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Lecture-13
Services Marketing Research

Hello there, welcome to this session on services marketing with a practical approach. My
name is Dr Biplab Datta and my contact details are given here, so can write to me of you
have any feedback and will try to answer your questions as much as possible.
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Now we go to lesson 13 that is about services marketing research. So first we look at
research questions, that can be asked or that need to be asked and answer about the services
that you are going to provide and finally the tools that we use for marketing research.
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Research Questions

sUnderstanding company capabilities
AMvhat are the capabilibes and performance level of our managers and
cmployees?
B.Avhat are the current strengths/compettive advantages (in terms aof unigue
reacuiees, targat sagment, praduct design, production proceas and value added in
the neteark) af my compary?
C.What are the current weaknesses [/ competitive disadvantages of my company?
«identitication of the customer segment {cluster analysis)
AhD are our customers?
B WWhat are thelr rasds?
. How do they currently satialy their need?
C\What are their motivations?
E.WWhat are their latent/unmet needs?
F.\what wauld be their future neods?
GO they prafar our new productsarvice concapt over thelr currant way of
aatiafying thelr needa?
sUnderstanding the marketing environment
A What are the current trends in the market?
B.\What iz the poltical, sooial, cultural and economic stuation of the current markets
and othar markats inwhich wa can oparate?
CAnhat lawa will govarn the aake and use of our offeing?

-
So, the research questions are like this. Understand company capabilities, so we start with

the company and we have to understand company capabilities. So what are the capabilities
and performance level of our managers and employees? What are the current strengths,
competitive advantage in terms of unique resources, targets segment, product design,

production process and value added in the network of my company.

What are the current weaknesses or competitive disadvantages of my company? Then we go
to identification of the customer segment through cluster analysis. Cluster analysis is a
statistical group which can help the group similar customers together and differentiate them
from other customers. So we ask the question, who are our customers?. What are their

needs? How do they currently satisfy their need?. What are their motivations?.

What are their latent or unmet needs? What would be their future needs? and will they prefer
our new product or service concept over their current way of satisfying their needs?. Then we
go to understanding the marketing environment. So what are the current trends in the market?
What is the political, social, cultural and economic situation of the current markets and other
markets in which we can operate? What laws will govern the sale and use of our offering?.
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Resparch Questions

‘Undurstanding our compwtitors (Purceplual cspping using dsciminsnt soslysis)

A Whao compstes with our products (our burgers vis ther burgers), brands (prvale Iqbanl vin

MeDonakie), industry (fast-tood vis all tood and boverages), and need (share of consumer

cpending)?

B.What are thelr current and future objectives and strategles?

C.\What are thelr competitive advantages In terma of thelr unkjue resources, target acgment,

product deslgn, production procass and value addad in their natwark?

L VWhat are therr competdive dssdvantages?

kE How are my competitors placed in the perceptual map™?
<Estimating market demand (market survey)

AHow many people are likely to purghase the new offering to satisfy thelr needs?

B What price are thay willing to pay for the offering?

G Wil the vanture bacome profitabla? Woat would ba the raium on investmant?
Undurstanding consummtbuysr behaviour (Dala collection technegues mcluding obsaration
tocus groups, behavioural daty, expenments, oto.)

Acln thelr family or company, who 1% likely to Intiate the purchase of our offering ?

B.In thelr family or company, who i likely to Influence the purchase of our offering?

Coin thei family or company, who is Bely 10 use our offaring?

0 In thae family o company, wha is sely 1o dacide 10 buy our offaring?

E I thair farmily ar company, who s ikely 1o Buy our elfanng?

I Wt channels of communcation sre the imtiaton mbusncer, user, deceders bBuyer axpossd

107 (Meds habits)

G What is the profile of the abave rokes? What beliefs, values, attitudes, interests, and opinien

do they hekd?

Hodn e family o company, whan snd where are thay likaly 10 decda o Duy our offanng?

