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Marketng research includ the folowing
areas: Purpose; informational objectives;
Audience; Techniques Sampe size,
Source, and selecton; Prest and
felding; Analysis; And; Report Afer
the questions above, the nternal
records systems, and market nteligence
systems are considered, then
exploratory research assists marieters.
in having a fullunderstanding of the.
organization's marketing decisions
regarding the envionment. Exploratory.
research includes the gathering of
primary and secondary data. Secondary.
research sourc of dafa s publcly
avalab. Since secondary research
data were intily collcted for a specific
purpose and under specific conditons,
the data may be different from data that
those the research wants which may
it ts appicatin; therefore, secondary.
data may stil leave many questions
unanswered. Primary research data
may need to be collcted. Primary.
marketing research s data that are.
collected for the first fime and is
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may need to be collected. Primary.
marketing research s data that are.
colleted for the firsttime and s
designed to ita specific need. s
collected in five methods: nformal
observation. Focus groups Quatative
surveys Quanttative surveys Behavioral
research. The selection of the most
appropriate choice wil depend upon cost
beneft trade offs and the questions the.
study s ntended to answer.
Observationalresearch acauires new
data by observing relevant actors and
setings. I can be a useful way of
discovering some useful hypotheses
regarding the feeings of patients.
regarding diferent hospals and their
services. Focus group research s a
very popular research method that heatth
care organizations use due {0 s low
cost. A focus group can consist o eight
oten people who are inved o spend a
few hours with a skilkd facilfator to
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discuss a product, service, organization
or other marketing enity. Focus group
research s quaative and ts findings.
cannot be generalze to the population.
provides dirctonal data. Quantiative
research that s based on stafistcally
vald and relable methods using
randomized samples of suffcint size:
can generalze fs findings fo the entre
market. Focus groups have a
structured format and usualy have the
folowing elements: Free associtions.
This s o learn top of mind thoughts and
feelngs regarding a specific topic.
Conceptual mapping. This is o
graphicaly map concepts and their
associaive meanings maps. Perceptual
mapping, This & fo dentiy a brand's
strengihs and weaknesses on selected
ey attributes reative to the competion.
Mind mapping. Ths s a technique to
capture free associaton on paper in &
noniinear way. Concept statement
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nonlinear way. Concept statement
testing. This s used often to measure.
resonance wih an advertisement or new
product concept. and Story teling

Oniine focus groups and web based
surveys are two recent innovations in
qualtafive research. An advantage using
these methods is that since the
respondents cannot see each other, they
have an inclinaton to spea freely. In
addtion, the entre session i recorded
and a script i readiy avalab.

However, the disadvantages of these
methods are: One. The securfy i not as.
tight as a v group. As a resut, you may.
ot know who you are taking to. And
Two. You will not be able o view body
language. ndivdualn-depth nferview
research s another type of research
where a skiled nerview spends one or
two hours with a partcipant asking
probing questin. There s an assumption
thatthe particpant s not fuly conscious
of the reasons of his behavior or may.
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have exhibit many defenses against
onest or complete answers. The.
interviewer wil uses projective
techniques such as word associations.
or filing n the banks to oban a deeper
understanding of a person's
perceptions, preferences, and decision
making processes.  Survey research i
best suted for descrpive research
s s a good method to learn about
people’s knowledge, beliefs,
preferences, and satisfaction, and to
measure their magniudes in the general
population. Surveys can be quantative
or qualtative. A small sample size s of
twenty fo two hundred respondents.
The respondents may be chosen at
random or . The information can be
extracted fromthe respondents using
the telephone, mal or onine
interviewing. tis importantto remember.
that qualtative data can be drectonal
and cannot be used to make
aeneralizations about a population.
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However, you can identify consistencies
inthe patems of responses that may be.
used to dentity marketing hypotheses.
trying to determine who should be
interviewed, a sampling plan wil elp
with regards to the folowing three
decisions: One. Samping unt. Ths s the
population that wil be surveyed. Two,
Sampe size. Ths s the number of people
that willor needs fo be surveyed. And
Three. Samping procedure. This is the.
method the indicates how the-
participants wil be chosen. Partipants.
an be selected by probabilty samping
or by non-probabity samping. Under
probabifty samping, there are tree
subcategories: Simple random sampl.
