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- Definition of Research

STRy

Q Ay T A
o I Gl T FACS AR |
o IR STy I FACS AR |
o NIFIR YTAEAITS! T FACS AR |
o IR LFEACON 0T FACS AR |

NN ST
Definition of Research

IR Becafer fio=iar =01 ‘Research’ A SifSKifas o “sjolgetapria’ | SR I A, A9 M WICHR
CF oA PR TREE T | TR NI M RAOEd SAT WCFFIFO T R, fog (efFo
AT IR TS T TG FAK GH0 (JGR( [ A& |

AYRErSI g ARTE SFSAR SPRe I Toa G FPra aford NI Il @TS 2T | O Gt
P PG AL (F@(S oA PR I = | [fog e [feqend awens wwire
FEACRS | [NE IS0 ST TG AN T 2Tl

Marry E. Macdonald (Polansky,1960 : 24) &9 3¢9, “Research may be defined as systematic

investigation intended to add to available knowledge in a form that is comprehensible and verifiable.”
IR T SPTHCT VLT TS GITTR HITL (L 8 ABIRCAY ol FRCATEr AfFIR = #CTell |

Scott €9 W09, “Research is a systematic and objective attempt to study a problem for the purpose of
driving general principles.” SR AT (R (FF TPHE Tafore € Sy [ofed S« IR Trwr=iy
TR AR NS A ©F 2fedr = |

Richard M. Grinnell, Jr. (1997:4) “&¥9E @36 AEF el Meaces | fof =W @, “Research is a
structured inquiry that utilizes acceptable scientific methodology to solve problems and creats nes
knowledge that is generally applicable.” S4[& ICIFeI FCHR ARSI LA TO G IS ST (HI

ST I STC AIDITS BISTCA WP A FP© (el “fo G w4l 27 |

O AR, (BN R T TPHIF IR 2, Tod AFF Cofd, TS AR, Resad, SR
R @ 21 T (A0S Prae 420 43 P gFmH FAK (RIRIRS (IS SR 205 1l |
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Objectives of Research

IR RCET TP Tale SGCed &) AT ATHBT | Sy PR, CACH (I =TI T O SLGCAR &y
TEF TPTHIFE ZCET AT | AfSHITT QST FfGrs AN=aela speey Sy <, I Ty ©ifgs 8
IR FTPTIA AL, T F30Y> ok @ ARAH @ TR Syow | e 8 farrs W [eavaw
NN T SCo*ly TS A | ©CF A& q0 @ oree, ARe16w, e ¢ e 23 45
ANGINZ G T +TF | G IR e [fog AEGS Amfon M SHRCTT AGENS B =7 | @~
AT LT (BT G0 Aae FOoT BPF Al NI (P Pl LHCET S G a1 TEDIA 2of17
G 0P g ©F TG FA[ 7 = |

CIFCAR =17 373 Pauline V. Young 301, “The primary goal of social research immediate or distant is
to understand social life and thereby gain a reater measures of control over it.” SR ANES ATl
A3 Swy 2 AMIES G 7103 17 (A AT 8 22 @t Fa11 wcof #Afwr=1 37 31 |

TS (TR GBCHI (A IR ¢fF Sy e I | 72-

>. Tfeq 9617 (Fact) IR 12 el /a1, Al 237 RIST SIed ©#7 fofe e fxifael w1 qr = |
3. TG TP ©F, B2 8 (I e TR Ty el ARG 4T < |

O, VT AOIRFOT NG T SIFE AR W FCF | NI ACFE NPT 8 2TAWA! IS ICH |

8. T IToF TGS AT, RTHRel @ Il TR LGB MR IR G| [Ze TRE |

¢. Tfog 61 I G179 38 41, ACS TP T ST FHCH Sl I8 [ e 2 |

TS AP GO 8 TSGR TFA DIfeTe! =i | ©C Tz RESey WG<fer, TPy eighs @ eropm
AfRA® =7 | O IR Trwr=irs @S ARRS 27 |