Lin thwer farnaty or company, bow ure thay Tkaly 1o prefer (o recane sod pay for our offenng”

Understanding our competitors. So we have to use perceptual mapping using
multidimensional scaling. Who competes with our products, our burgers versus their burgers,
brand, private label versus McDonalds, industry, fast food versus all food and beverages, and
need share of consumer spending. So, what are their current and future objective and

strategies?.

What are their competitive advantage in terms of their unique resources, target segment,
product design, production process and value added in their network?. What are the
competitive disadvantages? How are my competitors placed in the perceptual map? Then we
go to estimating market demand through market surveys. So, how many people are likely to

purchase the new offering to satisfy their needs?.

Now what price are they willing to pay for the offering?. Will the venture become
profitable?. What would be the return on investment?. Then we go to understanding
consumer or buyer behaviour. So this data collection technique includes observations, focus
group, behavioural data, experiments etc. In their family or company who is likely to initiate

the purchase of our offerings?.

In their family who is likely to influence the purchase of our offering?. Who is likely to use
our offering?. Who is likely to deicide to buy our offering?. What channels of communication

are the initiator, influencer, user, decider, buyer exposed to?. So what are the kind of media



habits?. What is the profile of the above roles?. What beliefs, values, attitudes, interests, and
opinion do they hold?.

In their family or company when and where are they likely to decide to buy our offer?. In
their family or company how are they likely to prefer to receive and pay for our offering?
(Refer Slide Time: 04:36)

Research Ouestions

sTaking decisions about our offerings {Conjoinl analysis)
A What new features do customers need to be incorporated in our offering?
B.How are customars willing to dispose off our offering?
C.\What level of after-sales service do our customers need? Are they willing
to pay for the same?
0.kt price are customears willing Lo pay for our offering?

sTaking communication decisions
A How many peopla are awara of our offering? (Top of mind)
B.How many paoples know about our offering?
C.How many people like our offeting?
O How many people prefer o purchase our new offeting over alternative
offerings? {Top of heart)
E.How many paople have tried our offering?
F.What other complamentary EITTIE‘I'iH!;IE will people nesd to purchase along
with our offering? (Meta markets)

So that is through conjoint analysis. What new features do customers need to be incorporated
in our offering?. How are customers willing to dispose of our offering?. What level of after-
sales service do our customers need?. Are they willing to pay for the same?. What price are
customers willing to pay for our offering?. So this can be we can take the help of conjoint

analysis to find out answers to these questions.

Taking communication decisions. How many people are aware of our offering that is top of
the mind. How many people know about our offering?. How many people like our offering?.
How many people prefer to purchase our new offering over alternative offerings that is top of
heart. How many people have tried our offering?. What other complementary offerings will
people need to purchase along with our offering?.
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Research Questions

*Taking distribution declisions (marketsurveys and location maodals)
ANVhat are the alternative channels of distnbuting (ke retal formats) our
services? How are these changing?
B.What is the cheapest and best way to deliver our offering to the
customers?
C.AWhatwould be the best location of our service hubs and senvicescapes’?
*Taking pricing decislons (sustomer survey, conjoint analysis)
AMhat is the activity based cost (ABC) of a single unit (calé chair, restaurant
hed, school seat, busfrain/airline seat-kilometre, labour agency person-
hours, et} of eur service?
B.\Whatis the price of similar serdces in the market?
C.Whal price are peaple willing to pay for aur olfering?
D What is the price of alternative productsiservices that our customers will
have to pay to fulfil the need that our service is fulfilling (.2 what is the value
based price of each unit of our sarvica}?

Then we have to take distribution decisions. So market surveys and location models, this
have to be used. So what are the alternative channels of distribution like retain formats or of
distributing our services. How are these changing?. What is the cheapest and best way to
deliver our offering to the customers?. What would be the best location of our service hubs

and servicescape?.

