GCSE Business Studies
1.2.2 - Spotting a Business Opportunity - MARKET RESEARCH – Knowledge Organiser

Explanation
Advantage
Disadvantage
Online Survey
Online surveys are a cheap, useful way to get a limited amount of feedback
Can be used regularly, e.g. monthly, to check on customer satisfaction.
Online Surveys will overwhelmingly be answered by those with time on their hands – probably older people
Questionnaire
A business could carry out a questionnaire to assess potential demand for a product/ service.
A firm can identify its target customers (age, job, etc.) – this can help with promotion and also establish the likely selling price and sales level.
Can be very time consuming 
-taking time to carry out questionnaires is expensive and may not be helpful.
Questions can be biased, giving misleading results.
Focus group
This allows for more in - depth answers than a  questionnaire, as well  as more open questions.
Interviews give firms an insight into customer perceptions and behaviour; this can help a firm decide on branding and advertising images.
Time consuming and expensive

The interviewer can sometimes affect the results, e.g. some interviewees may be too embarrassed to admit how much they really spend on chocolate.
Observation
Watching where the customers go and how long they spend in different parts  of a shop.
Can show where people are interested but still don’t buy. 
Time consuming and expensive.

The main methods of primary market research:
Key concepts:
Purpose of market research:

To identify and understand customer needs
Some businesses do not have contact with customers directly – especially small manufacturing companies who supply retailers so knowing what customers want and need is essential to their survival and growth.

To identify gaps in the market
If a business finds a “gap in the market” it means that no one has done (or thought of this idea before). Businesses should be careful as there may be a reason why no one has done that idea before – It might be a bad idea that will not work so it is important to do market research to see if it would work.

To reduce risk
There are two main risks as….:
a) The idea will not work
b) The demand may exist but not enough for your new idea to make you a profit.

To inform business decisions.
In other words, to provide businesses with information to help make a decision.

Key terms:
1. [bookmark: _GoBack]Primary Research: Research conducted first hand; it is tailored to a company’s specific needs.
2. Secondary Research: When a company uses research that has already been carried out for general purposes.
3. Focus Group: A group discussion among people selected from the target market; it draws on psychology to provide qualitative insights into consumer attitudes.
4. Qualitative Data: in depth research into the opinions and views of small group potential or actual customers; it can provide insight into why consumers buy what they buy.
5. Quantitative Data: factual research among a large enough sample of people to provide statistically reliable results, for example a survey of 500 people aged 15-24 years.