IR eFQ
Importance of Research
QA @ (@ *E T97 (FF O] CHOER &) o SPTaS J(eTl I | A&REF LT AT

R IPICF TP SaIC TRPIRE ) WO SWEIs, Mo [Pra wifEE, TPuE FRe ¢ dFfe Jena

e Ao Frae T 783 = | RETs I g 7= ¢ wrvY iR R Prees qwaR IR S |

NIRRT GG 8 TS| ey Srare Fa1 2el-

>. SR TP (Expansion of knowledge): STITeT Toa g O SHF 03 | IR M ITAR [T
IR PR W06 | (@ (I R (@ T Tl O @ FLATSTC ARl g (712 | o1eawe
Glifes A1 TfTe @GR (@F 1 (39 TS CF(@ T97 T97 SIaF TJ [ | IR P TOCI
TS 20T AFT & W OO ©OF I AT | WA NEINR 20+ e fofg | O @ity
TR & TR 51 12 |

3. ©g 8 A ARFA (Invention of theory and formula): AT TGN T9 To (@ T&q 2F |
AIPIOP AW [T G TR TN NI (P 7 T AR ANMGTS FPT TG 72 |
SEIG AfSHe 2R PR ©F A TSI | FPICIR CH@S & LR NS 9d ¢ ©F 2lfsfFrs zrag |
FA-FE-AQCON G T ©G A AR AN HroGw AFENS G ARG TSl SR |
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. Braig aze (Decision making): T (Il &b @ ergeyd Frare a=ee aEes ey @12 | NEwer
M ofere @, dfse og 8 st afedag Igres e g TeTe! 7 | @@«
TAIT O M@ @ T RO WU (@A Prafe @zel F41 20 Foiewez ¢o1 Tex o |
JCeR e Q=re iaeelF g w12 |

8. P VL (Solving problem): TR TTS @ (FICAT TPYR FAI AN #ANSAE (FQ NITAR
A = | APHoS, ANMGS A FPNRS @ (FICA TPIR RS [ (F, O FAGCAT Gy NI
TS T fTeFel ST | AR & R, ACIIAT AT AL RS FCF |

. NS AT FYTST (Help in formulation policy): @R PR, JG A1 Aifedifa s e
CRFI@S FTRIAST ¢ ACP | (1 (o< et if's, =gy s, ifdey s, R[fvcam Mfs, eefs e
NI SN SIS | TR e NG 8 AG NS @ 2qelt A4 ST AR 37
ACF | SIYTT HPT TCSF (@ (FICAT NS Lo TR 7557 712 |

. GIR @R NF BF7 (Development of life style): *ItIFER AN SNRFS T A IJ92A AW
GRS TG FCACE | FIE2 VAT GRR@E T SFAC A AAAFSI TEAS I | AN
T NCAT P IR T OINF GIITA@I VTR 8 AT T2ered 27 | TPl R
S-S5 FREN, FE-FEBE, FHAIY TSI 0P TIA T T T FHCAI BT TR
P

q. &R +fea$9 (Technological changes): [REeMfefed MITIT MR SWYET Ao 20 |
WEHE AYS QYT (I FRE FFT AT I 1 | W L R[] T &AY(& APTS 210 1 | ©IF
2R ARTSCTR &y NI TS |

b, AT WA (Products development): 9 #telid SfA&R, I8 2T NI, T97 e
8, TeAMA G ZT T Gepe o1l ItaqelIe e 27 |

5. o *eRE fofe (Base of other Research): Gifee staaeiy &id T &oF fofe 3@ oy
NI S S OIS 20O AT | LR G AFIAT e IS fofe 2rod Fer Faco AA |

o Sy g (Other importance): S2ITIe RENGTH RGNS ACITAR ALGC-
= IR AN w17t I =i;
= Tt M 8 W SECNd & I AT s
= FP-IMCEHR 2 o NI LTS =;
= I LT FEryireTol I =11
= NIFN T (GF12. TFACS ff@ |

