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W hat is the objective of m arketing research? 

 

T he objective is to provide m anagem ent w ith relevant inform ation for m ore accurate decision m aking. 

W hat are the tw o m ajor sources of inform ation in m arketing research? 

 

1. P rim ary D ata: D efined as inform ation that is collected first-hand generated by original research 

tailor-m ade to answ er specific current research questions. 

2. A nd Secondary D ata “D esk R esearch”: D efined as inform ation that has already been collected for 

other purposes and is thus readily available. 

 

C om pare betw een prim ary and secondary researches. 

 

 P rim ary R esearch Secondary R esearch 

D efinition 

 

R esearch upon inform ation that is 

collected first-hand generated by original 

research tailor-m ade to answ er specific 

current research questions. (Q ualitative 

such as interview s, Q uantitative such as 

questionnaire), both can be com bined. 

 

 

R esearch upon inform ation that has already 

been collected for other purposes and is thus 

readily available. 

 

A dvantages 

 

*It solves the problem s at hand: B ecause 

the task is to look for the m arket for the 

first tim e. 

*It is the original process and contains 

the original inform ation and prospects: 

T herefore, this m arketing is not 

m anipulated or interfered w ith. 

*It creates room  for discovering new  and 

com petitive business or m arket to be. 

*T herefore, it leaves a room  for 

flexibility. 

 

 

*Less expensive 

*Less tim e consum ing  

*N o contacts have to be m ade outside hom e 

country, thus keeping com m itm ent to possible 

future projects at a low  level. 

*R esearcher is not constrained by overseas 

custom s. 

*R esearch can quickly generate background 

inform ation to elim inate m any countries 

from  the scope of enquiries. 

 

D isadvantages 

 

*M ore expensive 

*M ore tim e consum ing 

*C arrying out the research in developing 

countries m ay be delayed by language 

barrier. 

 

*N on-availability of data 

*D ata classification 

*R eliability of data 

 


