. Marketing researchers suffers occasional lapses
from good practice because of the urgency of a project. Sometimes a marketing researcher will
have to submit to the time pressure and do a quick-and-dirty study. A few sudden events of do
require acquiring data quickly, but most rush jobs could be avoided with proper planning of the
research program. If it is necessary to conduct a study with sever time limitations, the researcher
should be sure to point this out to management. Overuse of such precautions, on the other hand,

can cause managers to see researchers as unnecessary cautions and to mistrust their conclusions.

Intuitive Decision Making: ... Many line marketing managers regard marketing as an art. “They
enjoy flying by the seat of their pants-though you will never get them to admit it. They revel in
chaos, abhor facts, and fear research.” (Lee Adler, in Green et al) “Systems Approach to
Marketing,” Harvard Business Review (May-June 1967), p.110) They may see research as taking
the fun out of their jobs. “Some executives have a self-image as people of action. They pride
themselves on their ability to reach decisions quickly, and in a crisp, authoritative manner.
Thirsting for action, they become impatient with what seems to them the plodding tempo of
research.” (Adler and Mayer, 1983:32) Some managers may complacently believe that intuitive

decisions have brought them to their present positions, so why use research now?

If managers do use research, they often request simple projects that will provide concrete results
with certainty. Researchers tend to see problems as complex questions that can be answered only
within given probability ranges. One aspect of this conflict is the belief that a research rep;)rt
provides findings, but cannot make decisions. Decision-oriented executives may unrealistically
expect research to make decisions for them or provide some type of guarantee that the correct
action will be taken. While research provides information for decision making, it does not always
solve all the uncertainties of complex decisions. Certain alternatives may be eliminated, but the
research may reveal new aspects of a problem. Although research is a valuable decision-making

tool, it does not relieve the executive of the decision-making task.




Presentation of the right facts can be extremely useful. However, decision makers often believe
that researchers collect the wrong facts. Many researchers view themselves as technicians who
generate numbers using sophisticated mathematical and statistical techniques; they may spend
more time on technical details than on satisfying managerial needs. Each person who has a
narrow perspective of another’s job is a partial cause of the problems of generating limited or

useless information.

A typical example if a researcher who disagrees with a marketing executive’s simplified
conception that all research is survey research. Without a careful definition of the problem, the
executive might request that the researcher conduct a telephone survey to measure advertising
effectiveness. The researcher, who sees the measurement of advertising effectiveness as a
complex and expensive task, may feel pressured to deliver more than the survey promises. The
researcher knows the technique is inadequate for the request and therefore may focus on more

elaborate techniques.

Future Decisions Based on Past Experience: Managers wish to predict the future, but

researchers measure only current or past events.

Pseudo-Research and Organizational Politics: A product manager may demand a market test
for a new product....A product manager may be interested to justify a decision that already had
been made. If the test market’s results had contradicted the decision, the product manager would
have disregarded the research. This is pseudo-research because it is conducted not to gather

information for making decisions, but to bolster a point of view and satisfy other needs.

The most common type of pseudo-research is performed to justify a decision that has already

been made. Management is already committed, but research is still requested.

Occasionally marketing research is used to pass on blame for failure to another area. A product

manager may deliberately request a research study with no intention of paying attention to the
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findings and recommendations. The manager knows that the particular program is in trouble but

plays the standard game to cover up for the mismanagement of the program. If the product fails,

marketing research will become the scapegoat.

Other Areas of Conflict: The conflicts between managers and researchers are aggravated by the

gap between what management demands and what research officers.

Probable areas of top management-marketing research conflict

Top Management Position Area Marketing Research Position
MR* lacks sense of accountability. Sole MR Research Responsibility should be explicitly
function is as an information provider. responsibility defined and consistently followed.
Desire decision-making involvement
with TM.**
Generally poor communicators. Research TM is anti-intellectual. Researchers should
Lack enthusiasm, skills, personnel be hired, judged, and compensated on
and imagination research capabilities.
Research costs too much. Since MR Budget “You get what you pay for.” Research needs

contribution is
difficult to measure, budget cuts are relatively
defensible.

Tend to be over engineered. Not executed with
proper sense of urgency. Exhibit ritualized, staid
approach.

MR best equipped to do this. General direction
sufficient. MR must appreciate and respond. Can’t help
changing circumstances.

Characterized as dull with too much jargon and too
many qualifiers. Not decision oriented. Too often
reported after the fact.

Free to use as it pleases. MR shouldn’t question.
Changes in need and timing of research are sometimes
unavoidable. MR deceived by not knowing all the facts.

Assignments

Problem
definition

Research
reporting

Use of
research

continuing, long-range TM commitment.

Too many nonrsearchable or emergency
requests. Insufficient time and money
allocated.

TM generally unsympathetic to this wide-
spread problem. Not given all the relevant
facts. Changed after research is under way.

TM treats superficially. Good research
demands thorough reporting and documenta-
tion. Insufficient lead-time given.

TM use to support a predetermined position
represents misuse. Isn’t used after requested
and conducted-wasteful. Used to confirm or
excuse past decisions.

MR* = marketing researcher

(Green and et al, 1988:80-84)

TM** = top manager




Reducing the Conflict between Management and Research

A solution to the conflict revolves around better communication between managers and researchers so

that each will grow to understand the other’s activities and needs.

Just as users need education on the benefits of research, researchers need an understanding of some
experience in the areas they are researching. Better communication makes both parties more

competent.

Marketing managers need to better assess their information needs and work with researchers to plan
the research activities that will supply this information. Managers must become involved with projects
during the beginning stages. Early involvement increases the likelihood that managers will accept and
act on the results. Better planning and an annual statement of the research program for the upcoming
year will help minimize emergency assignments, which usually waste resources and demoralize

personnel.

Marketing researchers must understand management’s perspective. They must realize that they are
businesspeople first and technicians second. Researchers must try to enhance company’s profits by
their contributions. Perhaps the best way to for them to do this is to orient themselves toward decision
making. They should strive to develop cost-saving research alternatives, and occasionally they may
still have to do a quick-and-dirty study that may not satisfy all professional standards, but will provide
usable and timely information. In other words, they should focus on results. Perhaps the most
important factor is more effective communication of the research findings and research designs. The
researcher must understand the interests and needs of the user of the research. If researches are
sensitive to the decision-making orientation of management and can translate research performance

into management language, much organizational conflict will diminish.
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Several strategies for reducing the conflict between management and research are possible. Managers

generally should plan the role of research better, and researchers should become more decision

oriented and improve their communication skills.

Two-way improvement

Top Management

Define research responsibilities Effectively communicate research results

Systematically plan research programs Reorganize time constraints

Budget realistically Provide methodology of consistent quality

Be objective Communicate research point of view

Avoid quick-and-dirty studies Ensure that information needs are jointly
determined

Emphasize high-yield projects Be decision oriented, non technique oriented

Understand research limitations Reflect management viewpoint

Define research responsibilities Treat management as a client

Marketing Research

Another recommendation provided by Blankenship et al (1965:123) the steps management
should take:

To the extent that general management is guilty of any shortcomings, there are steps it can take

to improve the status of its research manager and thereby get better research.

The research manager should be just as much a functioning member of the marketing team as the
product manager, the advertising manager, or the sales manager. He should participate in
discussions leading to marketing decisions. This not only will make him a member of the team
but also will mean that he can operate his research with considerably more insight relative to

overall marketing.

The research manager/head must be given sufficient funds to pay his own personnel adequately
and to employ outside consultant and research services as necessary. To establish too low a

budget is shortsighted; the company will not get the proper value out of research operation.




1l. RELATED LITERATURE

Marketing Research in Practice

Very broadly, the functions of marketing research include description and explanation (which are
necessary for understanding), prediction, and evaluation. More narrowly, the function of
marketing research within a company is to provide the informational and analytical inputs
necessary for effective (1) planning of future marketing activity, (2) control of marketing

operations in the present, and (3) evaluation of marketing results.

The following table shows the nature of marketing research projects conducted and who
conducts them as a result of research carried out in this area. As shown in the table, a sizable
amount of research is done to identify marketing problems. More than 90% of the 599 respondent
companies conduct studies of marketing potential, market share, market characteristics, and
business trends and performs sales analyses to help determine if their sales performance is at the
appropriate level. Slightly less than 90% of all companies also have short- and long-range
forecasts prepared to help identify future problems as opportunities in the marketing of their

products.

As indicated in the table, the marketing research department conducts more than 80% of the
studies of marketing potential, market share, and market characteristics. The remaining
percentage of these types of projects is carried out by other departments within the company and
outside firms. (The outside firms that conduct such studies are commercial marketing research

firms, management consultants, and advertising agencies.)
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The marketing research department is responsible for performing two-thirds of the sales analyses
and studies of business trends, and about one-half of the forecasts. From one-fifth to one-third of
such projects is carried out by other departments inside the company-primarily accounting and

finance departments-and a small percentage is conducted by outside agencies.

The Table also shows what types of research projects are carried out to help to so/ve marketing
problems and who does them. Over two-thirds of the responding companies do studies in one or

more aspects of product, pricing, distribution, and advertising and sales research.