RCERIEE: SR

Types of Research

fafve e T drifre St (dwife @ feifes Seprme =0T it3qe | =Rl (&eE e @
I S AR AT AL L0 2NST AE | MRS (e [ aw 701 e s (5edr wifers
LT IFEPIRE 9 TES (X (I ] AL FCFT A S I T4l = | 2ieqe [feg el
(S AF | ST T fofe BF RIEAE 24T 7o O 1 A | T2~
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(F) Glife 3T (Basic Research)
(¥) TS AT (Applied Research)
Q YR &I NI 7RI fey Reifie et w4t =ee:
(F) GUfFRP “ItTTA (Basic Research): ¥¢NIA I BT & (T AT AT = Ot (AT e
| fAfSg w6 a1 FRgaRfe T oqWig @ TSR & @ N[Eel I A o o cifes
IR A @O F’PIS =1 =7 | Tl e NG el R 74 [ifas &l uR oF N4 T
Rt Tom fraget effot a1 GRS oIaae o1 Sowmely | TIfeTs AICaell ARTF I ~Iafo SEpiRe 0 G3R
THAItes TSl ABI2 A |
(¥) Ffr® 3Tt (Applied Research): (Il W& AT AfSBIR e e A«ME (FICAT B TPHR
I AT (@A PR IBARCTT & (@ AT ARG ST = OCF FleTo Tl 0T | Ffero A9
AT N [ARN NIA | FleT© ACTIR TPV Pho, T, FRFA 2o Topin 97 TerRw e
R O YT &y 2lf el Cof '@ ©f JRARCAR (58T T 2 |
fAfWE STPTT AT HITOIR TR Q@ G KA ol Sy | SHIRAETRA F1 IR, (B (@I
I S AR TR AP € @ TPy s &y @ ieqgell 2Rl 70o #fite o =l FfeTo
NI | FeTS NFIAR T {aaet I3 HEeIges 797 @=el IR | G IR NG @S 8
SRR A T SR FTALCT STA BT 2 | STy '8 ATerews fofers Ffers sicqaer fxfoy
QP OO A | (-
I RSl SPrhe (Feasibility study);
ii. S 2T (Action research);
jii. =i =ic=elr (Technical research);
IV. TR 2t (Evaluation research);
V. o ST «tI=el (Field research);
Vi. S 8 7m@fs a7l (Policy and method research).
[P TN 1T S Gre U FeTe I JAES *ieaell 9o |
TR o @ e zrere TR agfs, ciffes!, TPt @9, aremel agfeq T fofe aw
NI T e @fite [Rew =1 T
S, IAFETE I ReEgs Itq®el (Descriptive Vs. Analytical research): IFIFT 13Tl AIaF
WY (PICAT TP T WO JN FF AP | @ LA AU FoRA G IR (! ozt
TS 7 | NITF SLN@ I qCOCR A I Io0R O [@IFTe 39 (7 | FTeiqe« @ FPIEE CFG @
QTR IO @ 767 FAT AR | @ G0 @RS “Ex post facto research’ 0T oz 4T = |
Trregd R I AR, (OISR AW, P>, AZW, (A (FI-FIGIF Al Topifn ey =il |
IMe G QA AU BICPA T A (AT f@el Qe w1 R itqqs qoIa SR 360
A |
Q. MYTRF I QS ATIFT (Quantitative Vs. Qualitative research): RATKF ACITNF N @ (FIF
o1 1 AR Al el SEprEe ¢ fHeae w9 | (@ T K 1G5 IR AT A AR
QT Y (@ TP bl N0 el ARG T4 = | @0 WGREs Ier MRy fogor T
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T, e A1 @ AR S NaEel APl | SFFIEC, (T T beTp IRV AT il I AT
TR @S W I 1 AR (T TP+ befeaal 2ICqqel (F @ Cqql 0T | FTeieaic ey e
AP QTS NI T BT AR | @ANA- AT IR, (2R, 2T N, (@I ¥ M oA T
NI TG |

