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Outline

~ +Planning.
+ Execution:

+Databases.
+Getting the best out of the internet.

+ Write-up:
+Citation.
+Bibliographies.
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Session 1: Planning



What is research?

~ +Aprocess of “finding out”, enquiry,

investigation.
+Starts with a question.

+Systematic and methodical.
+Follows a plan.

+Increases knowledge.
+Personal and social.



The research process

Choose a topic

== Formulate
- onclusions
Define the problem, \
opportunity, questions Analyse and
and objectives Write the interpret the
report, share data
\ the knowledge /
Plan a research design Collect the data
\

Choose 8
sample
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Defining the problem

~#Alice: Would you tell me, please, which

way | ought to go from here?

+ Cat: That depends a good deal on where
you want to get to.

4+ Alice: I don’t much care where...

+ Cat: Then 1t doesn’t matter which way you
0.



Spend time planning

" +Definition.

+ Scope.
+ Outcomes.
+ Housekeeping.

+Plan the primary research design, or
the sources to be searched

[ ]
+ Execution.
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=g ary Research Design



Research design

-+ Aframework for the collection and analysis
~ of data.
+ Ask “how important is it to:
+ Express causal connections between variables?

+ Generalize to larger groups than those being
investigated?

+ Understand behaviour and its meaning in a
specific social context?

+ Have an appreciation of phenomena over time?”
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Bias and noise

~ +All research has some error in it.
+Even yours.

+Some errors are systematic:
+Always in the same direction.

+The result of a specific source.
+Bias.

+Some errors are random.
+Noise.
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Major sources of bias within
the research

= Réséarchers.

+ Participants.
+ Research designs.



, Major sources of noise within
the research

: 4 Differences among people.

+Health, education, personality, etc.

+ Fuzzy criteria.
+Non-standardisation of procedures.

+The “mixing” process.

+How much bias has been replaced by
noise.



Criteria for evaluating

. research
~ +Reliability:

+How much “noise” is there?
+ Replication

+ Validity
+How much bias is there?



Choosing a design

~ +Quantitative:

+Experimental.
+Survey (cross-section, longitudinal).

+ Qualitative:

+Case study.
+Ethnography.



Collecting the data

many research designs = many data collection methods

primary research versus secondary research
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- Primary research methods

~ +Atechnique for collecting data:
+Instruments for measuring:
+Self-completion questionnaires.

+Structured interviews.
+Structured observation.

+Participation for understanding:
+Depth interviews.
+Unstructured observation.
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Secondary Research



Using secondary data

-+ Advantages
4 Saves time & money.
+ Unobtrusive.

+ Makes longitudinal and
comparative studies
possible.

+ Can give context to your
own data.

+ Can result in new
discoveries and new
directions for research.

+ Permanence and public
scrutiny.
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+ Disadvantages

+ Original purpose may not
match your need.

+ Data may be too old.

+ Access may be difficult
or costly.

+ Aggregations and
definitions may be
unsuitable.

+ Data may be presented
in a distorted way.

+ May be difficult to verify
the data’s accuracy.



General observations

4 Important industries = large amounts
of published information.

+ Specialist industries = small amounts
of published information.

Porter (1980) states that “the larger the industry,
the older it is, and the slower the rate of
technological change, the better the available

published information tends to be.”
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Who collects the data’?

- +Government & international agencies.

+ Trade associations & clubs.
+ Trade & business press.
+Market research companies.
+Market players.
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_--'__-'._.'-'-_Trade associations & clubs

Welcome to the
CHOCOLATE SOCIETY WEBSITE.

BUY CHOCOLATE ONLINE.

Established in 1981, The Chocolate Society was formed to promote the consumption and pure
enjoyment of the finest quality chocolates.

This website will take you through the background history of the Society, as well as allowing
you to indulge in some home shopping and treat yourself or a friend to some of our mouth

watering chocolates delivered straight to your front door. We have a special treat for our
members, with a dedicated page, which gives you access to our newsletters, fact files and a
recipe bank for chocolate enthusiasts everywhere. If you're not already a member then join
today and claim your Chocolate Society Red Hamper Box filled with the finest chocolate
goodies!

