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Abstract: Marketing research is considered one of the most important tool for the growth of the 

organization. It helps the firms to expand their business at faster pace and increase the profitability and 

market share. Marketing research helps to gather the information about the prospective customer needs 

and status of the market. The collected information through the marketing research helps the firms to 

develop and launch new products as well as services. The accurate market analysis data helps in increasing 

the sale of the product at greater level. Marketing research provides the ability to the organization for 

understanding the dynamic of the market that helps the organizations to know the demand of the product 

as well as services. This review paper discussed about the marketing research and its importance. There is a 

vast research scope in the marketing research domain for investigating the advanced process of the market 

research in order to conduct the effective research for collecting the accurate information about the market 

dynamics. 
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Introduction 

Research is a systematic and unbiased study of a 

subject or situation, to find the facts or concepts that 

are significant. It might be regarded largely basic or 

specialized in nature. Basic research, also referred 

to as essential or pure research, is aimed at 

extending knowledge limits to existing issues in a 

specific domain without any effective deployment, 

for example, by formulating a research 

methodology that can forecast what individuals are 

like for the future, for x years. Applied research, 

often referred to as decision - making research, 

seeks, on the other hand, to apply current 

knowledge to solve certain difficulties or challenges. 

Marketing research contributes to the marketing 

communication department administration[1]. A 

marketing executive must priorities the most 

essential and urgently chosen issues for solution; 

achieve the best feasible approach data and 

analytical; apply the solutions; change the solution if 

more information is needed. Today every 

organization strives to exist and to develop in a 

variety of obstacles in the globe. Every marketer's 

greatest problem is to keep themselves continually 

informed and research how to acquire insight into 

the target customers and the key market aspects. 

The success of the markets depends heavily on how 

the firm converts massive information acquired in 

new consumers into insights that help them make 

improved decisions and provide their targeted 

audience with quality products and services[2]. 

Marketers need to continually reinvent, develop 

and convey their products and services to their 

consumers in order to generate value and establish 

effective conversations with their market segment. 

Relevant in the digital era, marketing companies 

have access to a greater quantity of product 

information, which has a boom in information 

technology. This widespread information comes 

from an extremely powerful intelligence and 

analysis system. Marketing research is based on 

buyer, business and competitive pressure 

understanding. The heart of consumer research is 

these linkages. Firms must comprehend and answer 

what their goods buyers desire. However, rivals and 

how their goods are accepted in the market 

constantly have an impact on this connection. 

Actually, marketing management is only marketing 

research[3]. Business strategy grows difficult with 

the development of business. It must rely 

extensively on research in marketing to solve 

marketing challenges. Marketing research is the 

term that encompasses all investigations carried out 

in the field of management of marketing activities, 

the collection, collection and analysis of all facts 

concerning the difficulties of transferring and 

promoting goods and services from the 

manufacturer to the customer[4]. Marketing 

research aims at 'marketing management intellectual 

ability wing. Compared to the industry research, its 

scope is quite broad. It involves methodically and 

dispassionately collecting market data, analyzing 

and evaluating pertinent information and using such 

data for the advantage of the company. 

This review paper discussed about the marketing 

research and its importance in business. The paper 

will provide in-depth information about the various 

topics associated with the marketing research 

including fundamental of marketing research and its 

types, objective and importance of marketing 

research. The process of the marketing research 

also discussed in detail. 

 

Marketing research and its types 

Market research is the process for assessing the 

feasibility of a new products or services by 

conducting research with prospective customers. 

Market research enables a firm to find the targeted 

audience and to receive customers' feedback and 

suggestions on its experience with the product or 

service. This kind might be carried out in-house, by 

the firm or through a market-research-specific 

different company. It may be done via surveys, tests 

of products and focus groups. The test participants 

are often given a nominal fee for their time and/or 

provided with merchandise. In research and 

development (R&D) for an innovation and creative 

Market research is a crucial element. Market 

research is to examine the marketplace connected 

with a certain item or service in order to determine 

how it receives the consumer[5]. This may involve 

information collecting to categorize and 

differentiate products, which is used to customize 

marketing effort or to identify which characteristics 

are viewed as a customer priority. 