O, GIFEMPS I ANFAT AT (Conceptual Vs. Empirical research): (@ 3= Il (FICAT SCGH T2
fefe wta ~AfpifTe =1 Ot YRemTS a6l 67 | AR aifs A1 forifmeie @ @R “itgael Fiee
18 = | @ A0 ACTFAR GRS Tl Qe A TP O0Gd 8 2 | AN~ WO 7% TBICNE
THT MR @ GFOF ATAT SUIRRe | AFIECE, AP Noseo!, wFel 8 awed fofere
ARDIFTS ARIACFT AFRETE AT WS TTN T R | &PS 0F, @ A0 Il 02y fefes
T ACS | @ NIV TN IS TG A1 0 A9l ¢ R{eeeess Myew @fs Fraiee Toare
QR TR | GCHE MITF A IR I FAFER G0 gl (Hupothesis) Ffae = «ita
(1R TATeTIR RTeae 07 SIqaIfo( Hupothesis) Q= SIT 61 HCA |

8. I« ATIFAT (Other types of research): &2ita SRS I RONS IWCI AT AP AP AN
FI Ty A AR | @AN-
> W& 7 (Field research);
> oteeNg fofess ataqelr (Laboratory base research);
> GFFE I (One time research);
> A 939 (Longtime research);
> afezif>=F 2ita=e (Historical research);
> PTEMe sItq84l (Simulation research);
> Praefefes sitaael (Decision research);
> oI BRI TRIT I (Diagnostic research); eI |

NI effer

Research Process
AR AR (@, RN 2 (@ AWM SR [ ¢ fEefad S | 3 @
(RARIEE ¢ oo dfewr | fmefas ¢ (Twifes Boig @ &Rel af e Ty F0e = | N[l
A FoET WS L SpiRel F1 =7 | W oie39elt afemw iy 3641 =1 2= :
S, VI AU IRGITeFA (Defining research problem): (3=l &faF 2= <M =GN IR
T IRGATS FT | I B G FAR 2T AT S LR TP G AIFEAR I GIICS =07
o “fFgRes i Fare =3 |
ACIFAT AT LR *CS AT | T[-
(i)ﬁi?l%% TP (Problems relate to states of nature);
(i) BT PR 7S PR (Relate to relationship between variable).
IFE AT NI 7[rd2 fafaer Face =7 @, fofF F F g Swprae Face @ | oiegqelr
P fdfarem s ot MRE a wfow Ffedeeda A ST FA0S 20E | @ AN TB_Y
I 5T A FACS T(J TS TPP AN FaHT I F20e (T F1 A | A0 (@ 7T 97
A AT Sfo® ©f 2CEI-
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> TG AR SAP T2
> APIGR TG 89 901 eAfoaw JH 12
> PTG ARSI *0o =07 |
> (e “@hox LT A AFCS T(A |
> IS @ 47 RIS A B 9w |
> AT SR ewged 20O *(A |
3. T BF TR (Extensive literature survey): 0T f«facad #7 o[ @ Wwe [Gdr gge =7 |
SRISICO JIFOT O IRATEA & T~ G 27 | P01 &Pfo wpied Rfey =EE Journals,
biliographies, conference proceeding, government reports, books 25w =™y e =d | Literary
survey TS 9P S NI FeA[Fe ©© (I A=A =0 |
SRR AL AT 0 (P ©F A Gl APCET ©f IRAR FACO R | WY@ 7S N IIAF©
TERAR FACT 5 Al (GI5T SO WL 8 AR T4 J(A |
©. QARG Txa (Developments of working hypothesis): IT9IF ABF GRCAT o7 AITIE =TS
R S ARER ¢ ANMBeg I FA0o =(F | I WG (Working hypothesis) I 0o =F |
FE S (Working hypothesis) 206 G5 ARG AIFRETE S FF 0L KA T gorel
8 AR AN W | UG [EFRS [Raers afe ewg 3 =3
> TP, TPTIR TS @ Ty TR Rexaeecnd s (A0 OIS (=T |
> 7St TAITST PG AR 4 |
> G2 QAR AT BCOME 20 AR of ARACBAT 7 |
> SPTHTETS FETS ©ne 4 |
8. ATITAT 4T &9« (Preparing the research design): #itIFeT ST &R 214 (Working hypothesis)
T 7 AR A ¥ (Research Design) 2O A0S = (@ BISCAR 0L AN S
ARBITS 21 ST G (NS FIICT 37 FACE AT TFIT eI I 2 |
/(e 91T (Research Design) @& 7 i fiameten [Riavae aeaes-
> ORI MATRA NI T SATT;
> ST MITS @ ST FEF;
> IR &y IR AN
> IR G AT 9T |
¢. T T fRfae (Determining sample design): @ “RfT 7S NITIR & I @A TR
(sampling) 2e FAES O R0l FCIF | O AT G IFGH NI RIS FAR 2o Iy
@ (FICAT GG T 7311 (sampling design) &= FCO 2ACI-
> TAAoT W
> QRIS 3
> BRSO Tl
> IO II1;
> 85 T
> R T
> IR Tl o5 |
b, ©F AR (Data collection): TN T &l f«fared “7e! qrof == ARG O TRAR T4 |
SR BT (AP @ O TRAR T I | ©A FRATIR WCAFSC AT TR | (THT-
> o’ (Observation);
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> e ArFIHEF (Personal interest);
> TR g99@q (99 (Mailing of questionnaires);
> oifefsl 3o (Scheduling).

