
4.2 - Market Research, Segmentation and Positioning 15/05/2013

1

4.2 – Marketing Research

• Examine how appropriate the marketing 

objectives are in achieving the goals of an 

organisation

• Analyse the role of market research

• Evaluate primary methods of market research



4.2 - Market Research, Segmentation and Positioning 15/05/2013

2

The process of formulating appropriate 

strategies and preparing marketing activities to 

meet marketing objectives.

Effective marketing plans are based on clear 

awareness of market trends, competitor actions 

and consumer wants.

The goals set for the marketing department to help the 

business achieve its overall aims. They form the basis 

for marketing strategies and should be SMART.

Examples?

The process of collecting, recording and analysing

data about customers, competitors and the market.

If a firm bases strategy on good market research, it 
will be able to

• Reduce risk associated with new product 
launches

• Predict and respond to future demand changes

• Explain patterns in sales and market trends

• Create products that customers will buy 

• Quantitative – numerical or statistical data 

that is easily measured and can be 

presented/analysed

• Qualitative – thoughts/feelings/opinions 

behind consumer buying behaviours.
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Original information collected ‘first hand’ by the 

organisation to meet specific needs.

Examples?

• Evaluate the various sources of secondary 
market research available to a business

• Conduct some secondary market research on 
the internet

• Evaluate different methods of sampling, for 
example, quota, random, stratified, cluster 
and snowballing.

Collecting data ‘second hand’ from sources 

either within or outside the business.

Examples?
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Groups of people taking part in a market 

research survey who are selected to be 

representative of the target market.

Generally, the larger the sample, the more 

confidence in the results. However, costs 

increase with larger samples.

• All members of the target population have an equal 

chance of being chosen

• E.g. computer generating a list and choosing at 

random

• Just asking the ‘first 100’ people who walk past in 

the street is biased as they may not be 

representative of everyone in their target market.

• Recognises that a target group is made up of 

different sub-groups (strata)

• The sample will contain proportionate members of 

all of these strata

• E.g. in a target market of 100 people, there need to 

be equal numbers of males and females, each age 

range, income levels etc.

• Taking a sample from one or two groups (age groups, 

geographical location etc.) to reduce costs.

• May not be fully representative, but 

random/stratified sampling can be used to improve 

representation

• E.g. a multinational research attitutes to its brand 

may only sample from the UK and Italy.
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• Agreeing how many people in which groups 

and sub-groups to survey, then meeting that 

exact quota

• Can be biased and unrepresentative

• E.g. 300 males and 200 females between 45-

60. 

• Where the first respondent refers a friend, 

who refers another friend and so on.

• Very cheap and requires less effort, however it 

is likely to lead to a biased sample because 

the group may share lifestyle and opinions.

Segmentation, Targeting and Positioning

• Analyse the usefulness of market segmentation 

and consumer profiles

• Identify possible target markets and apply an 

appropriate marketing mix to the target 

market(s)

• Construct a position map from given information.

• Discuss how organizations can differentiate 

themselves and their products from competitors.
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Identifying different segments or groups with 
similar characteristics within a market, then 
targeting differentiated products at them.

Involves identifying different consumer groups 

that share similar characteristics

Demographic Psychographic Geographic
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Instead of trying to sell one product to the 

whole market (mass marketing) firms either sell 

one product to a specific market segment 

(niche marketing) or sell a range of different 

products to a range of target segments.
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Before targeting a niche market or segment, firms should 

analyse consumers’ perceptions of existing brands.

Identify 
features 

important to 
customers

‘Map’ existing 
brands to 

identify gaps

Develop a 
product that 
meets gap 

criteria

Monitor and 
reposition if 

needed

Plots customer perceptions of brands using variables 

such as price and quality to identify market gaps.

Coca Cola

Dr Pepper

Concentrate

Own-

brands

Pepsi Max

Diet Coke

Juice/

smoothies

Milkshakes

Red Bull

Flavoured

water

• Analyse the usefulness of market segmentation 
and consumer profiles… 420-423

• Identify possible target markets and (apply an 
appropriate marketing mix to the target 
market(s))… 423-425

• Construct a position map from given 
information… 425-428

• Discuss how organizations can differentiate 
themselves and their products from 
competitors… 428