... The extent to which the marketing research department is responsible for conducting problem-
solving research projects varies considerably by problem area. As shown in the table, whereas
almost three-fourths of all competitive-product studies are done by the company's marketing
research department, the department is involved in only about one-seventh of sales-compensation
studies. Some areas of problem-solving research in marketing seem to be destined for other
departments or outside agencies-for example, certain types of advertising research (often done by
the company's advertising department or its advertising agency) and research involving cost and

quotas (often done by the accounting department.)
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Problem Identification and Problem Solving Researches Conducted by Respondent Companies.
Natures Percentage of | Percentage of Studies Done By:
of Companies
Researche Doing Marketing
s made Types of specific research made Research Other Outside
Department Departments Firms
Market potential 97 88 4 5
Market share 97 85 6 6
Problem- | Market characteristics 97 88 3 6
identificati | Market analysis 92 67 23 2
on Short-range forecasting 89 51 36 2
Long-range forecasting 87 49 34 4
Studies of business trends 91 68 20 3
Competitive-
Product research | product studies 87 71 10 6
New product
acceptance and 76 59 11 6
potential
Testing  existing
products 80 35 19 6
Problem- Packaging studies 65 44 12 9
solving Pricing research
83 34 47 2
Advertising and | Establishment of
sales research order quotas, 78 23 54 |
territories
Studies of
advertising 76 42 5 29
effectiveness
Sales-
compensation 60 13 43 4
Promotional
studies 58 38 14 6
Copy researches 61 30 6 25
Media researches 68 22 14 32
Distribution Distribution-
research channel studies 71 32 38 1
Plant and
warehouse location
68 29 35 4
Source: Adapted from D. W. Twedt, 1983 Survey of Marketing Research (Chicago: American
Marketing Association, 1983), p. 41(599 Companies Responded) (in Green, 1998:4-6).
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Manager-Researcher Dialogue

The following was taken from Rizmund, 1997:21-22:

...Further evidence of potential managerial-researcher conflict is provided by a study of

managers' attitudes toward marketing research (see the table).(Danny N. Bellenger, "The

Marketing Manager's View of Marketing Research," Business Horizons, June 1979, pp. 59-65)
Although managers exhibited relatively positive attitudes toward marketing research in general,
there do appear to be areas where managers perceive that changes need to be made. Overall, only
22 percent of the managers agreed that they are getting what they need from marketing research
(38 percent disagreed with this contention). Major concerns were the manner in which results are
presented, problem definition, cost, and lack of communication. Recent studies by Deshpande
and Zaltman confirm the importance of research-manager interaction (i.e., communication),
attributes of the final report, and technical quality. (Rohit Deshpande and Gerald Zaltman, "
Factors Affecting the Use of Marketing Research Information. A Path Analysis, "Journal of
Marketing Research, 19 (Febraury 1952), 14-31) One further issue is the matter of surprise.
Researchers are not as concerned as managers about the level of surprise in research results.

Moreover, researchers tend to perceive projects as having a much more exploratory purpose than

do managers.

fl

|

38

J—p—

\
|
|
|
|
\
|




Managers' Attitude Toward Marketing Research

Percent
Statements gi:;;ree or
Agree
Marketing researchers are more concerned with techniques than with problem solving. 3.2
Marketing research is frequently too complex to be useful. 23.5
Marketing research often takes too long to be of use to managers. 35.8
Many marketing research techniques are too technical to be of use to me. 33.9
Marketing research reports are too technical. 20.2
Disagree
Managers are getting what they need from marketing research. 38.1
The cost of marketing research is generally reasonable. 20.0
The typical marketing researcher would never distort results to fit preconceptions. 23.0
Marketing researchers can usually relate their findings to the managers' problem. 14.8
Marketing research approaches are consistent with the needs of managers. 19.8
I generally would not make a major decision without marketing research. 30.1

Source: Adapted from Danny N. Bellenger, "The Marketing Manager's View of Marketing Research, Business
Horizons, June, 1979, p. 62.

There must be interaction between the manager and the researcher. Each can contribute a
specific type of knowledge experience to the formulation and solution of the problem. Although
this may sound commonplace, the truth of the matter is that the marketing researcher is seldom
asked-or even permitted-to assist in the structuring of a managerial problem. Instead the
researcher may be given the following type of directive: "Find out all you can about the market
for tranquilizers." If the researcher can implement this type of request, he or she must serve
principally as a "fact finder," unaware of the use to which the findings are to be put, the scale of

effort to be devoted to the inquiry, and the accuracy required in his or her findings.

Further complications arise when the researcher is not a member of the manager's company but
instead belongs to private external research firms and agencies. For such researchers effective
communication with managers is critical to their being able to market their research project. A
dialogue will establish for the researchers what the researchable issues are, how they should be

addressed, when the client want results delivered, and so on.
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Organizational structure of marketing research

A survey of companies that belonged to the American Marketing Association found that 76
percent of them reported having formal marketing research departments. Formal research
departments are most common among consumer goods, manufacturers, and retailers. Larger

companies are more likely to have marketing research departments.

The place of marketing research in an organization and the structure of the research department
will vary substantially depending on the firm’s acceptance of the marketing concept and its stage
of marketing research sophistication. Improper placement of the marketing research department
can isolate it. Researchers may lack a voice in executive committees when they have no
continuous relationship with marketing management. Sometimes the research department is

positioned at an inappropriately low level.

Given that research and the decision makers are linked together, the best organizational structure
is to report as high up in the senior management ranks as possible-at least to the senior marketing
vice president and preferably higher. The research department should also be able to have as
broad a perspective across the company as possible. This is because of the information flow
which the research department manages, interprets, and communicates.(Thomas C. Kinnear and
Ann Roots, eds., 1994 in Rizmund, Survey of Marketing Research (Chicago: American
Marketing Association, 1995:76))

The mission of the research department

A mission statement identifies the marketing research department’s purpose within the

organization. It explains what the department wants hopes to accomplish.
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The most successful research departments are those whose mission is directly linked to the
decision makers’ needs. In most cases this means the research department must be a valued,

integrated, and active part of the company’s marketing process.

Conversely, most research departments that have not been successful seem to be independent of
the decision makers’ needs. Such departments tend to be isolated and operate within a vacuum.
Their output may be technically precise but it is rarely put to use because research is independent

of the decision makers.

A good example of the marketing research mission statement of General Foods’ Research

Department Mission/Roles is stated below. The research mission is to:

Support General Foods’ best food company strategy by providing the highest quality marketing

intelligence upon which strategic and tactical decisions are based.

The Department will accomplish its mission by:

- Providing ad hoc marketing information which is relevant to the issues, appropriate (in
terms of accuracy, timeliness, and risk), and commensurate with the true needs of the
marketing decision maker.

- Integrating market/marketing information in a total intelligence to facilitate the
identification, development, and execution of significant, long-term strategic planning.

- Exercising leadership in accumulating GF marketing experience and utilizing it t.o
develop a knowledge base about marketing and the marketing process.

- Maintaining a high degree of consistency of methodology to facilitate decision making
across GF’s many businesses.

- Maintaining assurance of objectivity in the collection, analysis, interpretation, and use of

marketing information. (Zikmund, 1997:74)
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CHAPTER THREE

ANALYSIS AND INTERPRETATION OF THE FINDINGS

Introduction

Two types of questionnaires were distributed to the marketing research personnel and the
decision makers (who can make marketing and business decisions) of the foodstuff-producing
and beverage-producing firms. Fifteen firms (10 foodstuff producing firms, and 5 beverage
producing firms) were taken as a sample list in order to gather the required representative data

that would be helpful for the study).

Almost all publicly known large firms were taken as a sample in order to get the required data.

Equal numbers of questionnaires were distributed to each group- 35 questionnaires to the
marketing research personnel and 35 questionnaires to the decision makers of the firms under the
study. Of the distributed questionnaires 29 questionnaires and 27 questionnaires, could be
collected from the marketing research personnel and the decision makers, respectively. This
means, almost an average of two questionnaires were possible to collect form each group. In
order to improve the reliability/truthfulness of the findings, envelopes with the questionnaires

were provided in advance to each subject and sealed questionnaires collected.

For both types of questionnaires, for the marketing research personnel and for the decision-
makers, almost all of the items have 5 (frequency) columns and they are rated accordingly.
However, closely related responses, such as Strongly Agree and Agree, Disagree and Strongly

Disagree are sometimes grouped as one response to make the analysis easily understandable.

NB: Analysis follows each table.

Percentiles are rounded to the nearest whole number.
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Compared analysis is written in italic in the analysis part following the analysis of the item in
the table. The response comparison is made between or among related items of the same type of

questionnaire or between or among related items of the two types of questionnaires.

Below listed the firms that were selected for making this research:

Name of Foodstuff Producing Firm Name of Beverage Producing Firm
Kaliti Food Share Company National Alcohol and Liquors Factory
East African Trading House BGI Ethiopia

Fafa Food Share Compétny Awash Winery

Kokeb Flour and Pasta Factory Moha Soft Drinks Share Company
Nas Foods East African Bottling Share Company
Misrak Flour and Bread Factory Agri-CEFT

Ethiopian Tourist Trade Enterprise

Dire Dawa Food Complex Share Company
(Mailed Questionnaire by the Addis Ababa Branch)
Addis Modjo Edible Oil Factory

Dh Geda Flour Mill

Though the activities and the scope of research conducting are different from firm to firm, all of
the firms studied have a body or a department/section that is responsible to carry out the

marketing research activities.




PART ONE: ANALYSIS AND INTERPRETATION OF THE FINDINGS FROM the

marketing-research personnel OF THE FOODSTUFF-PRODUCING FIRMS
AND BEVERAGE-PROD UCIN G FIRMS

Tablel.1

Personal Data of Respondents-Marketing Research Personnel

Type of the firm Total
Foodstuff | Beverage
producing | producing Frequency Percentage
1 2 - 2 7
Years of | 2-3 3 1 4 14
Experience 4-6 5 2 7 24
7-10 5 2 7 24
Above 10 8 1 9 31
18-25 1 - 1 3
26-30 11 1 12 42
Age 31-40 5 4 9 31
Above 40 6 - 6 21
Undesignated - 1 1 3
Male 21 6 27 93
Sex Female 2 - 2 7
Grade 12 - B - -
Level of | Diploma 7 - 7 24
Degree 12, 3 17 59
Education Master’s Degree 1 - 1 3
Doctoral Degree - - - -
Undesignated 3 1 4 14

As can be seen from the above table, most of the respondents have above 10 years of work

experience.

Most of the marketing research personnel are in the range of 26 to 30 years of age and are young.

Above 90 % of the research making personnel are males.

More than half (59%) of the subjects have their first degree. Only one subject has master’s
degree. And 24 % of the research making personnel of the firms studies have diploma.
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Table 1.2

Structure and position of the research making department or unit

Business Type
[tem Frequency | Percentage
Foodstuff | Beverage
As a separate 4 ) 6 40
unit
1.Structured
In another 6 3 9 60
department
The
research Top 4 3 7 24
department | 2. Position | Management
in the
Enterprise | Middle 16 2 18 62
management
HTRE 3 1 4 14
management

As can be shown on the above table, above half (60%) of the firms marketing research-making
body is found in another department-mostly in the Sales and/or Marketing Department of the
firms. Only in 40% of the firms studied, the marketing research is organized separately to
provide specialized staff functions and which is usually/mostly responsible for the Sales:-or

Marketing or Commercial Department.