Marketing science is a descriptive market and 

places emphasis data gathering and analysis. Market 

research is therefore an incredibly important 
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component of a firm that wishes to provide 

concentrated and quite well products or services. It 

also influences a company's earnings and produces 

the biggest benefits in marketing. For instance, 

demand curves studies in a product can assist firm 

get the accurate or right information about the 

influence on sales and business profits of increasing 

prices. This particular emphasis on economics also 

helps the firm focus on expanding its sales and 

increasing a company's profitability. Research 

involves discovering and collecting learners 

passively receive subject that is not completely 

known[6]. Marketing research enables companies 

to learn whether it satisfies clients or consumers. It 

also offers important information which might 

influence the company. Market research will also 

reduce the likelihood as it helps shape and define 

what is required and ensures that an item's 

production is strongly dependent on requirements 

and desires. Market research also supports the 

setting of objectives. For instance, if there is a 

strategy for running a new business and if there is 

sufficient knowledge or expertise on the behavior, 

the market research could not only assess new ideas 

but also suggest allow for the development and 

improvement of marketing.  

 

It is not easy, particularly marketplaces have been 

across the globe to remain in competition with 

marketplaces. Marketing research enables the 

corporate operations, the market presence, 

objective of the project and the spectrum of level 

requirements to grasp the real and accurate info. 

Marketing plan helps firm find prospective places 

to expand their firm. Because it provides the 

chance to test markets to discover if a service or 

product is available. Market research can also be 

conducted to locate a better place to start a new 

shop[7]. Firm may find new under-serviced or 

demanded markets via study into the market. For 

instance, with new buildings, a rise in training or 

other improvements to provide new chances for the 

firm, firm can discover shifting market trends. 

Market research is not only for new start-up 

companies, altogether. Market research may help 

companies of various shapes, dimensions, scale, 

sector and expertise levels. Market research may 

help firm learn from prospective and current 

consumers, detect difficulties and resolve them, or 

even explore new company development prospects. 

Marketing research enables a company to understand what clients thought and do not like what they desire. 

These findings are quantitative as well as qualitative and may play a major role in allowing a company to 

make choices. Professionals both collect and evaluate data utilised in marketing strategy play an important 

role. The marketing team has a consumer pulse in most organizations (often combined with sales)[8]. 

Marketers are ideally placed to access the individuals needed to do market research. In general, marketing 

has the abilities to analyses the data generated by market research. Employers will have an experienced 

investigator or analyst who helps to develop market analysis and to make the results reasonable instead of 

reactive. The types of the marketing research are illustrated in the Figure 1. 
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Figure 1: Schematic Illustration of the Types of the Marketing Research Performs Within the Organization. 

Market research is described as a process of study 

performed meetings with individual customers to 

assess the viability of new products. This way, 

organizations or enterprises may find, gather and 

document opinions and take educated choices on 

the target audience. The market research method 

may be accomplished by surveys, interactions with a 

group of individuals called samples, interviews and 

other similar techniques[9].  The main aim of 

market research is to study or investigate the market 

connected with a certain item or brand to 

determine how the public reacts to a product or 

service. The data obtained from market analysis 

may be utilised to adapt marketing/advertising 

efforts or to identify the customer's specific 

priorities/service needs.

 The key objectives of the marketing research are discussed in the Table 1. 

 

Table 1: Detailed Description of Key Objectives Associated with Marketing Research. 

Objective Description 

Social Satisfying individual consumer demands by means 

of a good or service offered. When used, the good 

or brand should meet consumer expectations and 

desires. 

Economical Determine how economic a firm can be when 

fresh to the market, and or introduce products or 

services and therefore ensure that all activities to be 

undertaken are economically successful or failing. 

Administrative Contribute to the development of the firm or 

enterprise through effective planning, organization, 

and the administration of people and productive 

capacity, and thus meet all market requirements at 

the appropriate moment. 

 

 

Market research process 

The business will succeed and flourish relies on its target consumers' comprehension. After companies have 

a clear idea of their objectives, preferences and wants, they may purchase their goods or services. 

Companies can do so. Market research is among the finest techniques for buyers to understand. It offers 

hard data that can be used by companies to influence their marketing strategy to facilitate both marketing 

and sales. It not only drives the engagement with the present customers, but also with targets. Market 
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research informs companies where their clients can be accessed and which speech will catch their attention 

and emotionally resonate with them. Market research allows companies to find possibilities to contact and 

acquire potential subscribers at a higher level and more approachable[10]. Specific data keeps actual 

possibilities firmly focused and helps company prevent wasteful effort. Company knowledge may use 

resources to make them more efficient, saving time, time and money in advertising campaigns that do not 

succeed. When the company understands its consumers Market research also allows companies to find 

highly rewarding, low risk sectors in which they may grow or provide new services. There are various steps 

involves in the process of marketing research, as shown in the Figure 2. 

 

 
 

Figure 2: Schematic Illustration of the Steps Involves in the Marketing Research Process. 

Marketing research may assist companies evaluate important trends in anticipating how the industry can 

evolve. This is an essential stage in discovering new sectors of the market, creating and picking new goods. 

