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What is Market Research?

“Market Research is one of the most useful tools in business, the way in which organizations

find out about what their customers and potential customers need, want and care about.”
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Approach

Tools

Sampling



M Primary Research

» Collection of first-hand data for a specific purpose
Approach

M Secondary Research

* Collection of data that already exist

» Research designed for a specific purpose and
specific client, and conducted as a one-off study

» Research carried out with a continuous basis

» Information held by the company,
» e.g. Past surveys, service record, database etc.

» Information from external sources
» e.g. Research reports from other companies,
surveys held in business libraries etc..






B Sampling

* To choose the section of population for the research

Sampling
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Strategic Marketing in the New Age
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The Purple Oceans 6C’s Landscape Analysis Framework

The Purple Oceans 6C’s Landscape Analysis Framework ®

2 —18-+t Dr Jeffrey Phoenix Hui ® (2007, 2014)
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Consumers




Needs, Wants and Demands

* Needs:

» States of felt deprivation.

* “Needs” include basic physical needs for food, R el ! )
clothing, warmth, and safety; social needs for . WA
belonging and affection; and individual needs - NJ‘\'
for knowledge and self-expression. - ’ \)3 P ! %, \

 Marketers did not create these needs; they N WANT S e . A
are a basic part of the human makeup. | — T

—— NEED —
r - X
* Wants: = \
* The form human needs take as they are A WanT boiiid U-'ﬂNf

shaped by culture and individual personality.

* An American needs food but wants a Big Mac,
French fries, and a soft drink. A person in
Papua New Guinea needs food but wants
taro, rice, yams, and pork. Wants are shaped
by one’s society and are described in terms of
objects that will satisfy those needs.



Maslow’s Hierarchy of Needs

. morality,
* Abraham Maslow sought to explain why people are creativity,
. . . . . spontaneity,
driven by particular needs at particular time. His answer problem solving,
is that human needs are arranged in a hierarchy from Self-actualisation i S
most to least pressing. self-esteem, confidence,
achievement, respect of others,
Esteem respect by others
. friendship, family, sexual intimacy
* Chinese wisdom Love/belonging
— e s A o N e security pf: body, employment. resources,
c o [EX] CEEAMILE, KAEHARE s A e e
SUSHE I\ NiI=PAN P\ > y
* [/XlgﬁX] (Eﬁi El\] Z_'_*a [E) }EET ﬁb%ﬂﬁ'—fL Physiological
\} LSS —
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Mazlow'’s Hierarchy of Needs

Source : Baidu (2014), (accessed Aug 17, 2014),
[available at http://baike.baidu.com/view/1270862.htm?fr=aladdin ]
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Left-Right Circles Theory -1

Competition
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Source: Prof. Andrew C.F. Chan, SBS, JP



Who are my LCs?

WHO?

© Dr Jeffrey Phoenix Hui (2010, 2013)
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Universe Population (UP)

WHO Strategic Targets (STs) Il Consumer is BOSS I!!
Prime Prospects (PPs)

WHO Strategic

Implications

| Universe Population (UP)

. Category Level
Universe G 3= 1i0) [ All the potential consumers in

Population (UP) the category

Strateglc Strategic Targets (STs)

Targets (STS) Br;a:}nd Level 1 Should be sizeable enough to I Brand Equity Pyramid
() RA TE) enable long-term sustainable
Prime g[)f_’thf_‘S ()> 2 times of share I Brand Architecture
objective
Pros peCtS 71 Include all the potential - :\;:ir)l(ovatlon R
(P Ps) consumers whom our brand
equity is relevant and
Campaigns or meaningful
Solutions Level
(FFEEH) Prime Prospects (PPs) IO

I Holistic Business
Innovations and
Integrated Marketing
Communications

[ Subsets of STs with the
greatest potentials as solid
business building blocks in
short term

B Strategic Consumer
Decision Journey
(CDJs)

[ To be reviewed in every
campaign



Q Psychographics
O Demographics
Q L|festyles o oy

Pain Points




4 New Moments

Every Marketer Should Know

Consumer behavior and expectations have forever changed. With powerful phones in our pockets, we do more
than just check the time, text a spouse, or catch up with friends. We turn to our phones with intent and expect
brands to deliver immediate answers. It's in these I-want-to-know, I-want-to-go, I-want-to-do, I-want-to-buy

moments that decisions are made and preferences are shaped.

In many countries, including the U.S., more Google searches

take place on mobile devices than on computers.

Sources

I-want-to-know
moments

65%

of online consumers
look up more information
online now versus a

few years ago.?

66%

of smartphone users turn
to their phones to look up
something they saw in a
TV commercial.?

ay 2015, n=1,2
March 2014,

I-want-to-go
moments

2X

increase in "near me"
search interest in
the past year.*

82%

of smartphone users
use a search engine
when looking for a
local business.®

and Japan, April 2015

U.S., May 2015, n=1,005, based on intemet users.

5 The Consumer Batometer Survey 2014/2015, U.S., n=1,000, based on internet users

I-want-to-do
moments

91°
(0]
of smartphone users turn

to their phones for ideas
while doing a task.®

100M+

hours of “how-to" content
have been watched on
YouTube so far this year.”

I-want-to-buy
moments

82%

of smartphone users
consult their phones
while in a store deciding
what to buy.®

29%

increase in mobile
conversion rates in
the past year.®

19
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Who are my LCs?

WHO?

[re— il A
Stratogi Targers (75} somes 2
(R s

Segmentation Criteria

Brand:

(x2)

Category (+):

(x1)

Date:
Draft:

(x1)

(x1)

Estimated Size of Prize
(# of people)

Estimated Size of Prize
($$S per annum)

Pain Points

Jobs-to-be-done (JTBDs)

Persona
(Figureheads; traits)
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Who might be our consumers?

Prime Prospects

ST&PP Straregic Target(ST) Prime Prospect 1 Prime Prospect 2 Prime Prospect 3
Segmemtation . . 25-29 traditional 30-40 easy process of 25-29 fashionable

o value-for-price wedding ) : :
Criteria wedding executor wedding young generation
Compared with holding a They view it unwise to They seek for an

Pai . luxury wedding, they = Have to complete this spend too much time and ungiue and
ain Points : . :

prefer spend more on milestone of life. effort to hold a unforgetably wedding
honeymoon, housing,etc. complecated wedding. experience.

Better service
performance than the
traditional restaurants

Provide value-for-price
wedding service

Experienced wedding Customized wedding

Jobs-to-be done .
execution plan

Wedding before age 30, Busy business
hold the traditional value  people[especially the
of marriage finance field]

24-30 fashionable
young generation

People who seeks for

Persona . )
particular wedding scape



Il Stay In Touch !!!
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