The same table shows, the department or the departments where the marketing research-making
personnel/team is positioned in the organization structure. Twenty-four percent and 14% of the
responsible research-making personnel of the firms studied indicated as their department or the
department they were in is found at the top management level and at the lower management level
of the firms, respectively. In most of the firms, the body that is responsible to conduct marketing

research activities is found at the middle management level of their organization.
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Table 1.3a

Types and extent of problem-identification marketing researches made (Compared with Table
2.2)

Types of specific research Frequency of researches made
made -
/Types of marketing 1 2 3 4 >
researches made to base the | Business Usually, | Sometimes, Rarely | Never, It is not
marketing decision making | Type when when even needed | Total
of the firm/ needed | needed needed
Foodstuff 3 4 10 6 - 23
Market potential Beverage I 2 I 2 . 6
Frequency 4 6 11 8 - 29
Percentage 14 21 38 27 - 100%
Foodstuff "6 2 7 7 1 23
Market share Beverage 3 1 2 - : 6
Frequency 9 3 9 7 1 29
Percentage 31 11 31 24 3 100%
Foodstuff 8 7 6 2 - 23
Market characteristics Beverage 4 - 2 - - 6
Frequency 12 7 8 2 - 29
Percentage 41 24 28 7 - 100%
Foodstuff 4 7 6 S 1 23
Market analysis Beverage ! 3 ! I » 6
Frequency 5 10 7 6 1 29
Percentage 17 34 24 28 7 100%
Foodstuff ) 2 9 7 - 23
Short-range forecasting | Beverage B 2 E - . 6
Frequency 7 4 11 7 - 29
Percentage 24 14 38 24 - 100%
Foodstuff - 5 6 8 - 23
Long-range forecasting | Beverage ! A ! ‘ - 6
Frequency 5 9 7 8 - 29
Percentage 17 31 24 28 - 100%
Foodstuff 1 8 3 11 - 23
Studies of  business Eeverage g "2) ; i - zg
trends requency 1 -
Percentage 10 35 10 45 - 100%

Table 1.3a and 1.3b show the type and the extent (frequency) of marketing researches that have
been made by the firms in the past few years. From an overall comparison of the two tables
(Table 1.3a and 1.3b), it can be said that most of the firms better made problem-solving type of

researches than problem-identification type of researches.
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Almost all of the problem-identification type of researches had not been wsually or
sometimes/when needed/ conducted by the firms. Looking at the frequency, it can be seen that
the larger frequencies are found in frequency’ sub columns 4 and S5, which are ‘rarely’ and

‘never, even needed’, respectively.

The specific type of problem-identification research that was better conducted by the majority of
the firms is to understand the market characteristics of the industry (41% of the subjects
responded as it was made ‘usually, when needed, and 24% responded as it was made sometimes,

when needed).

From the same table (Table 1.3a), it can be inferred that the management or the decision-making
body is not largely, and infrequently depends on the marketing researches in order to make both
short-term and long-term forecasting. Eleven (38%) and 7 (24%), (or totally, more than half) of
the subjects responded as the firms rarely and not conduct (even needed) marketing researches
for making short-range forecasting. The result is almost, also similar for the making of long-

range forecasting by the firms.

More than half percent of the subjects responded as they rarely (31%) and never /even if
research conducting was need/ (24%) conducted studies to know the market share of their

products and the competitive position of their firm, particularly in the foodstuff industry.

Though the majority of the firms have been in the industries for a long period of time, only 10%
of them (or about 1.5 of the 15 studied firms) conducted studies of business trends when the
research is needed for making decisions.

Data from Table 1.3a shows that the problem-identification researches had not been studied well
by the firms to support marketing/business decision-making related to the issues. Does this result
mean the management or the firms did not want or believed these types of marketing researches
were not important for helping their decision-making relating the issues? Responses comparison

of Table 1.3a and Table 2.2 reveals that, though in the first two frequency columns the degree of
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the actual researches made are less in Table 1.3a, the reverse response was provided by the

decision-makers where about 90% of the decision-makers in Table 2.2 responded as the studies

would be very important and important for helping their decision making if they were

conducted.
Table 1.3b
Types and extent of problem-solving marketing researches made (Response compared with
Table 2.2)
Type of specific research
made /Type of marketing Frequency of researches made
research made to base the | Business t e 3 1
. . . Thrise Usually, Sometimes, Rarely Never, It is not Total
marketing decision making of | 'YP e b i wven il
the firm/ needed needed
Foodstuff 6 8 2 7 - 23
Competitive- Beverage 2 2 1 1 - 6
product studies | Frequency 8 10 3 8 = 29
Percentage 28 35 10 27 - 100%
Foodstuff 10 1 6 5 1 23
New  product | Beverage 4 1 1 B 2 6
Product acceptance and Frequency 14 2 7 5 1 29
research potential Percentage 49 4 24 17 3 100%
Foodstuff 7 7 6 3 - 23
Testing Beverage 2 2 1 1 - 6
existing Frequency 9 9 i 4 - 29
products Percentage 31 31 24 14 - lOb%
Foodstuff 1 5 5 11 1 23
Product-mix Beverage 3 I 2 = - 6
studies Frequency 4 6 7 11 1 29
Percentage 14 21 24 37 3 100%
Foodstuff 3 -+ 9 T - 23
Packaging Beverage | 3 1 1 - 6
studies Frequency 4 7 10 8 . 29
Percentage 14 24 35 27 - 100%
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(Table 1.3b Continued)

Types and extent of problem-solving marketing researches made (Response compared with Table

2.2)

Types of specific research made

Frequency of researches made

/Types of marketing researches 1 2 3 4
made to base the marketing | Business Type | Usually, | Sometimes, Rarely | Never, It is not
decision making of the firm/ when when needed even needed Total
needed needed
Foodstuff 12 7 2 2 - 23
Pricing To set a suitable | Beverage 1 3 - - - 6
research price Frequency 13 12 2 2 = 29
Percentage 45 42 7 6 - 100%
Foodstuff 1 7 7 8 - 23'
Establishment of | Beverage 1 4 - 1 - 6
order quotas, | Frequency 2 11 7 9 - 29
territories Percentage 7 38 24 31 - 100%
Foodstuff 1 5 6 11 - 23
Studies of | Beverage 1 3 1 1 - 6
advertising Frequency 2 8 7 12 - 29
effectiveness Percentage 7 28 24 41 N 100%
Foodstuff 1 4 4 11 3 23
Sales- Beverage - 3 2 1 - 6
Advertising carpensation Frequency 1 7 6 12 3 29
and sales Percentage 3 24 21 41 - 100%
research Foodstuff 1 5 6 9 2 23
Promotional Beverage - 4 2 - - 6
studies Frequency 1 9 8 9 2 29
Percentage 3 31 28 31 T 100%
Foodstuff 2 - 6 12 3 23
Copy researches | Beverage 1 1 2 2 - 6
Frequency 3 1 8 14 3 29
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Percentage 10 3 28 49 10 100%

Foodstuff 3 3 S 8 2 23

Media Beverage 2 3 1 - - 6

researches Frequency 7 6 6 8 2 29

Percentage 24 21 21 27 7 100%

Foodstuff 5 (i 2 7 2 23

Distribution- Beverage 2 3 - 1 - 6

channel studies Frequency A 10 2 8 2 29

Distribution Percentage 24 34 7 28 7 100%
Research Foodstuft 3 3 4 7 6 23
Plant and | Beverage 1 3 1 1 - 6

warehouse Frequency 4 6 5 14 = 29

location Percentage 14 21 17 48 # 100%

Table 1.3b shows the type and the frequency of the problem-solving marketing researches that
had been made by the firms, such as product, pricing, advertising and sales, and distribution
researches. Forty-five and 42 percent (frequency column 1/ 'usually, when needed’/ and
frequency column 2/’sometimes, when needed’/) of the firms have relatively better-conducted

pricing researches than the other types of problem-solving researches.

Of the product researches, the first three researches were almost equally made in order to
understand the competitive products that existed in the market, and for the objectives of
identifying the acceptance of new products, and for testing of existing products. Packaging
studies are the least frequently made researches by the firms, 35 % and 27 % of thé

firms/subjects responded ‘Rarely’ and ‘Never, Even needed’, respectively.

In the category of advertising and sales researches, the firms had less practiced the conducting of
advertising effectiveness, sales compensation, promotion, and copy studies. Relatively, the most
frequent type of advertising research that had been conducted by the firms is the Media
Research, which shows frequency value of 7 (24%) and 10 (34%), for ‘usually, when needed’

and ‘sometimes, when needed’, respectively. Comparison of this response with the decision-
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maker's response of Table 2.2, decision-makers also gave less importance to the conducting of

media studies than the other types of problem-solving marketing researches.

Like the advertising and sales researches, the firms also conducted distribution researches less

frequently. Twenty-one percent of the subjects remarked that as it was not needed to conduct

plant and warehouse location researches for their firms. Distribution channel studies were better

made than plant and warehouse location studies- 24 percent and 21 percent for the first two

‘frequency’ sub columns. Like the other types of problem-solving researches, though it was not

well made by most of the firms, the need/importance of making distribution studies was strongly

attested by the decision-makers (see Table 2.2).

Table 1.4

The practice of conducting and using marketing researches to launching a new product

Business Type Total
[tem Responses
Foodstuff | Beverage | Frequency | Percentage
1 , 5 4 9 31
After conducting a market
research
The Enterprise | 2
frequently uses | By partially, sometimes 11 2 13 45
marketing conducting a marketing
research
researches to 3
launCh/mtrOduc_e Without conducting a 4 _ 4 14
new products in | market research
the market 7
Intuitively/with experience 3 - 3 10
Total 23 6 29 100%
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The majority of the subjects, particularly subjects in the foodstuff producing firms, responded as
they were partially/sometimes conducted marketing researches to launch new foodstuff products,
which totally constitutes 45% of the four frequencies provided. Ten percent of the firms, which
are all foodstuff-producing firms, had not practiced the conducting of marketing researches in
order to identify their new product’s potential acceptance and the launching of the new product
in the market. This firms produce and commercialize new products based on their past

experience or informal judgment of the market.

Thirty-one percent of the firms, which of course included more than half or 4 of the beverage-

producing firms, conducted marketing researches before launching new products in the market.

Table 1.5

The practice of using marketing research outputs to set tactical and strategic plans, and
sufficiency of the budget allocated to the marketing research department or unit

Degree of | Business type Total
Agreement

Item Foodstuff | Beverage | Frequency Percentage
1.Strongly 2 2 4 14
Agree

1. “The organization and the marketing | 2- i 2 6 21
Agree

and/or  sales department- use

marketing research outputs to set | 3.
tactical and strategic plan.” Moderately

W
88}
[04]

17

(Response compared with T2.4, 2) 4Agree

Disagree 7 - 7/ 24

5.
Strongly 7 - 7 24
Disagree
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1,
2. “Adequate budget is wusually | Strongly - ! 1 3
allocated to the marketing | Agree

; 2,
department in order to adequat.ely e 5 5 » 54
and successfully carry out marketing

researches.” 3
Moderately 8
Agree

11 38

(%)

4.
Disagree 6 - 6 21

¥
Strongly 4 - 4 14
Disagree

Item 1 of Table 1.5- Equal number of respondents responded that they ‘disagree’” and ‘strongly
disagree’ about the using of marketing research outputs to setting tactical and strategic plans by
the decision-making body of the firms. In sum, almost half of the research making personnel
responded, as the management had no the practice of using research outputs as an input to set

tactical and strategic plans.

