Marketing Research

Ch.2
Presented by Fanaee




®Marketing Management Philosophiés

Selling Concept

- Consumers favor products that are
available and highly affordable
sImprove production and distribution

Consumers favor products that offer
the most quality, performance, and
Innovative features

*Consumers will buy products only if
the company promotes/ sells these
product

*Focuses on needs/ wants of target
markets & delivering satisfaction
better than competitors

*Focuses on needs/ wants of target
markets & delivering superior value
*Society’s well-being
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"Marketing & Sales Concepts Contrasted
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NATURE OF MARKETING
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THE MARKETING CONCEPT

o A business philosophy based on:
v/ consumer orientation,

v Goal orientation

v_and system orientation.




Opportunistic Nature of
Marketing Research
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External marketing
Environment
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Role of marketing research in
marketing system
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3 marketing research functions

1. Descriptive function
Diagnostic Function
Predictive function




Descriptive function

of marketing research
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Diagnostic Function
of marketing research
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Predictive function
of marketing research
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Proactive role of Marketing
i Research

29 5a sl H ol Calid o)y L ad b)) b Cleass o
D 4S saaa gla )b Sl 5 gt (6 4L
6l R e 3 5 o v

, ik 25O . Aoy ¢ >
3 . S,
) : 11 by S v
T 4 R Ly $ h
. Y s 9 $aL o %
J N &
. . .’y \ .
L ‘ ' e -4 . y .
v 4 : A . ‘
. . A .
‘1 B by e :
. ~ ~ - - Ve .
374 1YL vy . ' 4
. . ST . . 5 N
aa . —h L Y P N USRS T VU \
\ .
L Y vy
o AT s,
‘e y Vi
‘e
.4
3 .
.«
. N ‘S
B PG Y
e~ —— “Y,va"t

proactive 5 =aled 3 il ) aS Al pe o
pels Gile SUal aia jlo WS e paldil 3 A b ) 5l o
O Gle Dal ) 48 a3l mas sl )L g 28y

A e pal bl L cladas (5 )k




- ¥ User of Marketing Research *