“This means that everyone in the
population has an equa chance {0 be.
selected. Statified random sample. This
means that the populaton s divided ino
mutually exclusive groups such as age
groups and random samples are drawn
from each group. And Cluster (area)
‘sampl. This means that the population is
divided into mutualy exclusive groups
‘such as ciy blocks and the researcher
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draws a sample of the groups to
interview.Non-probabilty samping has
three subcategories: Convenience
sample. This means the research
selects the most accessibl population
members. Judgment sample. This means.
the researcher selects population
members who are good candidates for
accurate information. Quota sample. This
means the researcher finds and
interviews a prescribed number of
people n each of several categories.
Questionnaires have a set of questons
presented to respondents. The.
questionnaire i the most common
instrument implemented to colct primary
data, Questionnaires have o be
carefuly developed, piot tested,
valdated, and correcied if needed prior
to adminisiration. n developing the
uestionnaire, the research questions.
should reflect the researchis issues.
“The questionnaire should contain simple,
direct, unbiased wording and be pict
tested with a sample of respondents.
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The researcher also needs to select how
the survey respondents wil be reached
ma,telephone, personal, or on-ine.
interview. Mal questonnares are the
best way 1o reach people who would not
alow personal nterviews or whose.
responses may be biased or distoried by
the interviewer. The caveat for mai
questionnaires s the possibity of have a
low or slow response rate. Telephone
interviewing i the best way {0 obtain
information quickly. This methods has a
igher response rate than mai
questionnaires. However, a caveat to
the telephone inerviewing method i the
limited time the inferviewers have before
the respondent oses interest in the:
survey. In addiion, with answering
machines, calkr D, and people’s general
suspicions of telemarketers, teephone.
interviewing i difficul. Personal
interviewing i also in-depth interviewing
(D). Rs the most versatie method n
which the inferviewer s able fo ask
more questions and record addional
observations such s dress and body
language. Personal nterviews can be
arranged where the respondents are
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contracted for an appointment and may
be offered a small payment or ncentive:
or intercept interviews which involves
Stopping peope at a shopping mallor
busy sireet corner and requesting and
interview. The caveat of personal
interviewing s that s expensive and
requires adrminsirative planning and
Supervision compared to the other three.
methods.  Behavioralresearch
emphasizes the measures of the
exhibted behavior o describe health
care consumers. This type of research
explores what happens such as the.
number of vists fo a doctor's office the
number of vists fo the emergency room,
and the number of prescripton refiks. |
oes not explain why. Please go to the.
next side.
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PATH stands for Profies of Actiiies
and Afftudes Toward Healthcare. tis a
model that takes described behavior and
beliefs and uses them o infer health
pririies. Since prirties shape.
behavior health priories are more.
relevant than afttudes. PATH fs
associated to healh care frends such as.
the prevalence of disease, claim rates,
patien satifacton, oyaty, response fo
interventons, communicatons, and
adherence levels. This models dentifes
and explains dynaric consumer health
buying behavior. This model have
consumers to answer a twenty question
‘questionnaire. The questionnare resuts
are entered into the PATH model
aigortfim. Then the questonnaire
responses are evaluated across eleven
heath care dimensions that have been
found fo be most predictve of heath
care atifudes and behavior. And final,
consumers are classified ino nine PATH
groups. Please go o the nex side.




image17.png
Data collection. Data collection is an
expensive phase and the most prone to
ertor in marketing research. There are.
four major caveats in data colction of
Surveys: One. Some survey participants
may not be avalable and must be
recontacted or replaced Two. Some
survey particpants refuse to partcipate.
Three. Some survey partcipants wil gve
biased or dishonest responses. And.
Four, Some inferviewers are biased or
dishonest. Analyzing. After the data
have been colicied, findings have fo be
extracted. The data are tabulated and
frequency distributon, averages, and
measures of ispersion for major
variabls are computed. Addtonal
advance stafistcaltechnigues and
decision models are somefimes used fo
discover addtional findings. The.
folowing are quanitative tooks used in
marketing decision support systems:
Hulipk regression s a tatistcal
technique used for estimating a best
iting equafion demonsirating how the.
value of a dependent variable varies.
with changing values in a number of
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independent variables. Discriminant
analysis classifies an object o persons
into two or more categories. Factor
analysis determines the few underlying
dimensions of a larger set of
intercorrelated varables. Cluster
analysis separates objects nto a
‘specified number of mutualy exclusive
groups so thatthe groups are relavely
Homogeneous. Comjoint analysss. in
conjont analysis respondents’ ranked
preferences are deconstructed o
determine the inferred utty function for
each attribute and thef reative
importance. Hutidimensionalscaing
produces perceplual maps of compeive
produces or brands. The next step s
presenting the fndings that are relevant
to major marketing decisions. Please go
tothe next side.