In sum, one-third (35%) of the subjects responded-strongly agree and agree to the statement.
Seventeen percent of them agreed moderately. Thirty-seven percent of the decision makers in
Table 2.4 responded, as they had no the practice of using marketing research outputs to set
tactical and strategic plans. Grouping the first two frequency columns, only 30% of the decision-
makers responded that they were using marketing research outputs for setting tactical and-

strategic plans.

As can be seen from the same table (Tablel.5), the research making unit/body or personnel was
not fully satisfied on the amount of money that had been set aside to conduct researches. The
majority of the researchers in these firms responded as they were moderately agree (38%) on the
adequacy of the budget that was set aside for executing marketing research activities. Only 3 %,
which is almost none, agreed as adequate budget allocated to the research-making unit. In sum,

35% (disagreed and strongly disagreed) adequate budget had not been allocated to the unit.




Table 1.6

The practice of working with the management and the management’s use of marketing research

findings for decision making

Business 1, 3. Moderately | 4. 5.

Statement Type Strongly | 2. Agree Disagree Strongly | Total
Agree Disagree
Agree

1. Decision-makers look at | Foodstuff 7 1 6 8 | 23
the  marketing  research
reports after making | Beverage 1 - 2 1 2 6
decisions. And if their
decisions match with the | Frequency 8 1 8 9 3 29
results of the marketing
research, they consider the
researches ~ made  are | percent 27 4 28 31 10 | 100%
“correct”, and, otherwise,
“incorrect.”

Foodstuff 7 5 2 8 1 23
2. Decision-makers have
difficulties to understand, | Beverage - 1 | 2 2 6
analyze and interpret the
results and recommendations | Frequency 7 6 3 10 3 29
of marketing researches for
making marketing decisions | percent 24 21 10 35 10 | 100%

Foodstuff 6 7 4 S 1 23
3. Managers are unable to
work  effectively  with, | Beverage - 1 1 2 2 6
understand and use the .
knowledge and skills of | Frequency 6 8 5 7 3 29°
research specialists
(Response  compared with | Percent 21 28 17 24 10 | 100%
72.5, 5)
4. Marketing research | Foodstuff 7 6 5 2 3 23
department/team/unit is
handicapped by low | Beverage - 1 2 2 1 6
organizational status and lack
of close contact with the Frequency e L ~ 4 4 29
management and unable to
give  support  for  the
functional ~ units  of the | percent 24 24 24 14 14 | 100%
Enterprise (Response

compared with T1.2, 2)
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Foodstuff 9 2 6 6 - 23
5. Marketing research team
are dissatisfied with the | Beverage 1 - 2 1 2 6
extent to  which their
department’s capabilities are | Frequency 10 2 8 7 2 29
being used.
(Response  compared with | percent 35 7 27 24 71 100%
T1.5 3andT2.5,5)
6. The decision-makers have | Foodstuff 11 2 ! 6 - 23
problems in prioritizing the
marketing Beverage - 1 1 2 2 6
problems/objective according
to  their urgency and | Frequency 11 3 5 8 2 29
importance, and in justifying
the reasons/purposes for the | percent 38 10 17 28 7] 100%
marketing researches
7 Managers/decision- | Foodstuff 4 1 11 7 - 23
makers are usually deceived
by the perceived quality of | Beverage 1 - 2 1 2 6
the Enterprise’s products and
the high demands that are | Frequency 5 1 13 8 2 29
currently  observed, and
therefore, they do not allow | percent 17 3 45 28 71 100%

or interested the conducting
of marketing researches.

Statement 1 of Table 1.6- shows that 31% of the respondents believed (strongly agreed and

agreed) that managers had no practices to refer to the already made researches, and rather they

preferred to make decisions of their own belief. In addition, 28 % of the subjects moderately

agreed with this statement. Forty-one (in sum) percent of the subjects disagreed and strongly

disagreed with this statement.

Statement 2 of Table 1.6- Grouping the first two frequency columns, 45% of the respondents

believe that decision makers have difficulties to understand, analyze and interpret the findings of

the marketing researches. Grouping the last two frequency columns, equally (45%) of the

respondents replied as managers were using made marketing researches in order to make

marketing or business decisions.
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Statement 3 of Table 1.6- Looking at the first two frequency columns, almost half of the subjects
or in half of the firms studied, managers were not working effectively/closely with the research
making personnel. As a result, they did not show interest to be benefited from the works of the
research specialists or personnel. Only 10 percent of them responded as they were moderately
working with the decision makers. Thirty four percent of the subjects responded, as they were

working effectively or closely with the managers.

Answering Item No 5 of Table 2.5, one-third of the decision-makers responded that most of the
research findings of the research personnel were irrelevant for the making of sound
business/marketing decisions. On the other hand, 60% of the decision makers equally responded
as the findings/marketing information were relevant and partially/moderately relevant for

decision-making.

Statement 4 of Table 1.6- Grouping the first two ‘frequency’ columns (strongly agree and agree),
almost half of the subjects (48%) affirmed their response of the above statement, as their possible
contribution in helping marketing decisions had not given attention by the management. Though
the majority of the foodstuff producing and beverage producing marketing research departments
or sections were positioned in the middle management (See Table 1.2, Item 2, which is 62%,),
they had not been given the required attention or made the necessary contribution to solving

business or marketing problems of their firms and/or the different functional units of the firms.

Statement 5 of Table 1.6- Because of the above reasons or the underutilization of their capaci‘éy
and the lower recognition of the research unit, 42% of the research personnel of the firms under
study responded as they were dissatisfied the extent to which their capabilities were being used.
In addition to these respondents, 27% of the subjects also attested as they moderately agreed
with the statement. Related to this response, only 1/3 of the respondents had the practice or the
chance of following up of whether their recommendations had been used by the decision-makers

(see response of Item 3 of Table 1.5).
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Only 31% of the subjects of the firms under study responded as their capacities were fully
utilized and they were fully satisfied by their actual contribution to supporting the management’s

decisions.

Statement 6 of Table 1.6- Grouping the first two frequency sub columns, ‘Strongly Agree’ and
‘Agree’, almost half (48%) of the respondents answered that decision makers had difficulties or
unable to figure out research requiring marketing issues according to their urgencies and
importance of the researches for the decision making. In addition to the two frequencies, 17 % of
the respondents moderately agreed of the management’s dilemma and problem in prioritizing
research-needing marketing issues and in setting research objectives. Thirty-five percent or one-
third of the firms’ research personnel witnessed the management’s capacity of identifying and
prioritizing of research needing issues and the purposes of conducting the researches to support

their decisions.

Statement 7 of Table 1.6- According to the responses of the research personnel (in frequency
columnsl & 2, which make 20 %), most of the firms studied were not deceived by the perceived
quality of their enterprise’s products and current high demand (the answer for this item may not
be reliable as the researcher opines that most of the firms may not actually producing high
quality products for the local market). Whatever the case might be, 45 % of them responded as
they moderately agreed to the statement. The sum of the last two frequency columns disagreed

with this statement, which represents 35% of the research making personnel.
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Table 1.7
Recurring problems in the marketing research process

1 2 3 4 S
No | Problems/Challenges Business Strongly | Agree | Moderately | Disagree | Strongly | Total
in the Marketing | Type Agree Agree Disagree
Research Process
Foodstuff S 2 10 6 - 23
1 Managers/decision Beverage 1 - 2 1 2 6
makers do not allow
enough time to make
researches. ~ Therefore, [ Frequency 6 2 12 7 2 29
it is difficult to present
research findings in
time. Percentage 21 7 41 24 71 100%
Foodstuff 8 1 8 6 - 23
2 The research
plans/designs do not | Beverage - 1 1 3 1 6
take into consideration
the availability and
collection of adequate | Frequency ) 2 9 9 1 29
secondary and/or
primary data.
Percentage 27 7 31 31 4 | 100%
Foodstuff 2 5 6 6 - 23
3 The researchers have
problems in following | Beverage & 1 2 1 2 6
up in  order to
determine whether their
recommendations  are | Frequency 6 6 ) 7 2 29
being used.
(Response  compared
with T1.6, 5) Percentage 21 21 27 24 7 [ 100%

(Table 1.7 continued on the next page)
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No

Problems/Challenges in
the Marketing
Research Process

Business
Type

1
Strongly
Agree

Agree

3
Moderately
Agree

4
Disagree

5
Strongly
Disagree

Total

There are problems in
choosing the right type
and number of
participants/respondents
by the field
staff/interviewers.
Therefore, it is difficult
to obtain accurate data
for  making  quality
researches.

Foodstuff

6

o

5

9

1

23

Beverage

(%]

Frequency

12

29

Percentage

24

21

41

100%

There are problems in
clearly understanding
research objectives on
the side of some research
field personnel (who can
be temporarily
employed) and in
including
participants/respondents
who were unsuitable for
the researches (such as,
including subjects who
were insufficiently aware
of  the Enterprise's
product).

Foodstuff

o

o

(%)

23

Beverage

Frequency

12

29

Percentage

20

10

14

42

14

100%

Table 1.7 included the major identified problems that the research doing personnel had been

encountering in the marketing research process.

Statement 1 of Tablel.7- Only 27% of the respondents Strongly Agreed and Agreed to this

statement. The majority of (41%) of the subjects Moderately Agree to this statement, in average,

as adequate time allowed to conducting the marketing researches. Alternatively, interpreting in

another way, the management allowed enough time to the conducting of some of the research

issues/or in some situations/times and not for the other research requiring issues. It might also be
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interpreted as the managements’ in these firms allowed moderate amount of time for the
conducting and reporting of marketing researches. Almost one-third (31%) of the research
personnel had no time limitations to conducting and, then reporting the marketing researches for

timely decision-making.

