Introduction to Marketing – K1011BI by KOPONEN, Ismo (Mr) 

Theme for the seventh study week: 7. The business is not an island. Basics of Relationship Marketing. Marketing Research as a crucial success factor. 

Extractions from some Relationship Marketing materials, also available in http://www.oamk.fi/~ikoponen/: 
1) Towards a New Paradigm on Managing Cultural Properties 

“While Aristotle was interested in the unchanging properties of things, Galileo was interested in the unchanging relationships of things” (Keloharju, 1983: 13). 

“We are now interested in the changing relationships of changing people” (ibid.; where changing people was things). 

2) Build relationships that individuals are unwilling to walk away from.
It seems so simple! 
Relationships are the lifeblood of every good company. Relationships between a company and their customers, distributors, employees. Solid, loyal relationships with these valued individuals make for a strong bottom line. 

- the ‘mobile phone subscriptions’ business e.g. in Finland !? 

Businesses have invested millions to create awareness and brand recognition through traditional advertising and other efforts, however, they have spent relatively little to turn that awareness into loyalty. 

Traditional advertising agencies do a good job at helping you communicate to a mass audience. But, once individuals have been identified, it’s time to put relationship marketing strategies to work. 
Costly CRM systems help manage information, but until you put that information to use, you’re not making the most of your investment. Until you begin using that information to drive relevant marketing communications, it will fail to generate revenue. 

It costs five times as much to acquire new customers as it does to retain current ones. 
There are many factors that impact loyalty, beginning with your product satisfaction and customer service levels. But the often forgotten factor is communication - the foundation of any solid relationship. 
Imagine the individuals that matter to you most receiving timely ongoing communications from the people they know and trust, recommending products and services that are specific to their unique situation, and saving them time and money with little or no effort from their end. 
Relevant marketing communications utilizing 1:1 strategies can be the differentiating factor that creates relationships your most valuable customers are unwilling to walk away from.
Let your customers know that their business matters. 
Develop communications that are meaningful, exciting and relevant. 
Lock out the competition. 


3) From: http://www.1to1.com/Glossary.aspx#R 

	
	“CRM is the same as one-to-one marketing. This customer-focused business model also goes by the names relationship marketing, real-time marketing, customer intimacy, and a variety of other terms. But the idea is the same: establish relationships with customers on an individual basis, and then use the information you gather to treat different customers differently. The exchange between a customer and a company becomes mutually beneficial, as customers give information in return for personalized service that meets their individual needs”.


And, about Market(ing) Research: 

Approach One: do a SWOT-PEST(EL) analysis on your business in its environment(s), asking: “Does the P, E, S. T. – and so on – environments support the consumption of our product”, and “can opportunities be turned into strengths and threats into opportunities respectively” ? 
Approach Two: 

On The Business Research Process (all ‘Marketing’ words that appeared in the original source have been changed for ‘business’) 
Business research is gathered using a systematic approach. An example of one follows: 

1. Define the problem i.e. the research question. Never conduct research for things that you would only 'like' to know. Make sure that you really 'need' to know something. The problem will become the focus of the research. For example, “Why are Finns buying cheap mobile phones” ? 

2. How will you collect the data that you will analyze to solve your problem? Do we conduct a telephone survey, or do we arrange a focus group? The methods of data collection will be discussed in more detail later. 

3. Select a sampling method. Do we use a random sample, or a systematic – planned -  sample? 

4. How will we analyze any data collected? What software will we use? What degree of accuracy is required? 

5. Decide upon a budget and a timeframe. 

6. Go back and speak to the managers or clients requesting the research. Make sure that you agree on the problem ! If you gain approval, then move on to step seven. 

7. Go ahead and collect the data. 

8. Conduct the analysis / analyses of the data. 

9. Check for errors. It is not uncommon to find errors in sampling, data collection method, or analytic mistakes. 

10. Write your final report. This will contain charts, tables, and diagrams that will communicate the results of the research, and - hopefully - lead to a solution to your problem. Watch out for errors in interpretation. 

Sources of Data - Primary and Secondary
There are two main categories of sources of data - primary and secondary. Primary research is conducted from scratch. It is original (authentic) and collected to solve the problem in hand. Secondary research, also known as desk research; data already exists since it has been collected for other purposes. 

Primary Research. 
There are many ways to conduct primary research. We consider some of them:

1. Interviews 
2. Mystery shopping 
3. Focus groups 
4. Projective techniques 
5. Product tests 
6. Diaries 
7. Omnibus Studies
10. Interviews 
This is the technique most associated with Business research. Interviews can be telephone, face-to-face, or over the Internet interviews. 

1.1 Telephone Interviews
Telephone ownership is very common in developed countries. It is ideal for collecting data from a geographically dispersed sample. The interviews tend to be very structured and tend to lack depth. Telephone interviews are cheaper to conduct than face-to-face interviews (on a per person basis). 

