	78
	Review of Management and Economical Engineering, Vol. 6,  No. 5



	International Conference on Business Excellence 2007
	77




RETAIL MARKETING RESEARCH
Marius BĂLĂŞESCU, Simona BĂLĂŞESCU
Transilvania University of Braşov, Romania
marbalasecu@yahoo.com
Abstract: The work approaches the features of collecting and using information in retail commerce, as well as the characteristics of the marketing research in this area of activity. In a successful retail distribution field the information must move freely and efficiently between the three main parts of commerce (supplier, merchant and consumer). The result is a better communication and a better anticipation of the expectations of all three parts. Merchants often have an essential part in collecting data due to their direct contact to the consumers .If the need is to develop a new strategy or to modify an existing one, correct information is a must in order to lower the risk of choosing a misleading solution. The entrepreneurs who rely on unsystematic or incomplete research, e.g. intuition, increase the failure possibilities. The information system specific to commerce anticipates the data required by the retail managers, collects, organizes and stores systematically relevant data and directs the informational flux towards taking the right decisions. This kind of system implies retail marketing research.  
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1. INTRODUCTION

Retail marketing research implies the following steps: the definition of the problem to be enquired, secondary data examination, data examination, solution proposal and solution implementation. If the problem is not correctly defined, applying a secondary data might enlighten the situation, but if secondary data are not available, primary data is the only option. The potential disadvantages might be: costs, limited access, collecting irrelevant data. 


2. MARKETING RESEARCH PROCESS


Marketing research process requires a collection of data and its analysis concerning certain problems connected to the retailer. In some companies this kind of research is one of the elements of the data system, as in other companies it may be the only kind of processed and used data. Marketing research implies certain activities, such as: the definition of a certain problem to be enquired; the examination of the secondary data; generating initial data, if necessary; data analyze; building recommendation; solution implementation. This process cannot be done in one step, but it is a complex and systematic process. Figure no.1 emphasizes the way the research process is developed. Each activity is secquencially made; secondary data are examined only after the problem is defined; the interrupted line around “primary date” suggests that they are generated only if secondary data is not efficient (Berman and Evans, 2006).





Figure1. Retail marketing research

The problem must be clearly defined in order to be solved. What information does the retailer need in order to take a decision? Without the exact knowledge of the problem appears the risk of collecting irrelevant and confuse data. Here are some problem examples for a shoe store. The first problem tries to compare three locations and it is completely structured. Meanwhile, the second one has an  “opened ending”:
1. Out of three possible stores, which one should I pick?

2. How can we increase the sales for men shoes?

When secondary data is involved, the retailer looks upon data picked for other purposes than for solving the current problem. This data can be internal or external. When primary data is used, the retailer stops to information collected especially for the enquired problem.  This data can be collected by the means of surveillance, observation, experiment and simulation. It is very important that the merchants to take under consideration the following: 
· The collected data categories are very diverse (as well as the costs );
· Only the necessary data, referring to the enquired problem, ought to be collected;

· Primary data are usually necessary only when secondary data is inadequate. 


The following data should be collected for the problems of the shoe store, mentioned above: 
	The definition of the problem
	Necessary data for solving the problem 

	1. Store location?
	1. Data concerning transport, traffic, consumer profile, rent, store size, government allowed competition, the three locations observation (by the owner).

	2. How to improve sales? 
	2. Sales records for the past five years on each range of goods, consumer surveillance in a neighbour store.



After the data is collected it must be analyzed in order to establish the information and connect it to the definitive problem.

Alternative solutions must be underlined as well:

	The definition of the problem
	Alternative solutions 

	1. Store location?
	1. Data concerning transport, traffic, consumer profile, rent, store size, government allowed competition, the three locations observation (  by the owner ).

	2. How to improve sales? 
	2. Sales records for the past five years on each range of goods, consumer surveillance in a neighbour store.



Table 1 shows the advantages and the disadvantages of the alternatives of sales growth, as well as of each location: 
Table 1. Research based recommendations
	Problem
	Alternative
	Advantages and disadvantages 
	Recommendations

	Store location?
	Location A
	Best transport, traffic and consumer profile. Highest rent, smallest storage, high competition.
	From far more advantages than disadvantages.

	
	Location B
	Bad transport conditions, traffic and consumer profile. Large storage, no competition. 


	

	
	Location C
	Intermediary on all plans.
	

	How to improve sales?
	Multiplying the range of goods 
	It will attract and satisfy more consumers. High costs. High storage level. Reduces the turnover for other goods. 
	Lower prices and higher addition: increasing the number of clients makes up for high costs and small incomes – the combination will determine the company to develop. 

	
	Giving up some assortments and specializing on certain products
	It will attract and satisfy a certain category of consumers. Excludes many other segments, costs and low stocks. 
	