Statement 2 of Table 1.7- Almost one-third or 34% of the respondents ‘Strongly Agreed’ and
‘Agreed’ as the research plans did consider the availability and the collection of both primary
and secondary data sources. (Not tabulated in this chapter, Item No 8 of the Questionnaire Type |
showed that 41% and 55% of the research personnel replied that the primary data sources were
Dependable, and Moderately/Sometimes Dependable, respectively. And, 14% and 66% of the
respondents believed as the secondary sources of data were Dependable, and
Moderately/Sometimes Dependable, respectively). Equal number of subjects (equal 31 %)

moderately agreed and disagreed with the statement.

Statement 3 of Table 1.7- Only 9 or almost 1/3 of the 29 research personnel of the firms studied,
had no problems in following up their research recommendations- whether the outputs of the
marketing researches were being used by the decision-makers or not. The majority of the
research personnel (27% of them) responded, as they were not sure whether the decision-makers
had used the research reports, or whether the research results usually consulted to support the
marketing and/or business decision-making. Forty-two percent of research personnel of the
studied firms had no experience of or possibilities of following up whether their recommendation
were used or implemented by the firms- 21% replied ‘Strongly Agreed’, and 21% replied
‘Agreed’” with the statement. Compared with Statement 5 of Table 1.6, this response could be
another reason for the dissatisfaction of the research personnel, as their capacities or
contributions had not been well used or given attention by the management or the decision-

makers.

Statements 4 and 5 of Table 7.1- Equal number of respondents (31% and 30% of the respondents,

respectively) ‘Strongly Agreed’” and ‘Agreed’ with the two statements supporting the statement:
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some field research personnel had problems in choosing the right type and number of
customers/respondents for gathering marketing information and in understanding the purpose of
the marketing research. Therefore, it would be difficult to obtain accurate data for making quality
researches, which would strongly support the marketing decision-making. About half of the
respondents disagreed and strongly disagreed with the last two statements. Or, they reveled their
dependence on the field personnel in choosing the right type and number of subjects and in

collecting the necessary accurate data for their research making.
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f PART TWO: ANALYSIS AND INTERPRETATION OF THE FINDINGS FORM the
ﬁ decision-makers OF THE FOODSTUFF-PRODUCING FIRMS AND BEVERAGE-

; PRODUCING FIRMS
|

Table 2.1

Personal Data of Respondents- Decision-Makers

Ttem Business type Total

Foodstuff | Beverage
producing | producing Frequency | Percentage

1 = = = -

Years of | 2-3 - - - -

Experience 4-6 = ” - -
7-10 3 2 5 19%
Above 10 18 - 22 81%
18-25 - - - -
26-30 1 - 1 4%

Age 31-40 3 3 8 29%
Above 40 12 2 14 52%
Undesignated 3 1 4 15%

Sex Male 19 6 25 93%
Female 2 - 2 7%
Grade 12 - - - -

Level of | Diploma = - - :
Degree 17 5 22 81%

Education Master’s Degree - - - -
Doctoral Degree - - - -
Undesignated 4 1 5 19%

As can be seen from the above table, most of the respondents have above 10 years of work
experience (80% of the total subjects).

Most of the decision makers are in the range of 31 to 40 years of age, older (in average) than the
marketing research personnel. Above 90 % of the decision-makers in the studied firms are males.

More than half (59%) of the subjects have their first degree. Only one subject has master’s
degree. And 24 % of the research making personnel of the firms studies have diploma.
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Eighty-one percent of the decision makers have first degree. Neither of the decision makers have

first degree nor diploma. And 5 subjects didn’t fill the item (didn’t mention their education level)

Table 2.2

Opinions of the decision-makers about the need of the specific researches that would be

helpful for decision-making if made (Response compared with T1.3a & T1.3b)

1 2 3 4 5
Business Very Important | Moderately | Less Not Total
No | Research studies Type important Important important | Important
Market studies (to describe | Foodstuff 11 9 - 1 - 21
1 the size of the market,
buying power of the ST 3 - : ) ) 6
consumers, availability of | Frequency 14 11 1 1 - 27
distributors, and consumer | Percentage 52 40 4 4 - | 100%
profiles)
Market share studies (to | Foodstuff 13 8 - - - 21
2 determine the proportion of Beverage 5 1 - = - 6
total salc's receive(_i by the Frequency 18 9 - B - 27
firm and its competitors) Percentage 67 33 . - ~T100%
Sales analysis studies (to | Foodstuff 9 10 1 1 - 21
3 describe s sgles by Beverage 3 3 1 - . 3
geographic region, product
line, type of the account, | Frequency 12 12 2 1 - 27
and the size of the account) | Percentage 44 44 8 4 - | 100%
Image studies (to determine | Foodstuff 12 6 3 - - 21
4 consumer perceptions of the Beverage 4 ) s % w 6
firm and its products) Frequency 16 8 3 N - 27
Percentage 59 30 11 - - | 100%
Product usage studies (to | Foodstuff 6 11 2 2 - 21
5 determine consumer | Beverage 3 2 1 = = 6
perceptions of the firm and Frequency 9 13 3 2 - 27
s prodagis) Percentage 33 48 1 8 - 100%
Distribution  studies  (to | Foodstuff 11 7 2 1 - 21
6 determine  traffic ~ flow | Beverage 4 2 - - z 6
patterns and the number and Frequency 15 9 ) 1 9 27
location of distributors)
Percentage 56 33 7 4 - | 100%
Pricing studies (to describe | Foodstuff 12 9 - - - 21
7 the range and frequency of
price changes andq probable Beveripe 3 : ) ) ) b
consumer  response  to | Frequency 17 10 - = = 27
proposed price changes) Percentage 63 37 - - - | 100%
Advertising  studies  (to | Foodstuff 9 9 3 - - 21
8 describe media consumption
habits and audience prgﬁles Bevorage : : $ . ) b
for  specific  television | Frequency 10 10 6 1 - 27
programs and magazines) Percentage 37 37 22 4 - | 100%
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As can be seen from the above table, most of the decision-makers strongly believed that all the
above-mentioned marketing research areas would be important for their organizations or to

supporting their decision-making.

From the comparison of the findings of Table 2.2 and Table 1.3a, it can be inferred that most of
the decision-makers were relatively inclined on the making of the problem-solving type of

marketing researches than the problem-identification type of marketing researches.

It can also be inferred from the table, most of the decision-makers would prefer to use the results

of marketing research outputs if made effectively.

Of the listed eight types of marketing researches, majority of the decision-makers strongly
agreed on the importance of the making of pricing studies (63%) and market share studies (67%)

for their organizations.

Comparison of the response with the data on Table 1.3a, it is also possible to conclude that
greatest research requiring marketing issue/problem, in most of the firms, was pricing study. On
Table 1.3a, Forty-five percent of the firms “Usually’, and 42 percent of the firms ‘Sometimes,.
when needed’ had better conducted pricing researches than the other types of problem-solving
researches. This result also shows that most of the firms were largely competing on prices and
they were more focusing in the making of pricing studies for providing sound problem-solving

decisions for the marketing problems.

Among the given marketing research requiring issues, advertising studies were given less

priorities. However, 37% of the decision makers *Strongly Agreed’ on the importance of the
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making of researches in advertising area. Equal number of decision makers also ‘Agreed’ about

the making of advertising researches for their firms.

Table 2.3

Degree or extent of using marketing research results by the marketing department for
making decisions on marketing issues

1. 2. 3 4. 5.
Business Usually, Sometimes, | Rarely The Never,
Type when when decisions | even
needed needed usually do | needed Total
not
require
marketing
researches
Foodstuff 6 6 7 1 3 23
Beverage 2 3 1 - - 6
Frequency 8 9 8 1 3 29
Percentage 28 31 28 3 10 100%

Though almost all of the decision-makers attested the importance of conducting all of the given

types of marketing researches (see Table 2.2), the extent of using the outputs of marketing

researches was not consistent with their degree of agreement. Only 28% of the firms were

frequently/usually used marketing research output when they wanted to base their decision-

making on them. Thirty-one percent of the firms sometimes were using the marketing research

results to support their marketing decision-making. Not less actually, 28% of the decision-

makers of the firms studied ‘Rarely’ were using marketing researches during making significant

marketing decisions.




Table 2.4

Decision-makers’ evaluation regarding the marketing researches and contribution of the
researches made compared to their costs

Business type

Item Degree of Foodstuff | Beverage Frequency | Percentage
Agreement
1
Very effective 3 = 3 11
1. To what extent the marketing
decisions that have made by | 2
using research findings, reports | Effective 4 2 6 22
and recommendations  were
effective/correct and  fruitful? | 3
The decisions were: Moderately effective 4 1 5 19
4
Effective, Sometimes 10 3 13 48
5
Not effective - = . =
TOTAL 21 6 27 100%
1
2. “The organization and the | Strongly Agree 4 - 4 15
marketing and/or sales | 2
department use marketing | Agree 3 1 4 15
research outputs to set tactical | 3
and strategic plans.” Moderately Agree g/ 1 8 29
4
Disagree 6 - 10 37
5
Difficult to Decide 1 & 1 4
TOTAL 21 6 27 100%
3. Compared to the contribution
and the importance of |1
marketing research outputs in | Very greatly 5 - 5 19
supporting decision making, | 2
the annual budget/cost that is | Greatly 5 3 8 29
allocated for making market | 3
researches has benefited the | Moderately 10 2 12 44
Enterprise: 4
Payoff/nil/ - ] 1 4
S
Difficult Measure 1 - 1 4
TOTAL 21 6 27 100%
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Statement 1 of Table 2.4- Almost half of the decision-makers believed the decisions made using
the marketing research outputs were sometimes effective. One-third of them responded that the
decisions made with the support of the marketing research outputs were very effective and
effective (frequency columns 1 & 2). No decision maker replied, as the decisions that had been

made using marketing research outputs were completely ineffective.

Statement 2 of Table 2.4- Only 30 % of the firms studied were using marketing research output
to set tactical and strategic plans. Equal number of the firms moderately or partially used
marketing research outputs to set their firm’s tactical and strategic plans. More than 1/3 of the

firms had no practices of setting tactical and strategic plans.

