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5.2 Marketing

Market analysis


MARKET ANALYSIS

A: The story

With this exercise, the participants get what may be their first contact with a market research. They elaborate and apply a questionnaire twice: first, they prepare a questionnaire to be tested by applying it to their own colleagues in class. The participants tabulate the data gathered and make their own conclusions on this research. This stage will be processed to give the participants feedback. Then they will be asked to repeat this procedure, making the necessary adjustments in order to interview the target group of a specific product. Once again, the data gathered will be tabulated in order to generate valuable information about the product/market. The trainer determines the subject of both researches. 

It is a useful exercise to introduce the theory for the “Market Study” exercise.

This exercise is used in the Marketing programme of Business Plan courses.

B: Basic information

Objectives of learning


Basic objectives to be achieved by participants


The participants

· experiment the preparation of a market research;

· execute this research;

· analyse the data gathered;

· learn the basic elements of a market research.

Additional objectives of a higher level depending on the situation and the current conditions of the target group
The participants define how to adapt the theory learned, according to the small business reality.

Uses
Market monitoring, evaluation of new products, Marketing programme for business plan

C: Further Information

Time
6h 30’

Preparation of rooms
no special conditions are required since it is basically field work

Requirements

Trainers/assistants
Two trainers

Didactic aids to prepare
· one copy of the "Market Research Stages" sheet (annex 1) per participant

· "Basic Approaches to Market Research" (annex 2) prepared on flip chart or metaplan cards

· one copy of the "Information Requirement Sheet" (annex 3) per participant

· one copy of the "Sample Marketing Questionnaire" (annex 4) per participant

· one copy of the "Sample Market Data Summary Sheet" (annex 5) per participant

Materials for the trainers (during the exercise)
· flip chart paper

· marker pens

Materials for the participants (during the exercise)
· pencils and pens

· sheets of paper for participants to take notes

Important conditions of the room
no special conditions required

D: Learning Process Overview

Step
Time
Most important contents

Instructions
10’
Task explanation

Planning of trial research
1h


Elaboration of trial questionnaire



Research rehearsal
30’


Application of trial questionnaire on colleagues



Result tabulation
30’
Tabulation and analysis of gathered data

Processing
30’
Discussion and feedback (giving and receiving)

Basic guidelines for a market research
30’
Highlighting some basic guidelines for market research (annex 2)

Field work planning
30’
Preparation of new questionnaire

Field Work
1h
Interviewing target group

Result tabulation and preparation for presentation
30’
1. Tabulation of results

2. Analysis

3. Elaboration of presentation of main conclusions

Groups presentation
40’
Groups’ presentation of main conclusions

Processing
40’
Highlighting the main subjects on planning, execution and processing a market research

E: Integrated Learning Process Organisation (ILPO)

Step
Time
Most Important Contents
Activities of Trainer
Range of Possible 
Activities of Participants
Required Materials
Hints

Introduction
2'
To motivate the participants. The trainer explains they will practise some activities to understand what market research is and its importance for business success.
explaining
listening

The trainers introduce the exercise as an op​portunity to understand and practise market re​search.

Instructions
8’
The trainer divides the group into four smaller groups and selects two products to be the subjects of research. Two groups will apply the research on one of the products to the other two groups.
explaining, answering
listening;

asking

They tell the participants to listen to the instruc​tions carefully as they will repeat the instructions only once. 

They select two products to be researched – it is advisable to choose products among con​sumer goods and it should be something close to the participants’ reality: soft drinks, beer etc.

Planning of trial research
1h
Each small group prepares a questionnaire containing about 10 questions.
answering questions;
preparing questionnaire;

asking

The trainers let the participants take control of their own time and activities.

The trainers are, however, available to answer questions concerning questionnaire elaboration.

Research rehearsal
30’
The participants execute the market research: The group studying product A applies its questionnaire to the group studying product B, and vice versa.
observing
asking questions according to questionnaire; answering
question​naires
The trainer should control the time for this step to avoid delays.

Result tabulation
30’
The groups gather the obtained information and establish some results
observing
tabulating, discussing
gathered data
The trainers should be theoretically prepared and make themselves available for any doubts at this stage - tabulation is a critical step in market research.

Processing
30’
The groups get feedback on their questionnaires elaborated: On structure, questions sequence, speech employed, contents of the questions etc.
giving feedback
discussing; giving and receiving feedback
flip charts
The trainers and participants discuss and adjust questionnaires.