	
	A slight price diminish
	Sales increase; unitary profit reduces.


	

	
	Advertising
	Will increase the flux as well as the number of clients; high costs. 
	


3. SECONDARY DATA. ADVANTAGES AND DISADVANTAGES

Secondary data has certain disadvantages. Putting together data is not an expensive operation: company records, government publications, business publications, and so on and so forth, all have low cost. Data can be collected quite fast: for instance company records, bibliographic sources, web sites, etc., all are easily accessible. There are many sources where to collect data from. A secondary source may contain information which is not easily accessible to the retailer. The result is amazing when data is supplied by trustful sources. The retailer may at first have a vague idea about the problem which is to be enquired, and the secondary data will help in defining better the problem. 
Except these advantages there is a range of disadvantages that ought to be mentioned, disadvantages brought by the use of secondary data. Data accessible at the specific moment of time might not fit to the problem enquired due to the fact that it was collected for other purposes. Secondary data might be incomplete. For instance a service shop wants to know the following data about cars: fabrication year, type, distance in kilometres. A car office can supply any data but the distance in kilometres. Information might be obsolete. Statistics collected each 2-5 years might not be proper in the present day. Secondary data correctness must be drastically checked. Certain secondary data sources are known for their weak data collecting techniques, therefore they must be avoided. If contradictory data appear, a better data source must be found, with a good reputation.   There are many sources and many types of secondary data. The difference between them is that some are internal while others are external.

Internal secondary data is data accessible within the company and it is the first data that must be searched for: company budget and efforts in covering the budget deficits; sales analysis together with the profit and loss account in order to determine the strengths and weakens of the company, for improving the company’s activity; keeping the report resulted by using primary data for a future use as secondary data; activity reports. External secondary data is provides by sources from outside the company. This data might be obtained from governmental or nongovernmental sources. Usually it is collected from trustful web sites or by searching in books, magazines, and so on. Resorting to these sources (external) ought to be done only if the internal sources are insufficient. 

4. PRIMARY DATA. ADVANTAGES AND DISADVANTAGES


Totally unsolved problems might remain after using all secondary data. In this case it resorts to primary data. Here are some of the advantages brought by using primary data: primary data is collected as a response to the exact needs of the merchant; the information is actualized; the data categories are created only for the enquired problem; there is no contradictory data from different sources; primary data is the only possible alternative when secondary data is not enough.

There also are some disadvantages: it is harder to obtain; collecting primary data takes more time; if collecting only primary data the success odds are limited; irrelevant data might be collected if the problem is incorrectly defined. The sources in this case might be, just like at secondary data, internal or external. The internal sources are cheaper and more easily to access, but the external data are more relevant and formal. The most common methods used for collecting primary data are either the experiment or the simulation.


The experiment:  A type of research in which one or more elements of the strategy are used under control. These elements might be: price, “shop hours”, and so on.

The great advantage of using the experiment is that it can demonstrate the cause and the effect (a lower price leads to higher sales). Its disadvantage consists in high costs and disturbing factors.


The simulation: A kind of experiment in which a computer programme is used to manipulate the elements of the strategy. There are two types of simulations: simulation based on mathematic elements and “virtual reality” based simulation. The first kind builds the model of a controllable and uncontrollable retail environment. No consumer cooperation is required. This kind of simulation is more popular due to the advanced software existing nowadays. 


The second kind of simulation uses interactive software that allows participants to simulate their behaviour in a most possible realistic way. Unfortunately there is a low supply for this kind of software.

5. CONCLUSIONS


The information circuit in a commercial system is essential for the well going of the activity. There must be a great communication among all parts of the system in order to avoid conflicts that can weaken the proper functioning. The main key in this “Swiss mechanism” is the merchant, due to his intermediary part between the supplier and the consumer. If this part is held in giving information, then the entire system will “limp”. Even if each part is held in giving information they, must first think that splitting data and afterwards collecting it is in their own interest, in order not to supply information that might affect their activity afterwards.

Creating a data base is important for each company, no matter its size.  The information stored must be correct, must have as many documentary sources as possible; data must be well organized, systematically organized, in order to permit a fast use and access; it must be updated very often. If the retailer considers that he neither has the necessary experience nor the necessary personnel to create the data base by himself, he must contact a specialized company. The cost for such a data base must not exceed 1.5% of the sales in the given area. The companies that have a more complex administration, including more than one data base, must create a data storage in which all data bases are gathered together for a better and more facile administration. This storage helps in eliminating redundant data and it must be accessible to all employees, no matter their position. The strategy can be based on secondary data or on primary data (discussed within this work), but to use it there must be at first a problem to be solved with the help of this information. Marketing research also uses processes as the experiment or the simulation. These two processes can be put into practice with the cooperation of the consumers and by analyzing the consumer behaviour in specially created conditions. 
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