Statement 3 of Table 2.4- Compared to the costs set aside, the benefits gained out of the
marketing researches were ‘very greatly’, and ‘greatly’ helped the decision making of the firms,
or benefited the firms (the percentage sum of the two frequencies is 48%, which was true almost
to half of the firms studied). Forty-four percent of the decision makers responded as the research

costs moderately benefited the firms compared to the budget set aside for them.
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Table 2.5

Decision-makers’ evaluation of the marketing research making team/unit/department

1 2 3 4 5

No | The marketing research making | Business Strongly | Agree | Moderately | Disagree | Difficult Total

department/unit/:... Type agree agree to decide
Foodstuff 9 2 5 5 - 21
Beverage 2 2 1 1 - 6
1 lacks research competency. Frequency 11 4 6 6 - 27
(Response compared with T1.7, 4) | Percentage 41 15 22 22 - | 100%
Foodstuff 2 7 3 5 2 21
2 | has limitations of qualified | Beverage 3 2 1 - - 6
research personnel. Frequency 5 9 6 5 2 27
(Response compared with T1.7, 4) | Percentage 19 33 22 19 7| 100%
3 | has the inability to uncover the | Foodstuff 1 6 11 2 1 21
inner core of the problem/to meet | Beverage 1 2 2 1 - 6
the objectives. As a result, it is | Frequency 2 8 13 3 1 27
difficult to depend on it. Percentage 7 30 48 11 4| 100%
4 lacks desires to take a more active | Foodstuff 3 1 11 3 3 21
part in defining and identifying | Beverage 2 1 1 1 1 6
marketing  problems  with  the | Frequency S 2 12 4 4 27
management. Percentage 19 7 44 15 15 | 100%
5 makes irrelevant marketing | Foodstuff 3 4 5 7 2 21
researches which do not usually | Beverage - 2 3 1 - 6
help to make right marketing | Frequency 3 6 8 8 2 27
decisions. Percentage 11 22 30 30 7| 100%

Statements 1 and 2 of Table 2.5- Decision makers provide almost similar answers for the two

questions. More than 50% of them responded as the marketing research-making unit or

research personnel were not qualified in the area and lack research competency (frequency

columns 1 & 2).

The response of this item also affirmed by the response of the research personnel in that

more than 60% of the research personnel strongly agreed and agreed as the field personnel
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had problems in choosing the right type and number of customers/respondents for gathering
marketing information and in understanding the purpose of the marketing research.
Therefore, it would be difficult to say accurate data obtained to make high quality researches

(see Table 1.7, Item No 4).

Statement 3 of Table 2.5- Half or 48% of the decision makers responded that they couldn’t
fully depend on the research findings, as the researches were not thoroughly made and clearly
reported facts. Looking at the first two frequency columns, 37 % of them responded-the
research findings were reliable and were made thoroughly for making better marketing

decisions.

Statement 4 of Table 2.5- Grouping the first two frequency columns, 26% of the decision
makers replied the research-making unit was not interested to take active part in defining and
identifying marketing problems with the management. And 44% of them moderately agreed
with the statement. It can be inferred, as there was not a very close relationship between the
two bodies in trying to identify the marketing problem areas and defining and then solving
the management’s dilemma. Showing their disagreement, only 15% of the decision makers
reveled the practice of working and defining the management dilemma with the research-

making unit.

Statement 5 of Table 2.5- Adding the first two frequency columns (Strongly Agree, and
Agree), one-third of the decision makers of these firms considered the findings of the
research making unit were mostly irrelevant and could not be used to help/to make the right
decisions for solving marketing problems. Thirty percent of them responded, as they were
‘Moderately Agree’ with the statement. Equal number of decision makers also answered that

the research output were relevant to make marketing/business decisions.
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CHAPTER FOUR

SUMMARIES, CONCLUSIONS, AND RECOMMENDATIONS

[. SUMMARIES
Summary of Chapter One:

The less practices of doing marketing researches and the major possible problems in conducting
and using marketing researches by the foodstuff producing and beverage-producing firms in
Addis Ababa stated in the proposal part. The three major problem areas that would be studied
were: the firms have less practice to conduct marketing researches, and thereby use the
outputs/information of marketing researches to support their decision-making; the research
departments/units/teams in some of the firms are given less concerns about their role in helping
the management’s decision-making; There are problems in these firms in effectively and reliably
utilizing the outputs of the researches made because most researches are considered to lack
‘quality’ on the side of the decision-makers. The main objectives of this study were: to show the
extent or practice of foodstuff-producing and beverage-producing firms have been conducting
different types of mark?liggl‘esearclles in order to support their decision-making, and to describe
the problems, limitations of foodstuff-producing and beverage-producing firms (found in Addis
Ababa) in conducting and in using marketing researches. Two types of questionnaires planned to
be distributed - one for the decision-makers and the other for the research making personnel of
25 firms. However, as shown in the anal/y‘sis and presentation part of this paper, it could only-
possible to collect the questionnaires to 15 (fifteen) foodstuff-producing and beverage-producing
firms in Addis Ababa. The researcher believed as the sample size and the list representative to

conduct the research.

Summary of Chapter Two:
Concepts about marketing researches and some survey studies regarding marketing researches
were included in the second chapter. Some of the main topics were: aims and objective of

marketing research, the managerial value of marketing research for strategic decision-making,
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when is marketing research needed?, classification of marketing research, management's use of
marketing research, = management decision problem and marketing research problem,
organizational structure of marketing research, functions of the research manager, qualities
required in the research manager, sources of conflict between marketing management and
marketing research, reducing the conflict between management and research, marketing research
in practice, managers' attitude toward marketing research.

Summary of Chapter Three:

- In more than half of the studied foodstuff producing and beverage-producing firms there
was no separately structured department, which was responsible to conduct marketing
researches and provide special staffse%ﬂv'ce__svfor decision-makers. In most of the firms, a
team or a single person or a few person group in the Sales or Marketing or Commercial
Department gathers marketing information or performs market related research activities.
However, the foodstuff producing and beverage producing marketing research
departments or sections/teams positioned in the middle management level in most of the
firms, even if they could not get the required attention or they could not make the
necessary contribution to solving business or marketing problems of their firms and/or
the different functional units of the firms. Even in firms that have a separate research-
making unit/department, the marketing research function had not been providing the
necessary contribution for supporting business/marketing related decisions.

- Problem-solving marketing researches had been relatively better conducted than
problem-identification type of researches by most of the firms. Of the problem-solving
researches, pricing studies were largely made by most of the firms in order to set a
suitable price for their products. Most of the decision-makers of these firms also
relatively inclined on the making of the problem-solving type of marketing researches
(which would better support their decision-making if made) than the problem-
identification type of marketing researches. Among the specific marketing research
requiring issues, advertising studies were given less priorities by the firms.

- Though most decision-make/vs’"believed that conducting both major types of marketing

researches (problem-identi‘ﬁcation and problem-solving) were important for their
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decision making, such researches had been conducted to the lowest extent compared to
their importance and the nature of the industry they were operating in and the degree of
competition. Even though almost all of the decision-makers attested the importance of
conducting all of the given types of marketing researches, the extent of using the outputs
of marketing researches was not consistent with their degree of agreement.
Beverage-producing firms had better conducted marketing researches and used marketing
research outputs before launching or commercialize new products to the market than
foodstuff producing firms. Proportionately, they had also better used the outputs of
marketing researches in order to set tactical and strategic plans than the foodstuft-
producing firms had.

Most of the research personnel in the studied firms not fully satisfied with the amount of
money/budget set aside to them. On the other hand, even if the rﬁ?fketing researches had
not been optimally made and the decision-makers mentioned some limitations of the
marketing researches, about half of the decision-makers witnessed that compared to the
budget allocated to them, most of the firms had better benefited from the results of
marketing researches.

Only one-third of the research personnel had the practice of working effectively/closely
with the decision-makers or possible users of marketing research reports. Almost equal
number of decision makers responded similarly with the research making personnel.

More than half of the research making personnel in these firms had limitations of time as
they were mostly required to make urgent researches and they could not make follow up
or had no the chance to check on Whe;lg_ their recommendations were effectively
supported the decision-making or used for making decisions by the management.

In average, the decision-makers believed that the decisions made using the marketing
research outputs were effective. No decision maker replied the decisions that had been
made using marketing research outputs were completely ineffective. Decision-makers

also, generally agreed that compared to the costs set aside for marketing research

activities, the benefits gained out of the marketing research outputs was exceeding.
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[I. CONCLUSIONS

Compared to the size of their operation, the nature of the industry, and the length of time of the
firms in the industry, the marketing research unit and the marketing research activities had been

given less emphasis or concern by most of the firms, especially by the foodstuff-producing firms.

It can be said that most of the foodstuff producing and beverage-producing firms have not been
much benefited form the outputs of the marketing researches. Of course, the fast moving nature
of these consumer nondurable goods require the making of continuous marketing researches, and
the nature of the industry the firms existing in and the number of competing products in the

industry.

The less practice of conducting and using problem-solving and especially the problem-
identification marketing researches had influences on the appropriateness of the decision-making

of the management on major marketing/business issues.

Most of decision-makers of the studied firms had not the practice of using marketing research
output to make short-range and long-range forecasting. From the total comparison of the
frequencies of the special type of marketing researches, pricing, product, distribution, advertising
and promotion studies better made than the problem-identification type of researches. Therefore,

problem-identification researches were not given much emphasis by the firms because they were
not priority decision requiring areas or were not well recognized or the management lacked
understanding of their importance of their use in providing information which would help to

decide on the firm’s future survival and profitability.

The less practicing of the introduction of the new products using marketing researches in the
foodstuft-producing firms shows that the management’s dependence on the intuitive experience
and judgment rather than relying or using marketing research findings. It can be generalized, in

addition to the managers’ doubt on the quality of the researches made; the current perceived
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quality or image of the products could be the cause for the decision maker’s dependence of their
own judgments from experience. It can also be concluded that managers had not given the
importance of conducting test marketing and the benefits they would gain as compared to the

costs that would follow if the products introduced failed in the market.

Compared to the other types of research studies, pricing studies had been given priority. It can be
inferred that most of the firms were unable to be benefited from the other types of the marketing

researches, which they would be equally benefited as the pricing studies.

Although managers exhibited relatively positive attitudes toward marketing research in general,
there were areas where managers perceive that changes need to be made. Overall, only small
proportion of the decision makers agreed that they were getting what they need from marketing

research.

There was a need on the side of the decision-makers to using the research outputs and, on the
other hand, less emphasis was given to the research making unit/or there was less practice of
conducting marketing researches even to make decisions on complex or on main issues that
would require researches. This would be resulted because the management could not fully rely
upon the competencies of the research personnel and the accuracy/the quality of the marketing

research reports.

On the other hand, in general, marketing research personnel were dissatisfied because their
research capabilities could not be well used and their recommendations were not be fully
implemented. They were not also fully satisfied for the money set aside for conducting the

researches and the studies that need to be conducted.
Many existing and potential conflict/areas made the decision-makers and the research personnel

not to work very closely and effectively in most of the firms. Lack of close work relationship

made the research personnel to be less involved in setting objectives, and figuring out priority
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areas for making urgent researches and defining the management dilemma or the marketing
problem area. This also resulted dissatisfaction on the side of most of the research personnel as
they were trying to conduct researches on problems that were not well defined and objectives

that were not clearly set together with the management.