Market research involves designing its strategy properly. Even if companies are established companies, 

companies must maintain contact with the requirements of their clients, industry developments and 

rivals[11]. The Company may obtain rapid, quicker and effective insights into this by employing a 

depository of understanding as part of their market research process.  The efficacy of their own marketing 

may also be measured through market analysis. Company can see how well consumers know regarding their 

goods and services. The data might provide recommendations on effective marketing and publicity to 

increase awareness of brands. The detailed description of each step of the marketing research process is 

discussed in the Table 2. 

 

Table 2: Detailed Description of Each Step Involves in Marketing Research Process. 

 

Step of marketing research process Description 

Problem definition The problem is defined as the most essential component of 

the research process. Firm have to understand what firms 

are attempting to gain from of the research to perform any 

research work. The problem firm have to address 

determines what info firm need and how this knowledge is 

obtained in marketing research. This will assist the 

organization, such as how to effectively handle the decline 

of market shared shares or even how to introduce new 

technologies in a certain demography, define its general 

problem. Researchers will assist if they have a precisely 

considered field of research. These issues should be aimed 

at solving challenges and suited to the business. Ensure that 

inquiries are well stated and comprehended by the 

responders. Investigators might do a small community test 
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to find out if the questions are comprehensible and 

adequate to obtain material results[12]. 

Methodology development After examining all of the possible sources of the issue and 

using them to figure out exactly what firm are attempting to 

address, it's time to create a research strategy. It might be 

difficult to construct their research strategy since it can 

contain any approach that will assist firm respond to the 

research issue or investigate a possibility indicated in stage 

one. The investigator must formally define the research 

goals after characterizing the issue both with and without 

research design. Such aims might be presented as research, 

declaration or assumption, in qualitative data collection 

terms or as queries. 

Research design formulation A research design is a blueprint or plan for the 

implementation of the proposed marketing project. Its aim 

is to devise a study which will answer research questions of 

concern, provide probable responses and share accurate 

information needed to decide on the research problem. 

They are the basis for the processes necessary to get the 

essential information. Considerations are also made as to 

what information the responders should get. In order to 

choose the most relevant research respondents, a survey 

and sample plan are developed. 

Data collection The results of the questions firm acquire in market analysis 

is quantitative vs qualitative. Ideally, a combination of the 

two data kinds is collected. In order to evaluate, for 

instance, whether a new price staff brings more companies, 

Firm can perform an A/B test on the site. Firm may also 

interview numerous consumers in their research study on 

the issue about whether or not the new price level will 

attract them. This gives firm concrete information and 

qualitative information that give firm additional color and 

insight. Data collecting concerns the acquisition of facts to 

solve the issue. Market research methods are therefore 

mostly data collecting approaches. 

Data preparation analysis No matter how easy the data at first look seems, firms are 

going to employ certain analytical approaches to make sure 

firm comprehend what it says. The analytical procedures 

firm apply are based on the type of data firm have 

acquired. This should also be done while checking for flaws 

in the technique of selection, data collecting and analysis. 

Data analyses are a method for examining, purifying, 

converting and modelling data in order to emphasize 

relevant information, to make judgements and to help 

decision-making. Data analysis includes several distinct 

features and methodologies, including various procedures 

in various fields such as business, research and humanities 

under several titles. Data analysis is a specific approach of 

analysis which concentrates on modelling and finding of 

information for predicting and not merely illustrative 

purposes. Marketers utilize databases to collect relevant 
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information that identify the patterns, features, and conduct 

of customers. 

Report preparation and presentation The entire operation should be catalogued in a formal 

statement during the Preparing and Description Stage 

report which lists recognized specific objectives of the 

study; provides a framework, design of the research, 

information gathering and research methods adopted; and 

discussed the results and main findings. This persistent 

documentation is also useful since other people who were 

not part of research may simply refer to it. A report on the 

results is the last stage in the qualitative research. From 

creating the answered questionnaire to the findings of the 

data analysis, the report should explain the whole research 

process. 

  

Importance of Marketing Research 

It helps to find fresh market prospects for new 

goods and existing ones. It offers details on market 

dominance, competitive nature, and customer 

loyalty, trading and marketing channels. This 

enables companies to solve challenges. Today, 

there are no local markets any longer. They are 

globalized. Manufacturers find communication with 

customers and distribution networks challenging to 

regulate. Concurrence is just as terrible. It is 

difficult to forecast customer requirements. In such 

large marketplaces, product differentiation is a 

difficult effort[13]. The intelligence of marketing 

supplied by consumer research not only supports 

the structuring of business strategy but also the 

implementation. Customer centered marketing has 

now become. But huge development needs 

widespread distribution middlemen. There is a 

glaring discrepancy because of the popularity of 

multi-channels. Marketing research supports the 

collection of customer data from stay stuck in 

distributing and helps to focus marketing 

customers. Communication definition plays an 

important function in an era of small rather than 

bulk commerce. Marketing research studies media 

mix, efficacy and internal communications towers 

via marketing promotional research. Research on 

these elements will assist to successfully promote 

the product of a firm on the market. 

