MGMT 121            CHAPTER 19        Managing Marketing Research
Yellow Freight:
Initial sample of 10,000, universe 300,000.  Ongoing 15-minute surveys of 600/month.   Customer focus:  on-time in good condition.  Company previous focus:  speed and price.  Value of surveying beyond information.
Overall marketing goal is to satisfy customer needs, at a profit.

Important elements are not always obvious components of customer satisfaction.  Book states that Confidentiality and Honesty rank highest for marketing research services.  Other variables may be more important in other products or services.

Cost plus pricing of research services is unusual in industry.  Most projects are handled on a quote basis, with assumptions spelled-out that could influence the effort from a cost perspective.

Example of a quote for 400 intercept interviews at one location:

Project set-up and specification**
$
1,200

Questionnaire design and pretest**

1,500

Facility rental, field start 5/15/06*

4,000

Travel expenses (estimated)*

1,500

Interviewer Training, Interviewing, Supervision*

17,500

Incentives $5/respondent*

2,000

Programming and data management**

1,400

Analyses and report writing, delivered 6/14/06**

7,000

Presentation, 2 hours, 6/14/06**

2,000
Total
$
38,100

CPI:
$
95.25

Terms:  All field expenses due 5/1/06*
$
25,000

             Half of consulting fees due 5/1/06**

6,550

             Balance due 30 days after report

6,550

Assumptions:

Incidence rate of 30%

Client materials available NLT 5/1/06

15-minute interviews (2.15 completes/hour)

DATA QUALITY MANAGEMENT – GIGO  

1. Sample frame

2. Questionnaire (unbiased, complete, etc)
3. Field experience

4. Editing

5. Data entry

6. Analysis

7. Reporting

TIME MANAGEMENT – get the product to the client on time

COST MANAGEMENT – monitor and contain costs

CUSTOMER PROFITABILITY MANAGEMENT – encourage positive, discourage negative relationships.  Volume and margin interactions.

Ask questions to sound out the client.  Is the prospect good or are they fishing for price or ideas?

STAFF MANAGEMENT AND DEVELOPMENT – book overstates the growth/satisfaction environment for most employees.  Greatest need is for production-oriented workers who tend to be transient.

RESEARCH SUPPLIER ETHICS

ITEM
EFFECT

VIOLATING CONFIDENTIALITY
Dooms company reputation

Low-ball pricing
Suspect data/project quality

Underpaid field service
Front line workers unmotivated

“Grinding” suppliers
Tire of abuse

Abusing respondents
Refusals/break-offs

Unnecessary/unused research
Long-term relationship compromised

CLIENT ETHICS

ITEM
EFFECT

Solicit bids when project “wired”
Lose ability to manage supplier

Bids as way to spec project
Steal intellectual property

False promises/RFP
Project may never exist

FIELD SERVICE ETHICS

ITEM
EFFECT

“Actors” in focus groups
Receive poor/conditioned feedback

Falsifying data
Analysis compromised

IS IT RESEARCH, OR SOME OTHER ACTIVITY?
Push polls
Discredit other company/candidate

Sales disguised as research
“What is your utility bill?”  Solar water

RESEARCH CERTIFICATION

Still lacking in most areas.  Many voluntary organizations accredit, but don’t monitor members.

CASRO (Council of American Survey Research Organization)  “Your Opinion Counts”

CMOR (Council for Marketing and Opinion Research)

MRA (Marketing Research Association)

Burke Institute (Various specialized certifications)

Greeley Institute (Certified Focus Group Director certification)

ARF (Advertising Research Federation)







