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Preface

This book aims to teach business research methods in a simple manner.
Some researchers want to understand what techniques to choose and
apply in their real-world research projects. This book is aimed largely
at early career researchers, for whom this book can serve as a concise
reference guide in applied market research. However, experienced
business researchers or even academic researchers requiring a crash
course in the basics of business research will also be able to take advantage of the book‟s concise and easy to digest language.
Fresh graduates who join companies as analysts or researchers often have studied an introductory course in economics, finance or statistics. Since research is also a key skill for most undergraduate projects,
so students normally feel confident with research projects. However,
academic research and business research are notably different, so students are often ill-prepared to understand the prerequisites of commercial research projects.
This book is focused on market research, which is also commonly
known as business research. It aims to provide a working knowledge of
the fundamentals of market research that can be applied in the real
world regardless of the company size.
The goal of writing this book is to provide researchers reasonably
sophisticated research toolkit with practical examples and case studies.
A versatile thematic flow of the book fully captures the whole life cycle
of the project from concept to delivery. Its unifying themes are the related concepts of qualitative and quantitative research methods with a
clear demonstration of data analysis and forecasting.
This book is designed in a way to provide its readers with a snapshot of the entire research process, from planning a research project and
executing it through to analysis, forecasting and presenting the findings. In other words, it is a practical book, as reflected in its title.
Extensive examples and practical guidelines are provided to encourage researchers to work as independently as possible with their
projects. In addition, the book has also extensively discussed writing a
winning research proposal accompanied by a sample research proposal
template that can be replicated and customised accordingly. As a practically oriented book, it also encourages researchers to use data analysis
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software, such as Excel, Gretl and even Python. Most of the data is
provided in supportive Excel worksheets so that the readers can replicate the analysis for themselves. To make the book accessible to a diversified range of researchers from diversified backgrounds, it avoided
unnecessary mathematical content and emphasised more on the applied
aspects instead.
The book also goes much beyond just explaining market research
methods. It encompasses a wide range of topics of major importance,
including preparing a research proposal, market assessment methods,
forecasting, data analysis, efficiency in market research, and much
more.
I would like to thank my colleagues at Commodity Inside Ltd for
their support and comments that formed the foundation of this book.
Many reviewers also offered several helpful feedback. Most of these
were anonymous, but Andre Nascimento provided numerous invaluable
comments that were incorporated into the book. I am also grateful, in
particular, to Qasim Swati, who is a freelance journalist, for the input in
the preparation of the book.
Request to the Readers
I request the readers to kindly send their valuable feedback and suggestions for changes or additions. These will be gratefully acknowledged
in the next edition. Readers can also contact the author for any research-related inquiries on his personal email. The communication is to
be sent to the author at obaidshah78@gmail.com.
Datasets
All the data used in the book is available for download at
https://modernappliedmarketresearch.blogspot.com/

CHAPTER 1
Introduction

Research, in simple words, refers to a careful or diligent search. However, in more strict terms, research means a systematic investigation on
a subject that entails data collection leading through analysis and interpretation of that information by employing suitable methodologies to
establish facts and reach new conclusions.
There is a difference between search and research. Through search,
one can try to find something by thoroughly looking, whereas on the
contrary, research is the systematic investigation to reach new conclusions. Search is a short term task to find something and often requires
no specific expertise.
Even most of us, educated or illiterate, knowingly or unconsciously, conduct searches regularly. A buyer in a small town who wants to
buy shoes usually goes through a few shops to be aware of prices and
the latest designs. Similarly, a shopper inquires about vegetable prices
with few greengrocers before the final purchase. Online shopping has
made consumers more aware of quality and prices. They can read
product reviews, cross-compare prices, or even look for discount
vouchers before purchasing. Such type of work does not require any
qualification.
The most common type of search that people do is the price survey.
The stack can be higher if one does not do a price survey. For example,
car buyers can incur a substantial loss if they do not test the car before
buying or are unaware of the market price of the car model. Sometimes,
people do not bother to make price discovery when they already know
the average market price of the product in the area or when the stack is
not high such as buying a can of fizzy drink.
When it comes to research, the goal is to discover solutions to a
problem through intellectual pursuit. However, the objectives of the
research can be wide-ranging. For instance, research studies can find a
trend or relationship based on historical data, investigate phenomena to
explain logical causes, test existing beliefs, find insights into a problem,
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and explore new areas.
There are various kinds of research depending on the objective,
methodology or field of application. Some of the common types of research include:










Applied research
Business research
Descriptive research
Empirical research
Experimental research
Exploratory research
Scientific research
Social and behavioural research
Theoretical research

Market research addresses issues relating to markets or businesses.
Such research involves a process that consists of planning, gathering
information and analysing relevant data to help decision-makers to
make well-informed decisions. In a nutshell, market research is a systematic process that collects and analyses relevant information to help
managers make better decisions.