Taking pricing decisions. Customer survey, conjoint analysis can be done. So, what is the
activity based costing or ABC of a single unit, cafe chair, restaurant chair, school seat,
bus/train/airline seat kilometer, labour agency, person-hours etc. of our services. What are the
price of similar services in the market?. What price are people willing to pay for our
offering?. What is the price of alternative products services that our customers will have to
pay to fulfil the need that our service is fulfilling. What is the value based price of each unit
of our services?.
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Research Questions

“Measuring marketing performance (customer surveys)
AWhat Iz the current retum on capital employed (ROCE) In our company?
B How many peopke have purchased cur offering at keast once?
G How many pacple arg wiling to re-purchase our offadog? (Market damand)
0 Hewd many propli ara salisfind with our offaring?
[ How mnny prople s dissalisfied with our offeing? Why s (hey desslofing? {castomer
complsints)
F.How many people are willing to refer our offering to others?
G How many peopke are willing to purchase our offering even i the price 1 Increased?
‘Managing customar relationships (Cuatomear survays)
A Which of tur cuslomues wra profitble?
1 Whis of our custormers wee noneprolifabln? Cun by be sokd lowcont or higher-peoosd
ofternings?
C.How can we keep In touch wath our prottable customers?
DHow can we raward our proffable customers so that they continue 1o be loyal to our
offarings? What kind of ewards appeal 1o tham?
E What kind ol gusrantse s 1o he given for our affenng?
‘Taking decisions about new offering-markets
AWhat new offenngs do costomens nesd In exsting or new markets?
B.What price are they willing to pay for thoze offerings?
C.How are customers willing to use and dispose off the new offerings?
D.What kevel of after4akes aevice do our customaers necd? Are they willing to pay for the
wame?

Then coming to measuring marketing performance. So that is through customer surveys. So,
what is the current return on capital employed in our company?. How many people have
purchased our offering at least once?. How many people are willing to re-purchase our
offering that is the market demand. How many people are satisfied with our offering?. How
many people are dissatisfied with our offering?. Why are they dissatisfied?. That is we see

the customer complaints.

How many people are willing to refer our offering to others?. How many people are willing
to purchase our offering even if the price is increased. Then coming to managing customer
relationships through customer service. Which of our customers are profitable?. Which of our
customers are non-profitable?. Can they be sold low-cost or higher-priced offerings?. How

can we keep in touch with our profitable customers.

How can we reward our profitable customers?, so that they continue to be loyal to our
offerings?. What kind of rewards appeal to them?. What kind of guarantees to be given for
our offering?. Then taking decisions about new offering markets. So, what new offerings do
customers need in existing or new markets?. What price are they willing to pay for those
offering?. How are customers willing to use and dispose off the new offerings?. What level of
after-sales service do our customers need?. Are they willing to pay for the same?.
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Rezearch Objectives and Analysis Tools

:Rer.ean:h objective Tools for analysis |
Linderstanding company capabilities HR documents and interaews
|dentification of the customer segrment Cluster analysis

|Understanding the marketing environment PEST anhalyzls

|Undeistaniding our competitors Perceptiual fapping

Estimating market demand Forecasting models
Lindarstanding consumer/buyer bahaviour Analysis of variance
Taking decisions abaout our offerings Conjaint anakysis

| Taking communication decilons Regression analysis
Taking distribution decisions Lacation models
:T.':king pricing decisions Canjoint analysis
Maasuring marketing performance Analysis of variance
Managing customer relationships Analysie of variance
laking decislons about new offerings Conjeint analyzis

So, we have a battery of questions that we can ask in order to provide proper service to our
customers, which can keep them satisfy. Then we go to the research objectives and analysis
tools. So first is, understanding company capabilities for that we have to look at HR
documents and employee interviews. Identification of the customer segment, so that we use

statistical tool call cluster analysis.

Understanding the market environment, that is done through PEST analysis which we have
discussed earlier. Understanding our competitors, that is through perceptual mapping.
Estimating market demand, that is through forecasting models. Understanding consumer or
buyer behaviour, that is through analysis of variance. Taking decision about our offerings,
that is through conjoint analysis. Taking communication decision that is through regression

analysis.

Taking distribution decision that is through location models. Taking pricing decisions
through conjoint analysis. Measuring marketing performance through analysis of variance.
Managing customer relationships again analysis of variance and taking decisions about our

offerings through conjoint analysis. So this is all in this lesion. Hope it helps.