It was also possible to observe that some of the research making personnel even did not
understand (identify) or had no knowledge about some of the specific types of the marketing
researches. Therefore, it would not possible to say that researchers were fully helping the
management in identifying and setting the research objectives, define the marketing problem,
and clarify the management’s dilemma to bring information for solutions. This could be also
resulted because the research personnel had not acquired the necessary research making
expertise, marketing issues, and an overall organizational view as to contributing or performing

the degree of expertise they were required.

The decision-makers’ problem to interpreting the research findings or reports would make them,
at worst, to make wrong decisions. Hence, this would make decision makers to be reluctant to

use the results of research outputs in other times.

In addition, most of the research personnel were not well qualified in the area, and so that the
produced reports could not be informative and well prepared for easily understanding of the
decision makers to make decisions. Hence, most managers could believe that the research
outputs were mostly irrelevant to support the decision making of the users. Whereas, also, the -
research findings could become irrelevant because of the limited amount of time allowed making

the researches.

In some of the firms the research plans did not consider the availability and the collection of
data. In addition to the time limitations, budget availability and the incapacity of the researchers,
lack of careful planning could cause the presentation of irrelevant or poor quality researches.

Here, it can be again inferred, these problems adversely affect the interest or discourage the need
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of using marketing research outputs by the decision makers, and then the management could give

less consideration or recognition to the research making unit/body.

Despite the inadequacy of the allocated budgets for conducting marketing research activities and
the number of research problem areas and management conflict areas raised on both the
decision-making and research making personnel, no decision-maker replied that the research
outputs were fully ineffective for making decisions. Therefore, it can be concluded that if it was
possible to eliminate/reduce the above problems and conflict areas and improve the quality,
effectiveness and the frequency of making different types of marketing researches as needed, the

firms would be benefited much more form the research outputs.
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III. RECOMMENDATIONS

Recommendations Concerning Decision-Makers or Managers:

1. The individual elements of the marketing mix do not work independently of the other

(OS]

elements. Hence, the management should look into that conducting limited type of marketing
researches, such as pricing studies could not allow managers to make effective and complete
decision-making ignoring or giving less importance to the other types of studies. In addition,
managers should also understand the importance of making problem-identification research
types that would help to make decisions that will contribute much for future survival and

profitability of their firms in the changing environment.

In deciding or planning of researches, management should consider the various factors that
would have effects on the quality of the final research outputs before rushing to demand the
conducting of researches. Managers should consider time constraints, availability of data,
nature of the decision, benefit gained versus costs of researches, in their initial decisions of

whether to conduct or not to conduct researches.

Managers should understand that under conditions of uncertainty and ambiguity they would
be more benefited from the research outcomes rather than solely depending on their intuition
and experience. However, they should not fail to see that good research can only reduce

uncertainty, and should be considered as it is helping or supporting their decision-making.

Decision makers of the beverage-producing firms, and particularly the foodstuff-producing
firms should not consider the conducting of marketing researches as an incident just to make
urgent decisions and they should not focus only on a certain type of marketing researches,
such as problem-solving researches. They should consider the making of research and
information seeking as a continuous process. Therefore, emphasis should be given on the

importance of the research department and decision makers should view marketing research
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at a strategic level. They should incorporate and use marketing research to their firm’s

overall plan.

5. The conflicts between decision makers and research personnel were more aggravated by the
gap between what the decision maker demands and what the research personnel offers.
Therefore, a solution to the conflict revolved around better communication between the
decision makers and the research-making personnel so that each will grow to understand the
other’s activities and needs. Therefore:

- Decision-makers/marketing managers need to better assess their information needs and
work with researchers to plan the research activities that will supply information. Early
involvement increases the likelihood that managers will accept and act on the results.

- Decision-makers should also understand that better planning would help minimize
emergency assignments, which usually waste resources and demoralize the research

personnel.

6. Though the place of the marketing research in the organizations and the structure of the
research department could be varied depending on the firms’ acceptance of the marketing
concept and its stage of marketing research sophistication, improper placement of the

marketing research department can isolate it. Researchers may lack a voice in executive

committees when they have no continuous relationship with marketing management.
Therefore, in all foodstuff- producing and beverage-producing firms, the best organization
structure would be to report as high up in the senior management ranks as possible-at least to
the marketing, sales, or commercial manager. The research head or team leader should
participate in discussions leading to marketing decisions. This not only will make him/her a
member of the team but also will mean that he/she can operate his research with considerably
more insight relative to overall marketing. Therefore, by discussion, both parties could gain a

clear understanding of the purpose for undertaking the research.
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Recommendations Concerning Marketing Research Department/Section or Personnel

1. Marketing research should be recognized, as it should be incorporated as an integrated
company wide effort. Therefore, the marketing researchers in the foodstuff producing and
beverage producing firms must be knowledgeable not just about marketing research but
about the entire spectrum of marketing activities as well. This will help the research-making
personnel in identifying the major problem areas that require the making of marketing
researches for the enterprise as well as to define easily/clearly the management dilemma in
the decision areas and in prioritizing the research activities/objectives and in planning

researches together with the information requiring body.

2. The conflicts between decision makers and research personnel were more aggravated by the
gap between what the decision maker demands and what the research personnel offers.
Therefore,

- Marketing research personnel must understand the decision makers’ perspective. They
must try to enhance their firm’s profits by their contribution and they should focus on results.
Perhaps the most important factor would be more effective communication of the research
findings and research designs.

- The researchers should act as both business consultants and as providers of technical

services. They should try to work in team together with all users of the research outputs to

understand the broad purpose of their research.

- The researcher must understand the interests and needs of the user of the research. In order
for the research problem to be formulated there must be a dialogue between the researcher
and the decision maker. Without such a dialogue the problems would not be defined
properly. There should be as clear and thorough understanding as possible on the part of both
the researcher and the decision maker as to the precise purpose of the research. In effect, this
statement of purpose involves a translation of the decision maker’s problem into a research

problem and study design. The research departments/research-making personnel should
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understand that all their contributions and activities should be directly linked to the decision

makers’ needs.

3. The research personnel should be educated so that they can understand the problem
confronting managers and address them for a broad perspective. The research personnel
should develop their knowlédge of making researches and improve their expertise. They
should always try to develop their knowledge in the areas of statistics and quantitative
methods, psychology and consumer behavior, effective written and verbal communication

skills, general firm understanding, marketing management.
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Appendix [

Addis Ababa University
Faculty of Business and Economics

MBA Program
Questionnaire Type 1

Objectives of the study: The objective of this study is to see the practice of using marketing research outputs to support marketing/business decision-making
by foodstuff-producing and beverage-producing firms that are found in Addis Ababa. I am conducting this study just for the completion of my MBA
program. Therefore, as it is a purely academic research, I am confident enough that my respondents will honestly fill the items here below. Thank you for
your cooperation!!

Name of the firm/enterprise
Position of the subject in the organization
Qualification

Years of experience (inyears) 1~ 2-3  4-6_ 7-10__ AbovelO
Age: 1825 26-30__ 31-40__ Above40

Sex: Male_  Female

Decision-makers: means those who can make marketing decisions or those who use/could use marketing researches in order to make marketing decisions.
Respondents/subject/participants: means, according to the context, it may denote- consumers/households, customers (including wholesalers and retailers),
or any one who is involved in answering questions that may help to make marketing researches.

Questionnaire Type I: To be filled by marketing researcher or marketing research department/unit/team of the enterprise. (Please use tick mark “v™ in
the blank spaces.

1. What is the name of the department which is responsible for making marketing researches? Or, the department in which the marketing research unit is
found?

2. What is its structural position of the department/the body in the organization?
Top management Middle management Lower management

3. What is the number of the marketing research team/personnel? How many of the marketing research team/personnel are professionals in the
area/marketing research?
Total number of personnel Qualified personnel

4. To what extent/how frequent/ the marketing department or the decision-making body uses the marketing research outputs/reports to make decisions on
marketing issues?
1. Usually, when needed 2. Sometimes, when needed___ 3. Rarely
4. The decisions usually do not require marketing researches
5. Never, even needed

5. “The organization and the marketing and/or sales department use marketing research outputs to set tactical and strategic plans.” Show your degree of
agreement to this sentence using a tick mark “v™.
1. Strongly agree 2. Agree___ 3. Moderately agree 4. Disagree
5. Strongly disagree

6. “Adequate budget is usually allocated to the marketing department in order to adequately and successfully carry out marketing researches.”

1. Strongly agree__ 2. Agree___ 3. Moderately agree____ 4. Disagree
5. Strongly disagree__

7. The Enterprise frequently launches/introduces new products in the market:
- After conducting a market research
- By partially, sometimes conducting a marketing research_
- Without conducting a market research__
- Intuitively/with experience it knows the nature of the market and whether the new product is going to be sold or not in the market
- Other techniques?

8. To what extent the data or the sources of data are dependable to conduct quality-marketing researches?
The sources of data/the data are:

Sources of Moderately/sometimes

data Dependable dependable Not dependable Difficult to decide
Primary

Secondary

9. The following can be observed problems/challenges/issues that might have existed in conducting survey researches and gathering data from
respondents/customers. (Please tick-mark “v”on your choice in the columns. And you may cancel some of the words to make the sentences closer to
your Enterprise’s experiences.)