VERMEER LIQUEUR CHOCOLATE TRUFFLES NOW AVAILABLE - Click here for more
infarmation

INTRODUCING 4 NEW GRAND CRU BARS - from Valrhona. Click here to buy

MALAGASY 'MORA MORA' CHOCOLATE - now available from The Chocolate Society.
Click to buy
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. Trade & business press
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Press Guide

ULR I CH'S

l PERIODICALS D[REET'DHT-u[

The global sovirce for periodicals information since 1932

Welcome to

Ulrichsweb.com™

the first place to find magazines, journals,
newspapers, newsletters, zines and more
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SR Market research
- . Broker & analyst research

Market

Research.co
Knowledge. |denti

®» Capgemini
THH, CEMIPLTIME THCHRALGET AR SRREE |NE

‘ @Hemﬂ Lynch —
Luxury Repo HNWTI Asset Allocation Strategies 06 $2,250.00
By: Unity Mar Grow More Aggressive But Remain Well

For 2004 and Diversified

and SErVICES | sav e wa i v L € Ly s n L UL R T U S L,
The average rate of growth among the leading luxury goods and
services marketers was 13.2 percent from | more...

Search inside this report

Luxury Report, 2006 The Who, What, Where, How Much and S/25/ 2006 52,995.00
Why of Luxury Shopping
By: Umity Marketing lnc.
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Market players

~+ Competitors.
-+ Ethical issues.
+ Suppliers, intermediaries, buyers.

+ Where to go for information:
+ Websites.

+ PR departments.
+ Company archivist/librarian.

+ Understand the company structure.
+ Do your research first.
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~ Traditional sources: libraries

THE BRITISH LIBRARY The world's knowledge

About us | Collections | Catalogues | Service

S Industry Guides
Go to
Y + Are you starting out in a new business?
SPEEII'E in Quarta m +« Are you branching out into an area new to you?
- 4 New resource

re ) ) o ) .
These industry guides will give you details of sources to check for suppliers, compe

e — market and news on vour chosen area of business, Each industry guide includes i

{:l;l ; printed and Internet sources, Most of the printed sources quoted can be accessec

s British Library - some shelfrnarks appear in brackets after the title entry, please re

- T gee the | 0 Integrated Catalogue for full details. Alternatively, some items may also be held in
?g':LJ earliest editions g public library,

% ﬂ_ﬂf his plays o

= Advertising Industry -+ Furniture Industry
-+ fprospace Industry - Giftware Industry
| -+ Health & Fithess Industr
Research Service -= Horticulture Industry
—= Insurance Industry
stry - Lighting Industry
We can save you time and money by delivering focused licines Industry New! -+ Mobile Phone Industry
information, to your deadline and budget, which will support £ ~+ Oraanic Food Industry
sustained growth for your business. 25 Industry - Backaaing Industry
-+ Pharmacy Industry
- e e eins s we2Ments Industry -+ Promotional Merchandise 2
= Fashion Industry Industry
~# Fast Food & Snacks Industry -~ Record Industry
-+ Footwear Industry -+ Sports Industry
—= Frozen, Chilled and Ready Made Foods - Toys & Games Industry
Industry
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SUPPLIERS PRODUCT A
No. of firms
Names of key firms

Their shares of industry
business

Profitability of supply
industry

Growth rates

Supplier dependence on
industry

Size of supply companies

Evidence of forward
integration

Switching costs for
customers

% of
purchases|

Based on: Jenster, P. and Hussey, D. (2001) Company analysis:
determining strategic capability. John Wiley, Chichester, p. 243.

SUPPLIERS PRODUCT B

THE INDUSTRY

Names of key competitors
Their market shares

Total number of firms
Market size

Market growth

Industry profitability

Backwards or forwards
integration?

Degree of differentiation
Switching costs for buyers

Adpvertising spend

INTERMEDIARIES A
Key companies

Their market shares
Their number of outlets
Market size

Growth

Importance of industry to
them

Profitability of
intermediaries

Backwards / forwards
integration
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BUYING INDUSTRY, OR
SEGMENT A

Key companies
Their market shares
Market size
Growth

Importance of industry
product to them

Backwards / forwards
integration

Number of buying firms

% direct or
through
intermediaries

INTERMEDIARIES B

BUYING INDUSTRY, OR
SEGMENT B