Types of Research
Primary research starts from scratch, mainly through surveys, face-toface discussions, interviews, etc. In secondary research, researchers
reuse the existing information. Both research methods are equally important for researchers and can achieve project objectives.
Of course, primary research would take longer, but it is worth the
efforts that get researchers near reality and provide a closer insight into
the topic. Choosing between primary and secondary research is not an
option but an obligation. The nature of research decides whether the
project requires primary or secondary research. Even sometimes, it can
be a combination of both. Some amateur researchers even struggle to
identify whether they need primary or secondary research. The answer
lies under the scope of the study that what type of data is required, and
whether the data is available and can fulfil the project requirements.
One of the key factors distinguishing primary research from secondary
research is the data collection method.
Primary and secondary research also depends on primary and secondary data, respectively. Primary data is new information researchers

Introduction

3

collect directly from respondents, specifically for the purpose of the
research study. Researchers collect primary data according to their
needs through surveys, questionnaires, observations, and interviews.
Primary data is usually based on a large-scale sample of respondents and is typically expressed in numeric terms such as averages, percentages or growth. The advantage of quantitative research is its precision in providing a specific answer, such as the number of fizzy drinks
sold in March or the percentage of people who say they plan to buy a
house in the next three months.
On the other hand, Secondary data refers to information that is already gathered for another purpose, often by a third party. The data can
be collected from numerous sources like websites and print media.
Secondary data can be collected for free from public domains such as
World Bank, national statistical agencies, newspapers etc.

Data Collection Methods
Data can be collected through quantitative (numerical) or qualitative
(verbal) methods. Under the qualitative method, researchers employ
various approaches, such as focus groups, interviews and observations.
This approach is used when there is little knowledge on the topic and
researchers want to learn from respondents‟ insights. In this form of
data collection, researchers do not need to design questionnaires for
data collection. The data collected through this method is generally in
notes and recorded tapes. Sometimes researchers use qualitative methods at the start of the project to get better background knowledge on the
issue and then incorporate the insight in preparing the questionnaire for
surveys. A questionnaire is a technique to collect data in which respondents are asked a set of questions. Questionnaires can be completed either by the researcher or respondents themselves, depending on the
nature of the survey. A survey is a method for collecting sample data
(quantitative information) in a structured form. A survey works through
a questionnaire with fixed questions which can be conducted by mail,
in person, face-to-face, telephone, email or online.
The data requirements usually vary with types of research. For
some researchers, primary data collection can be compulsory due to the
nature of the research. For example, a researcher researching the impact
of banning plastic bags on a local retail industry has to go through the
whole process from designing questionnaires and conducting surveys in
the local area. Ideally, in this kind of survey, the researcher needs to do
a field survey and ask questions or distribute questionnaires. On the
contrary, if a researcher is conducting the impact study of the foreign
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direct investment (FDI) on poverty eradication in a developing country,
then such data can only be secured through secondary sources.
While collecting primary data, researchers have to ensure that confidentiality and privacy aspects in the data collection process have been
fully adhered to. Most of the time, sources' names or any details that
risk exposing the sources need to be kept confidential. However, researchers need to provide all the data sources in case of using secondary data.

Needs for Market Research
Market research provides crucial intelligence about the research topic.
For instance, it can inform businesses about their target customers and
make them understand how to get in touch with them. It can also assist
in the process of developing products and services and bringing them to
the market. Such research can help decide whether the market strategy
would work by exploring how similar products have performed in the
marketplace.
Organisations conduct market research when they need to make intelligent and informed decisions. However, not every decision requires
research. It is the responsibility of the management to determine
whether a decision should involve market research. Such decisions depend on several factors such as the necessary time, value for analysis,
cost and data availability.
Time is one of the critical components in determining the need for
market research. Managers often find themselves in a situation where
they want to decide immediately. Without adequate intelligence and
proper market research, making a key decision can be very risky.
Sometimes the lack of a rigorous decisions process can lead to catastrophic results. In major corporations, critical investment decisions
require independent market research to ensure the robustness of the
decision. Another chief culprit of skipping market research is the cost
of market research. A business manager has to justify the value of research to prove that the return on the study is worth the investment as it
would improve the quality of the decision.
The market research also becomes inevitable due to the lack of data
availability. Businesses often have access to enough information that
allows them to make better decisions without additional research. In
case of lack of enough data, organisations rely on third party data.
Costs and quality of the data then come into play when deciding to
source such data. In some cases, managers give up on their research
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projects due to a lack of reliable sources.

Market Research vs Academic Research
Both market research and academic research differ in many ways as
they have different goals. As the name suggests, market research is
commercial research or is also called business research. Market research aims at finding robust solutions to instant issues. Businesses
generally keep their findings confidential, and the results are often used
internally to make timely and well-informed decisions. However, independent publishing companies publish research in trade journals or in
the form of paid business reports.
Academic research is also called scholarly research, and the focus
tends to be on conceptual issues. Academic researchers make their findings public through thesis, journal papers, books, etc. The purpose of
the research is to create knowledge. They are not aimed to benefit a
specific company or organisation. Such research is designed to be authoritative, and so it is held to a high standard. Academic research can
also be used in practice depending on the field of study. For instance,
academic research is used to teach concepts and principles in education.
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As an essential guide to market research for new and more
experienced professionals, this publication covers all the steps
necessary to complete a market research project from scratch.
While covering both pedagogical and corporate aspects, it can
help develop unique market research skills employed in any
industry. Readers can learn how to accomplish a research project
with the highest quality standards.
Most books on the market research subject are written from a
theoretical perspective. They revolve around ‘what is’ rather than
the ‘how to’ approach. Eventually, readers know more about
market research as a subject but learn very little about how to
run a project.
This book is designed to equip readers with all the skills
necessary to complete a market research project from scratch to
finish. It contains case studies and practical examples to guide
readers through a step-by-step procedure.
Obaid Shah is a Research Director in a consulting company
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