Basic guidelines for a market research
30’
The trainer presents some basic guidelines for market research (annex 2) on flip chart.
presenting guidelines
listening; asking questions
annex 2 on flip chart
The trainer should emphasise as​pects like who is going to buy this product, why he/she will buy it, which necessities this product is supposed to satisfy and under what conditions the consumer will buy the product. It is important to highlight that market research is an essential instrument that should be applied more often by owners of small businesses. It is advisable to present some other market analysis techniques, such as observation, focus groups and so on.

Fieldwork Planning
30’
The participants will now prepare another research on the demand for another consumer good selected by the trainers. They should again prepare the questionnaire, observing the highlighted subjects on previous discussion.
observing; clarifying doubts
discussing, asking questions, preparing questionnaire

The trainers should again make themselves available to clarify any doubts.

Fieldwork
1h
The participants will now perform the market research on field.
observing, answering questions 
applying questionnaire

The participants should go on the street or any other place where they can contact target groups and ask the prepared questions.

Result tabulation and preparation for presentation
30’
the groups tabulate the obtained results.

The participants prepare whichever resources they need to present their main conclusions to the whole group.
observing, clarifying doubts
tabulating, preparing presentation
flip charts, metaplan cards, marker pens
The trainers control time in order to avoid delays.

Groups presentation
40’
The groups present their main conclusions.
listening
presenting, listening
materials prepared in previous step
The trainers control time in order to avoid delays.

Processing


25’


Key questions

· What are your feelings now?

· How did you like this exer​cise?

· What were the main difficul​ties you had?

· Is it important to plan a market research? Why?

· What are the main points to which we should be alert when planning, executing and tabulating a market analysis?

· Is it useful to make such a market study? What for? Why is it important?

· Is this work absolutely comprehensive? What are ist limiting factors?

· What are the most common mistakes in works like this?


asking the key-questions; handing out materials; taking notes on soft board
answering and discussing


Copies of annexes 1, 3, 4 and 5 to be handed out to partici​pants; 

annex 2 on flip chart or metaplan cards; soft board, metaplan cards 
The participants get the chance to express their emotions and to find out some individual conclusions.

Annexes 1, 3, 4 and 5 should only be handed out by the end of generalisation.

Generali​sing

What can be learnt from this exercise?

· Does something like this happen in our business?

· What are the main problems for a person who runs a small business to make a study like this?

· How can we overcome these barriers and try to make a more complete market analysis?
summaris​ing




Synthesis

See list of articles referring to this subject





F: Hints for preparation, typical situations and dangers

The trainer should also inform the participants that there is secondary data which might be useful for the market study. The trainer has to clarify the meaning of secondary data and the main sources of this information.

G: Variations

1) Alternative uses and objectives 

None

2) Minimising/Maximising

If there is enough time, it is possible to extend the fieldwork in order to obtain more accurate data.

3) Substitutions

None

H: Annexes

Handout

Annex 1  Market analysis

Market research stages

I – Planning Stage

A – Questionnaire Elaboration

1. Research objective definition

2. Research universe definition

3. Sample definition

4. Areas to be covered by research (indispensable or dispensable ones)

5. Question contents 

6. Question configuration (open questions, close questions, speech fitness for target group)

7. Question sequence

8. Trial research

9. Final elaboration

Suggestions:

· It is important to avoid questions which shall lead the responding person's ans​wer, or those which are less likely to be negatively answered;

· You should select only those questions which are really important to reach research objectives;

· It is advisable to place more delicate questions in the final part of the questionnaire;

· You should use colloquial and clear speech, proper for the target group;

· Avoid words which express some other meaning;

· Keep track of a logical sequence in your questionnaire;

· Place some initial questions to establish contact with the person you interview (“break the ice”);

· It is important to insert some questions to check if given answers are coherent.

B – Field Work Preparation

Field researchers should be allocated, and work should be distributed according to:

· functions; 

· geographic criteria;

· contents.