Market research may enable firm to find out about 

and how new goods and administrations the market 

requires. Key problems can be discovered in 

producing a service or product and can assist firm 

avoid costly blunders when creating it. It also allows 

firm to identify the most essential elements for 

clients and how they may be incorporated into what 

firm want to offer on the market. Demographic 

information like ethnicity, age, income, job and 

lifestyle might enable firm to get a more detailed 

understanding of the client base. Firm can now find 

out who to sell their goods or services in future if 

firm are aware of how their existing users appear. 

Marketing the wrong client type may result in poor 

performance of a product[14]. Firm may build 

plans to counter any unfavorable trends that may 

influence the company by studying their 

marketplace and the patterns that are emerging in 

the future. In turn, advancing trends may be used to 

advance their corporation. Comparative studies are 

useful to monitor their rivals' growth compared to 

the development of the firm. If firm go forward, it is 

a fantastic chance for firm to understand what firm 

do effectively. Firm can build business tactics to 

advance their competition. Research is excellent to 

find out which media or channel is the finest 

approach to contact the people firm are really 

engaged in[15,16-20]. If firm can find that their 

client base is more regular than others with a 

specific media, it is reasonable that maybe firm 

should focus on it rather than elsewhere. Resources 

are very important and are thus a brainer to place 

them where achievement is certain. 

 

Discussion 

Without conducting market research, it is today 

almost difficult to effectively sell a product. 

Marketing is very important because a firm has 

solutions to create business processes, to maximize 

wages, to improve the effectiveness of the business, 

to research rivals and to make its consumers more 

pleased. Market analysis is one of the main tasks of 

departments and teams for marketing management 
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and monitoring. In order to gain insight in the 

market, it is also essential for the businesses to 

perform regular market survey, start investigating 

the clients' spending patterns, identify current and 

prospective competitors, develop products 

advancement and products available, increase the 

reputation of the business, enhance their brand 

reputation etc. Market research is a major business 

to provide the firm additional financial management 

solutions to improve the management of the 

company, boost sales and increase revenues. 

Market research may aid the marketing plan 

substantially, since it serves to give the company 

vital information and insights. It could provide their 

client and rivals a better insight. Research helps us 

to know who is purchasing their services or 

products, who is not purchasing the product or 

service, what inspires firm but whether firms are 

true to their identity. The broader market 

environment might also contribute to the 

identification of fresh prospects for the company. 

As the market evolves, firm need to further look for 

and comprehend methodologies to enhance the 

range of products shifts in market customer tastes 

or characteristics of the industry. The marketing 

executive examines via market analysis the 

possibility of promote a new product and offers the 

company a chance to start manufacturing a new 

service and to enhance current goods in order to 

meet the requirements and wishes of customers. 

The marketing executive determines, with the aid of 

market analysis, the appropriate channel for the 

products and services to respond successfully to 

consumer requirements. 

 

Conclusion 

The development of effective marketing strategy 

and initiatives involves marketing research. It's an 

essential instrument for the study of buyer behavior, 

buyer lifestyle choices and patterns of consumption, 

brand recognition and industry changes forecasting. 

Research is also utilised to investigate 

competitiveness and assess the positioning of the 

competing company and how competitiveness may 

be achieved. Marketing research has recently been 

utilised to contribute to brand equity development 

and improvement. The main market predicts and 

manage and other advertising strategy depend on 

marketing research or findings. Process marketing 

research minimizes mistake possibilities, 

misunderstandings, and decision-making ambiguity. 

Therefore, marketing research is very necessary if 

marketing changes are to be identified and the 

consumer and market understands. This implies 

that this is a strategic procedure. Intelligent, 

adaptable marketing research tool with different 

real world applications. It is an appropriate research 

and search of product and service marketing. Every 

managing director has to monitor the situation, 

challenges and remedies regularly. Keeping 

marketing research impartiality is crucial if business 

strategy is to have enough trust in its findings to 

ready itself to adopt hazardous actions based on 

those results. In order to conduct the marketing 

research by small firms, one of the most common 

challenge facing by the firms is poor approach for 

market research due to which these firm’s growth 

significantly slow. In order to tackle these 

challenges, it is recommended that firms must hired 

skilled and experienced employee along with the 

young fresh mind so that they can conduct effective 

market research that will be very beneficial for the 

firm. 
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