Advantages of telephone interviews
· Can be geographically spread 

· Can be set up and conducted relatively cheaply 

· Random samples can be selected 

· Cheaper than face-to-face interviews

Disadvantages of telephone interviews
· Respondents can simply hang up 

· Interviews tend to be a lot shorter 

· Visual aids cannot be used 

· Researchers cannot observe behavior or body language 

1.2 Face-to-face Interviews 
Face-to face interviews are conducted between a market researcher and a respondent. Data is collected on a survey. Some surveys are very rigid or 'structured' and use closed questions. Data is easily compared. Other face-to-face interviews are more 'in depth,' and depend upon more open forms of questioning. The research will probe and develop points of interest. 

Advantages of face-to-face interviews
· They allow more 'depth' 

· Physical prompts such as products and pictures can be used 

· Body language can emphasize responses 

· Respondents can be 'observed' at the same time 

Disadvantages of face-to-face interviews
· Interviews can be expensive 

· It can take a long time to arrange and conduct. 

· Some respondents will give biased responses when face-to-face with a researcher. 

1.3 The Internet (?) 
The Internet can be used in a number of ways to collect primary data. Visitors to sites can be asked to complete electronic questionnaires. However responses will increase if an incentive is offered such as a free newsletter, or free membership. Other important data is collected when visitors sign up for membership. 

Advantages of the Internet
· Relatively inexpensive 

· Uses graphics and visual aids 

· Random samples can be selected 

· Visitors tend to be loyal to particular sites and are willing to give up time to complete the forms 

Disadvantages of the Internet
· Only surveys current, not potential customers. 

· Needs knowledge of software to set up questionnaires and methods of processing data 

· May deter visitors from your website. 

1.4 Mail Survey
In many countries, the mail survey is the most appropriate way to gather primary data. Lists are collated, or purchased, and a predesigned questionnaire is mailed to a sample of respondents. Mail surveys do not tend to generate more than a 5-10% (!!!) response rate. However, a second mailing to prompt or remind respondents tends to improve response rates. Mail surveys are less popular with the advent of technologies such as the Internet and telephones, especially call centers.

2.0 Mystery Shopping
Companies will set up mystery shopping campaigns on an organizations behalf. Often used in banking, retailing, travel, cafes and restaurants, and many other customer focused organizations, mystery shoppers will enter, posing as real customers. They collect data on customer service and the customer experience. Findings are reported back to the commissioning organization. There are many issues surrounding the ethics of such an approach to research. 

3.0 Focus Groups 
Focus groups are made up from a number of selected respondents based together in the same room. Highly experienced researchers work with the focus group to gather in depth qualitative feedback. Groups tend to be made up from 10 to 18 participants. Discussion, opinion, and beliefs are encouraged, and the research will probe into specific areas that are of interest to the company commissioning the research. 

Advantages of focus groups
· Commissioning marketers often observe the group from behind a one-way screen 

· Visual aids and tangible products can be circulated and opinions taken 

· All participants and the research interact 

· Areas of specific interest can be covered in greater depth 

Disadvantages of focus groups
· Highly experienced researchers are needed. They are rare. 

· Complex to organize 

· Can be very expensive in comparison to other methods 

4.0 Projective techniques 
Projective techniques are borrowed from the field of psychology. They will generate highly subjective qualitative data. There are many examples of such approaches including: Inkblot tests - look for images in a series of inkblots Cartoons - complete the 'bubbles' on a cartoon series Sentence or story completion Word association - depends on very quick (subconscious) responses to words Psychodrama - Imagine that you are a product and describe what it is like to be operated, warn, or used. 

5.0 Product tests 
Product tests are often completed as part of the 'test' Business process. Products are displayed in a mall of shopping center. Potential customers are asked to visit the store and their purchase behavior is observed. Observers will contemplate how the product is handled, how the packing is read, how much time the consumer spends with the product, and so on. 

6.0 Diaries 
Diaries are used by a number of specially recruited consumers. They are asked to complete a diary that lists and records their purchasing behavior of a period of time (weeks, months, or years). It demands a substantial commitment on the part of the respondent. However, by collecting a series of diaries with a number of entries, the researcher has a reasonable picture of purchasing behavior. 

7.0 Omnibus Studies
An omnibus study is where an organization purchases a single or a few questions on a 'hybrid' interview (either face-to-face or by telephone). The organization will be one of many that simply want to a straightforward answer to a simple question. An omnibus survey could include questions from companies in sectors as diverse as heath care and tobacco. The research is far cheaper, and commit less time and effort than conducting your own research. 

Secondary Research – Why should you start with this !? 
Secondary (or desk) research uses data that has been collected for other objectives than your own i.e. it already exists. There are a number of such sources available to the marketer, and the following list is by no means conclusive: 

· Trade associations 

· National and local press Industry magazines 

· National/ international governments 

· Web sites 

· Informal contacts 

· Trade directories 

· Published company accounts 

· Business libraries 

· Professional institutes and organizations 

· Omnibus surveys 

· Previously gathered Business research 

· Census data 

· Public records 

We have given a general introduction to Business research. Business research is a huge topic area and has many processes, procedures, and terminologies that build upon the elements above. 