II – Market Research Execution Stage

A – Introduction and research application

1. Introduction

2. Research objective explanation

B – Research execution

Recommendations to fieldwork researcher

· Keep track of objectives at all times (do not waste time)

· Keep an adequate distance from whom you are interviewing

· Try to adapt the speech to the target group

· Clearly explain the purpose of the research

· Value every effort which a responding person makes

III – Research Result Tabulation Stage

Chart

Annex 2  Market analysis

Basic approaches to market research

WHO 


The universe to be investigated

WHAT
What will be investigated: market, consumer, consumer habits channels of distribution/selling 

WHY


The purpose of the research

HOW
Resources: equipment, human resources, financial resources, time required


Information: needed, indispensable


Content analysis


Balance between cost of information and its additional value for decision making

WHERE
Geographic area of research.

TECHNIQUES

1. Secondary Information
1.1. Environment information

1.2. Documents: public or private documents

historical registers

census

1.3. Check:
representativity of document

reliability of document

1.4. Data type:
data on education, lifestyle, economic and professional data 

etc.

1.5. Problems:
defective information

different interpretation criteria 

alteration of registry criteria

definition comprehension

2. Content Analysis
2.1. Definition of sample criteria 

2.2. Definition of measuring instrument 

3. Observation
3.1. Behaviours selection

3.2. Conditions of observation

3.3. Score counting possibility

3.4. Reliability of observed subject

3.5. Level of influence of observed subject

4. Interviews (qualified informers)
4.1. This technique allows a more accurate contact with behaviours, opinions and perceptions

4.2. Basic Steps: 
a)  explain purpose and objectives of interview

b) describe the interviewees’ selection criteria

c) ensure the anonymity and confidentiality of any given information 

4.3. An interview is established when:

d) there is empathy between interviewer and interviewee

e) the interviewee understands the objectives

f) there are no communication obstacles 

g) Interviewee notices an opportunity of benefit for himself or his business

4.4. A guideline for the interview allows: 

a) ask the same questions in every interview

b) stimulate answers

c)  obtain some additional information

d)  clarify obtained information

e)  record the given information

5. Questionnaires: 
Households
Telephone

Self-administrated

Panel

5.1. Sample: 

random: systemic, stratified

not-random: casual, proportional

5.2. Types:

open or closed questions

5.3. Criteria:
-  avoid suggestive questions;

· select questions which are important for inquiry objectives;

· leave delicate questions to the end of questionnaire;

· choose questions which motivate an answer;

· use clear, simple and adequate language;

· avoid technical language;

· present only one idea in each question;

· keep track of a sequence;

· establish some “warm-up questions”;

· elaborate some questions to check on the reliability of responding person;

· try to previously test the questionnaire;

· keep an adequate distance from responding person.

5.4. Encoding

5.5. Information analysis (statistics)

Form

Annex 3  Market analysis

Marketing plan

Information Requirement Sheet

In the spaces provided below, list all the information required for each element of the marketing plan considering your specific product or project idea.

a)
Demand for the Product


Information Required

Possible Sources

Deadline






















b)
Export Possibilities


Information Required

Possible Sources

Deadline






















Note: Use the business plan format as a guide.

c)
Competitors/Other Suppliers


Information Required

Possible Sources

Deadline





















d)
Target Market or Buyers


Information Required

Possible Sources

Deadline






















e)
Product Strategies


Information Required

Possible Sources

Deadline

















f)
Channels of Distribution


Information Required

Possible Sources

Deadline






















g)
Promotion and Advertising


Information Required

Possible Sources

Deadline






















h)
Sales Organisation and Administration


Information Required

Possible Sources

Deadline

















i)
Pricing


Information Required

Possible Sources

Deadline






















j)
Marketing/Industry Practices


Information Required

Possible Sources

Deadline






















k)
Marketing Costs


Information Required

Possible Sources

Deadline
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Annex 4  Market analysis

Sample marketing questionnaire

Name of Interviewee: _________________________Category: _______________

___________________________________________________________________



Show a prototype of the product, or describe the selected product, to the possible persons responding to this survey and note down their answers to the following questions:


1. PERSONAL INFORMATION


1.1.
Age of the responding person:

(a)
15 to 20

(b) 
21 to 30

(c) 
31 to 40

(d) 
41 to 50

(e) 
Over 50

1.2.
Sex:

(a)
Male

(b) 
Female

1.3. Marital Status:

(a)
Single

(b) 
Married

(c) 
Divorced/Separated

(d) 
Widow

1.4.
Education (Highest)

(a)
Grade School

(b) 
High School

(c)
Vocational/Technical School

(d) 
College

(e) 
University (Bachelor's degree)