1. Strongly Agree 2. Agree 3. Moderately Agree 4. Disagree 5. Strongly Disagree

No Problems, Challenges, Issues in conducting survey research 1 2 3 4 5

Customers feel positively about the purpose of the marketing research and some actually enjoy being interviewed

Customers fear that researchers might use sophisticated techniques to probe their feelings, and then use this

2 knowledge to manipulate their buying
3 There is lack of sampling lists
The researching body has no enough qualified personnel and therefore it has problems to conduct survey research
4
5 It is difficult to understand and interpret the responses of respondents
Respondents refuse to be interviewed and if interview they provide less than truthful responses
6
Customers fail to fill questionnaires in time and it is not possible to make timely collection and completion of
i researches
8 Researchers know little about customers/respondents

Others

10. What kinds of researches your organization has made? (Please tick “v™on the columns to show the frequency of the researches that have been made by
the Enterprise)

Frequency of researches made
Natures of

Researches

made Types of specific research made 1 2 3 4 5 6
/Types of marketing researches made to | Usually, Sometimes, | Rarely | Never, | It is not | Please write your
base the marketing decision making of the | when when even needed comments if your tick on
firm/ needed needed needed columns 4 and 5 (you

may use the lines at the
bottom of the table)

Market potential

Market share

Market characteristics
Problem- Market analysis
identification | Short-range forecasting
Long-range forecasting
Studies of business trends

other
Competitive-product studies
Product New product acceptance and
research potential
Testing existing products
Product-mix studies
Packaging studies
Pricing
Problem- research To set a suitable price

solving Advertising | Establishment of  order

and sales | quotas, territories

research Studies of  advertising
effectiveness
Sales-compensation
Promotional studies

Copy researches

Media researches
Distribution | Distribution-channel studies
research

Plant and warehouse location

Other kinds of researches




11. To what degree you agree to each of the following statements which may be related to your Enterprise? (Please write the chosen number adjacent to each statemer

1. Strongly Agree 2. Agree 3. Moderately Agree 4. Disagree 5. Strongly Disagree

—

. The made marketing researches seem to blame or criticize the prior decisions that are made by the management. Therefore, they create threat on the
part of the management/decision-makers.

2. Decision-makers look at the marketing research reports after making decisions. And if their decisions match with the results of the marketing
research, they consider the researches made are “correct”, and, otherwise, “incorrect.”

w

. Decision-makers have difficulties to understand, analyze and interpret the results and recommendations of marketing researches for making
marketing decisions.

4. Decision-makers or/and higher officials of the Enterprise do not encourage and initiate the conducting of marketing researches.

5. The managers’ view research as a threat to their personal status as decision makers. They fear that marketing research information may conflict
with or invalidate the “knowledge” gained from experience and judgment.

6. Managers are unable to work effectively with, understand and use the knowledge and skills of research specialists.
7. Managers are unfamiliar with the nature and role of research and unable to identify problems well enough to ask for help when they need it.

8. Marketing research department/team/unit is handicapped by low organizational status and lack of close contact with the management and unable to
give support for the functional units of the Enterprise.

9. Marketing research team are dissatisfied with the extent to which their department’s capabilities are being used.

10. The decision-makers have problems in prioritizing the marketing problems/objective according to their urgency and importance, and in justifying the
reasons/purposes for the marketing researches.

11. Managers/decision-makers are usually deceived by the perceived quality of the Enterprise’s products and the high demands that are currently
observed, and therefore, they do not allow or interested the conducting of marketing researches.

Others

12. The following sentences are problems/challenges that might have occurred in the marketing research process (in your Enterprise). Please make tick mark
(“v™) in the columns to show your degree of agreement to each sentence.)

1. Strongly Agree 2. Agree 3. Moderately Agree 4. Disagree 5. Strongly Disagree

No Problems/Challenges in the Marketing Research Process 1 2 3 4 5
1 It is mostly difficult to define research problem and research objective

2 The decision makers and the marketing researchers do not mostly define problems together

3 There are problems in choosing the right and appropriate research methods and data gathering tools for the marketing

problems or marketing research requiring issues.

4 The decision makers mostly want to decide on the technical matters of the marketing researches.

3 The decision makers have difficulties in measuring the cost of the researches and in comparing the costs with the
benefits that will be gained after the research.

6 The decision makers have problems in evaluating the research plans and the research findings in making marketing
decisions.

7 Managers/decision makers do not allow enough time to make researches. Therefore, it is difficult to present research
findings in time.

8 The research plans/designs do not take into consideration the availability and collection of adequate secondary and/or
primary data. [

9 The researchers have problems in following up in order to determine whether their recommendations are being used.

10 There are problems in choosing the right type and number of participants/respondents by the field staff/interviewers.
Therefore, it is difficult to obtain accurate data for making quality researches.

11 There are problems in clearly understanding research objectives on the side of some research field personnel (who

can be temporarily employed) and in including participants/respondents who were unsuitable for the researches
(such as, including subjects who were insufficiently aware of the Enterprise's product).

12 There are analytical mistakes: inappropriate interpretation of research outputs, biased analysis, placing too much
emphasis on inputs of a few participants, and in misusing the final reposts.

Others: (You may use the next lines for your additional comments)

13. In your opinion, in what ways and how the marketing decision-makers or those who can use the marketing research findings would be benefited from
marketing researches to make sound business and marketing decisions which could, then help to increase the sales/marketing share and the profitability
of the Enterprise/Company? (Answering this question will be very important for the study that I am conducting. Please cooperate me in giving your
comments. You may also use the back part of this
page.)




Appendix II

Addis Ababa University
Faculty of Business and Economics

MBA Program
Questionnaire Type I

Objectives of the study: The objective of this study is to see the practice of using marketing research outputs to support marketing/business decision-making
by foodstuff-producing and beverage-producing firms that are found in Addis Ababa. I am conducting this study just for the completion of my MBA
program. Therefore, as it is a purely academic research, I am confident enough that my respondents will honestly fill the items here below. Thank you for
your cooperation!!

Name of the firm/enterprise
Position of the subject in the organization
Qualification
Years of experience (inyears) 1 2-3_ 4-6__ 7-10___ Above 10___
Age: 1825 26-30__ 31-40___ Aboved0_

Sex: Male_ Female

Decision-makers: means those who can make marketing decisions or those who use/could use marketing researches in order to make marketing decisions.

Respondents/subject/participants: means, according to the context, it may denote- consumers/households, customers (including wholesalers and retailers),
or any one who is involved in answering questions that may help to make marketing researches.

Questionnaire Type II: To be filled by managers/marketing decision-makers that may/can use marketing research findings/ information.

1. What is the name of the department which is responsible for making marketing researches? Or, the department in which the marketing research unit is
found?

2. For which of the following possible situations/questions the firm has made marketing researches? (Please put “v™ if the firm has made marketing research
at least once, or otherwise put "x". Place the marks in the blank spaces.)

“Our sales are declining are we do not know why?”
“Would people be interested in our new-product idea?”
. “What kind of people is buying our products? Who buys our competitors’  products?”
“What features do buyers prefer in our products? What qualities of out products are preferred by customers/consumers?”
“Will buyers purchase more of our product in a new package, or less price, of with different ingredients, or if there exist distributors who can
increase our sales/distribution?”
6. “Which of our promotion/advertising campaigns are more effective?”
7. Other researches

B S e

3. In which of the following areas/for what objectives, in your opinion, marketing research information would be required for your Enterprise? (Make tick
mark in columns)

1. Very important 2. Important 3.Moderately Important
4. Less important 4. Not important
No Research studies 1 2 3 4 5
1 Market studies (to describe the size of the market, buying power of the consumers, availability of distributors,
and consumer profiles)
2 Market share studies (to determine the proportion of total sales received by the firm and its competitors)
3 Sales analysis studies (to describe sales by geographic region, product line, type of the account, and the size of
the account)
4 Image studies (to determine consumer perceptions of the firm and its products)
5 Product usage studies (to determine consumer perceptions of the firm and its products)
6 Distribution studies (to determine traffic flow patterns and the number and location of distributors)
7 Pricing studies (to describe the range and frequency of price changes and probable consumer response to
proposed price changes)
8 Advertising studies (to describe media consumption habits and audience profiles for specific television programs
and magazines)
Others?

4. The Enterprise frequently launches/introduces new products in the market:

- After conducting a market research_____

- By partially, sometimes conducting a marketing research
- Without conducting a market research
- Intuitively/with experience it knows the nature of the market and whether the new product is going to be sold or not in the market_____
- Other techniques?




5. To what extent the research results are effective and helpful for making marketing decisions?
1. Very helpful 2. Helpful 3. Less Helpful 4. Sometimes are helpful 5. Not helpful

If you tick on choice 3, or 4, or 5, please write your justifications here:

6. To what extent the marketing decisions that have made by using research findings, reports and recommendations were effective/correct and fruitful? The
decisions were:

1. Very effective___ 2. Effective___ 3. Moderately effective___
4. Effective, Sometimes___ 5. Not effective___

7. “The organization and the marketing and/or sales department use marketing research outputs to set tactical and strategic plans.” Show your degree of

agreement to this sentence using a tick mark“v™. Strongly agree___ 2. Agree__ 3. Moderately agree 4. Disagree 5. Strongly
disagree

8. Compared to the contribution and the importance of marketing research outputs in supporting decision making, the annual budget/cost that is allocated for
making market researches has benefited the Enterprise:

1. Very greatly 2. Greatly 3. Moderately 4. Less___ 5. Payoff/nil/

9. "The Enterprise or/and the decision makers initiates and encourages the research making units to conduct marketing researches." Show your degree of
agreement to this sentence.

1. Strongly agree___ 2. Agree___ 3. Moderately agree___ 4. Disagree
5. Strongly disagree

10. The statements may be facts of the marketing research making department/unit/ body of your Enterprise. Please show your degree of your agreement to
each of the statement by putting a “»” mark in the chosen column.

1. Strongly agree 2. Agree 3. Moderately agree 4. Disagree 5. Strongly disagree

No The marketing research making department/unit/:... 1 |23 |45

lacks research competency.

lacks initiative and creativity to make researches.

has limitations of qualified research personnel.

personnel have personal bias of the researches to supporting to supporting their preconceived ideas.

(W[N] —

has the inability to uncover the inner core of the problem/to meet the objectives. As a result, it is difficult to depend on
it.

has problems in completing and presenting researches for timely implementation/action or marketing decision-making.

lacks overall organizational and management insights.

conducts researches just for the sake of doing 'researches' without understanding the researches benefits.

O |00

lacks desires to take a more active part in defining and identifying marketing problems with the management.

—
o

shows inclinations on the making of marketing researches to support some managers'/decision-makers' decisions rather

than doing researches based on the importance and usefulness of solving the marketing problems.(Or, makes pseudo-
researches).

11 has budget constraints. Therefore, it has difficulties to the making of quality and adequate researches.

12 has limitations to obtain adequate, accurate, timely, and truthful data. Therefore, it has difficulties to make useful and |
complete researches. 5 ‘

13 makes irrelevant marketing researches which do not usually help to make right marketing decisions. I

14 Others?

11. In your opinion, in what ways and how the marketing decision-makers or those who can use the marketing research findings would be benefited from
marketing researches to make sound business and marketing decisions which could, then help to increase the sales/marketing share and the profitability
of the Enterprise/Company? (Answering this question will be very important for the study that I am conducting. Please cooperate me in giving your
comments. You may also use the back part of this
page)
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