MGMT 121            CHAPTER 18        Reporting Research Results

Each research report must conform to the expectations of the client.  Some clients are detail-oriented, others want only key decision-making information.  Examples of extremes can be found in virtually any marketing research supplier client list.  

Harrah’s Casino wants 3 presentations for each significant research effort:

1. Executive presentation.  Usually limited to 10 minutes and is part of a weekly meeting that consumes no more than one hour in total.  Upper management from all locations are video-conferenced into the meeting and some discussion is allowed on every item on the agenda that receives floor time.  Often, research is the item bumped from the agenda when time constraints dictate that all items will not be covered.

2. Marketing Managers presentation.  These are senior level individuals that keep tabs on research projects being fielded by all individual properties.  Often, these presentations are working sessions that may run several hours.

3. Marketing Research presentation.  Harrah’s has a centralized, corporate marketing research department that acts as traffic cop to ensure that all appropriate properties are included in broader research efforts.  Often, research is piggybacked to explore areas of concern that may not apply globally to the organization.  Presentations made to the research group tend to be less than one hour.  This is primarily a production area within the company and, once delegated, individual project managers operate with great autonomy regarding the research effort.

P&G and Clorox require a one-page marketing research report for circulation within the company.  In the rare instance when researchers make presentations, they are limited to 15 minutes.  The full report remains in the research department and with the appropriate product manager.

Organization of the Research Report

Title Page

Includes key contact information on project manager or research organization entrusted with project.

Table of Contents

Executive Summary & Conclusions

With few exceptions, restricted to the objectives of the project.  This discussion provides the decision makers with the information to make decisions easily.  Most executives do not like to see summaries that include recommendations.  An individual, such as a project manager, that will bring other information to complement the research findings, usually presents recommendations separately.

Background and Methodology

Why the project was undertaken, the key design features, critical path and key event dates, field experiences

Detailed Findings

Each question explored, in turn.  All relevant analyses discussed in some detail to include concluding remarks.

Graphics have taken the place of text, and in most cases, tabular data.

Occasionally, a Next Steps section is included in the report.

Appendices

· Questionnaire

· Cross-tabulated tables

· Exhibits used in the execution of the research

· Communications with respondents

· Photographs of sites (where appropriate)

· Maps (where appropriate)

PRESENTATIONS

Before you present, get to know about your audience.  Often, there will be key individuals in the audience that have an agenda in mind or who simply want to throw their weight around.  The contact within the company can prepare the presenter with expected objections and criticisms of contrary or difficult individuals.

The process for all good presentations:

1. Tell your audience what you’re going to tell them.

2. Tell them
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3. Tell them what you told them

This process grounds the audience and generally will allow for an uninterrupted “performance”.  After you tell them what you just told them, then open the floor to a Q&A, if appropriate.