(f)
Master's degree

(g) 
Doctoral degree

1.5.
Residence:

(a) 
House (owned)

(b) 
House (rented)

(c) 
Apartment

(d) 
Boarding House


2. MARKET INFORMATION


2.1.
Have you seen this product before?

(a)
Yes

(b)
No

2.2.
If yes, where?

(a)
In a store

(b)
On television

(c)
At a friend's house

(d)
Others, specify: __________________________________________________________________________________________________________________

2.3.
Do you own a similar product?

(a)
Yes

(b)
No

2.4.
If yes, for how long?

(a)
Less than 1 year

(b)
1 to 2 years

(c)
Over 2 to 5 years

(d)
Over 5 years

2.5.
If available, would you buy the product?

(a)
Yes

(b)
No

2.6.
If yes, for how much?

(a) 
LC0.50 to 1.00

(b)
LC1.01 to 2.00

(c)
LC2.01 to 3.00

(d)
LC3.01 to 4.00

(e)
LC4.01 to 5.00

Specify exactly : ________________________________________


3. PRODUCT INFORMATION


3.1
What colour would you like the product to be? 

(a)
Lighter

(b)
Darker

(c)
Specify: ______________________________________________

3.2
What size would you like the product to be?

(a)
Larger

(b)
Smaller

(c) Specify: ______________________________________________

3.3
What changes would you like incorporated in the product design?

____________________________________________________________________________________________________________________________________________________________________________________________________________________________________


4. COMPETITORS’ INFORMATION


4.1
How many competitors exist?

(a)
None

(b) 
1 to 2

(c)
3 to 4

(d)
5 to 6

(e)
Over 6

4.2 Competitors and Addresses:

Competitors


Business Addresses






















4.3. Describe the features of the competitors' products


Competitors

Special Features

Price

Remarks


1. Benefits




2. Durability




3. Taste




4. Multiple Use




5. Quality




6. Brand




7. Design




ETC.




Other Information:



(Name of Interviewer)[image: image1.png][image: image2.png]
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Date


Note:
This is only a sample questionnaire. The participants are 
encouraged to design their own questionnaires that suit 

their specific products and target markets.

Adapted from:
Wright, Activity Sheets in "Exploring Manufacturing", 




Goodheart-Wilcox, Exploring Technology Series, USA.

Handout
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Sample market data

Summary Sheet

Name: ________________ Company: ______________ Product: _____________

___________________________________________________________________


A. MARKET DATA

The product selected has the following market appeal:

1. 
_______percent of those surveyed would purchase at least one product. They suggested a retail price ranging from LC _______ to______ with an average price of LC _______ per unit.

2. 
______ percent of those surveyed were males and ______ percent were fe​males. ______ of the males and ______ percent of the females surveyed indi​cated that they were interested in buying the product.

3.
The age group surveyed ranged from ______ years to ______ years old. The following data by age group were collected:


Age Range

Would Buy

Would Not Buy

















































1. From the survey results it was found that the most likely market for the product is __________ (male or female) from age of ________ to ________ and the best selling price seems to be LC ________ per unit.


B. PRODUCT DATA

The market reaction to the product is as follows:

1. 
_______ percent of the market liked the product as it is. The balance 
recommended the following changes:


________ 
percent suggested
_____________________________________

________ 
percent suggested ______________________________________


________ 
percent suggested 
_____________________________________


________ 
percent suggested 
_____________________________________


________ 
percent suggested 
_____________________________________


________ 
percent suggested 
_____________________________________

2. 
______ percent of the market thought the product should ________ while


________ percent claimed a preference of ________.

Other responses included preferences for ____________ , ____________ , 

and____________.


C. COMPETITORS’ DATA


A study of the various competitors revealed that the following products will compete with the proposed product:


Products

Where Sold

Price & Other Remarks


























D. OTHER DATA


Based on other information gathered from the field survey, the following cost data are applicable in the decision to make the product:



SELLING PRICE



LC
______




PRODUCT COST:







Manufacturing
LC 
________





Marketing

________





Administrative

________





Financial

________






Total Cost


______



ESTIMATED PROFIT


LC 
______



Note:
This is only a sample questionnaire. the participants are encouraged to 
design their own questionnaires that suit their specific products and 

target markets.

Adapted from:
Wright, Activity Sheets in "Exploring Manufacturing", Goodheart-


Wilcox, Exploring Technology Series, USA
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