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Hany heath care organizations are using
a marketng decision support systemfo
assistiheir marketing managers in making
better decisions. This systemis a
coordinated collecton of data, tools and
techniques wih supporing software and
hardware that an organizations obtains
and nterprets relevant nformation from
s organization and the environment and
makes tas the foundaton for marketing
action. Supplers of market research.
Research is usually a low priorty of
many heatth care organizations. They.
often outsource their marketing research.
In regards 1o heatth care, there are
seventeen health categories that fal nto
three major categories: Syndicated
Service research firms specilzed
collecting contnuous consurer and
trade informaton. They sel

standardized product reports on a
subscripton fee basis. Custom
marketing research fims develop.
research studies based on the needs of
Specific clents. Speciaty-Ine marketng
research firms provide speciaized
services to other marketing research
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firms and to organizations’ marketing
depariments. Ifany organizations stil
falto use marieting research firms.
sufficenty due to the folowing reasons:
Anarrow conception of the research. A
clar definion of the problem or
decisions facing management s not
provided 1o the researcher. This wil i
the usefulness of the research. Uneven
caliber of researchers. Researchers.
with weak training and deficent
creativty can yiel poor resuts. Poor
framing of the problem. This occurs
when the research problem i not set up.
correctly. Late and occasionally
ermoneous findings. Good marteting
takes time and money. There are trade
offs accuracy if speed and price are:
high priortes. And Personalty and
presentational ifferences. The
diference among the styles of ine or
operations managers and marketing
rescarchers may getthe way of
productive refationships. Some
organizations have product management
teams that include marketing
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teams that include marketing
researchers. Please go to the next side.
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‘The steps in developing a marketing
research plan includes: Background
This section includes.an overview of
the stuation. I may inciude changing
environmentalor market condiions,
product innovations, corporate vision, or
other events or circumstances that have.
indicated the need for marketing
research. larketing research
recommendation. This secton includes.
three subsections: Harketing decisins.
Thinking through decision made wih
research results wil lead fo a sirong
Tkelhood of acton being faken.

Research objectves. This part focuses
on the research data and information that
must be collcted to support marketing
decisions. Research methodology. This
section s the selection of the best
research methodology that s needed and
in accordance o the budget. Secondary
research shoud be conducted fist. If
‘secondary research s not able to
provide data to make marketing decisions.
then primary research should be
consiered. The work plan detals the.
processes and workflow needed to
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complete the market research project.
e lat step in the marketing research
plan s the estimates of tme and money
to complte the project. Please go o the
next side.
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Managers need to define what they
mean by market demand. The frst step
is to determine which maret o measure.
There are different types of markets. A
market s the setof a actual and
potential buyers of an organization's.
offer. The potential market s the set of
consumers who acknowledge an
adequate degree of nterest n a market
offer, but consumer iterest s not
enough to define a market, The avaiable
market s the set of consumers who
have interest, income, and access fo.a
particular offer. A qualfied avaiable
market s the st of consumers who
have interest, income, access, and
qualfications for a particular market
offer. Atarget market s the part of the
qualified avalabe popuatin the-
organization decides o pursue. After
the market has been entiied, then the
nextstep s 1o estimate market demand
Market demand for a service or product
is a function of the total volume that
woud be bought by a defined customer
group i a defineated geographical area
during a specific time period in a distinct
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marketing environment implementing a
specific marketing program s a
funcion of the stated condiions. Some.
market minimurs take place without any
demand stimulating expendiures.
Marketing expendiures beyond a certan
level do not stimuate further demand
Suggesting martet potenta.
Organizations functoning in a
nonexpansible market must accept the
markets size or the level of primary
‘demand forthe product class and try o
win a larger market share which i the
level of selective demand for the
organization's service o product. Market
forecast lustrates expected market
demand and not the maximum market
‘demand. The market potental s the it
approached by market demand as
ndustry marketing expendiures
approach nfinty for a given marketing
environment. Duringtimes of prosperty,
the market demand for many products &
igher than a recession. An
organization's share of market demand
depends on how factors such as its.
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products, services, prices and
communications are perceived reftive o
s competors. Ifthese factors are
equivalent, then the organization's market
share wil depend on the size and
effectiveness of fs marketing
expenditures refative to competiors.

Once the organization demand is
estinated, ten a lovel of marketing effort
to produce an expected level of sales s
chosen. The organization sales forecast
is the expected level of organization
sales based on a chosen marketng plan
and an assumed marketing environment.
A sales quota s primarly a managerial
Gevice for defining and stimulatng sales.
effort. A sales budget s used for making
current purchasing, production, and cash
flow decisions. s based on the sales
forecast and avoidance of excessive
risk therefore, s generally set ower
than the sals forecast, Exccutive
‘should analyze the total market potenti,
the area market potential,and the total
industry sales and market shares when
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estimating current marketing demand.
‘The most common way of determining
total market potental s to estimate the
possible number of buyers and mutiply
s figure by both the average quantty
each purchases and the price of each
unit. One of the most diffcut part s to
estinate the number of buyers for a
specific productor market. Since there
are some chalenges such as selectng
the best areas and alocating marketing
funding, an estimate of the market
potential o diferent cites, states, and
nations. Estimating future demand.
Forecasting s the art of projecting what
buyers are fikely 1o do under a given set
of condions. Organizations commonly.
use a three stage approach to prepare a
sals forecast. A macroeconomic
forecast that projects factors such as.
infiaton, unemployment, nterest rates,
consumer spending, business
nvestment, government spending, and
payer reimbursement rates is prepared,
Next an industry forecast s prepared.
Then an organization specifc sales
forecast is prepared. The organization
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will win a certain market share and the
marketers wil provide their fnalforecast
based on those estimates and
assumptions.  Please 9o t the next
side.
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We have now reached the end of ths
lesson. Lefs take a look at what we've
covered. First, we discussed the need
for market research fo nclude fo reduce.
risk and to predict the needs and
preferences of consumers. Next, we
discussed the modern marketing
information systems which consist of
marketing nformation systems, marketing
research systems, the PATH mode, and
marketing support systers. Then we
discussed the marketng research pian
and ts components of: Background;
Marketing research recommendations
along wih the subcomponents of:
Marketing decisions; Harteting
objectives; Research methodology; Work
plan; And Timelnes and costs. Finaly,
forecastng and demand measure were.
discussed. We looked atthe folowing
markets: Potential Available Qualfied
avalable; And Target. Demand
measure, estimating current demand, and
estimatng future demand were
discussed. This concludes tis lecture.
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Welcome to Health Services Marketing
Inthis lesson, we wil dscuss Please 9o
tothe next side.
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Upon completion of this lesson, you wil
be abl to: Analyze the users of the
healh care system. Please go o the
next side.
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In order to reduce business risk and
predictthe needs and preferences of
the consumers of healh care products.
and services, the providers need to use:
market research. f can be essentilin
increasing branding usage, product
differentaton, advertising, and
promotion. Effective and efficient market
research have the folowing
characteristics: Scientfic method
Research creafiy e methods
Interdependence of models and data
Value and cost of nformation Heathy.
Skepticism; and Ethical marketng Please
90 tothe next side.
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Marketing nformation systems (IS) are.
people, equipment, and procedures fo
gather, Sort analyze, evaluate, and
distribte needed, timely, and correct
information to decision makers. The.
information or data for MIS comes froma
variety of sources such as internal
company records, marketng nteligence
actiiies, marketing research, and
marketing decision support analysss.
Examples of inferal data include the
folowing: Inpatient agmissions patient
vists and procedure volume Revenue,
cost, and margins Product saes,
procedure volumes Products sales,
procedure volumes Prices Inventory
levels And Receivables and payables
The modern marketng information
systems i made up of marteting
information systems, marketing research
System, the PATH model, and marketing
decision support system. Please go fo
the next side.
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Marketing nteligence systers provides.
external environmentaldata. The data
can be primary such as data obtained
fromtaking to customers, suppliers and
distributors or secondary such as data
obtained from books, newspapers and
trade magazines. Regardiess of he.
method used to obtain data, internal data
need to be safe and secure. This can
be accomplshed by using tooks such as
read only fies, and password profected
intranet. There are software fo assist
organizations in organizing and
distributing market nteligence. The.
software can performthe folowing
tasks: Organize, analyz, and distribute:
competor nformation; Organize.
information about your competiive
environment for casier analysi; Honfor
compettors’ web stes automaticaly;
Search for and comple very specific
information automaticaly fromthe.
internet; Provide and faciltate &
compettor nteligence (C) workfow
‘systemor portal solution Furnish a
decision support software; Estabiish a
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decision support software; Estabiish a
database that s designed and buit to
meet the exact structural expecations
that you have already ientfied; Use the.
work product solely for your own
beneft; And; Track and understand what
people are saying about your company,
products o services. Please go fo he.
next side.