q. &g WM (Execution of the project): O ATER & @ &FF = F T ©F IBIARA
(excution) STef@ SFG7Y | GUFC@ NITP 7% AR W@, fRTOfEFOIF € TR TS FCH I F&
5eICR T | O] @ B FIces w2 AL 90 = |

v. BHTeeTR fRTEe (Data analysis): “1t3ael F1Cda wgeld ©r* 20k Toite fee¥d (Data analysis). Tfe
fesraces Rfey mafo = | YIS (@67 editing, classification, tabulation, presentation &$f® 205
Tire freee A 1K | =@ «ifore<F & (Statistical technique) TR I Feleeet feyifaer
W | T LR ATGEerS 5ed g, [, Rpifs, s=-smm Sorifv 2ifsa 9= 41 =1 |

5. PG AGIR (Test of hypothesis): @ 2R Aoy A== NGCT FgF1 AGIR (Test of hypothesis) FAT1
7y | w1lfe edq f«ffee sgaifs oizel =7l o7 w97 Pram face =71 [Kfog g test @a =y
feffrewtE ay=-

(i) t-test

(ii) Z-test

(iiii) F-test

(iv) X2 test

(v) Analysis of variance

So. NIFAT FTAG (Research report of the thesis): “TITeIT 2f@RF KR 41 T 2IIAT 1@ 48O FAT
e ST RAFRT A1 [eAG (Research Report) 3 | it [eeifth sTuers fMaffs e seye
QAP-

(i) 3BAI(Introduction)

(i) TPRCFA (Summary)

(iii) 41« * (Main report)

(iv) i (Recommendation)

(v) &P (conclusion)
AT 9T AR @, NI G orelie @ (Feaia 2fem | @ ef R B TPuT SRR =7
S L FCE N SBF ©F ¢ PR IRAR 8 O ReeA0eR #47 elie Feirwecera [l cof e
e RIAIRPOIT TS T |
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ro7 e

g AfME o= SPRT I T GH SPEHF AR S AIFA P @S AR | GF NPT
IS TR (i Nfoxe sepret w41 27 | [feg [eeiwes, 1@ws, 7yl ¢ e @iy [fegena
AT IREEAS FAT JIACR | (PICAT 7 A1 IO 3RSl i, To7 2y cofd 341, [Kfeg TAre srag,
e, SUPTR [eewel, 2ig T (3 Fae a2 @R Prae o 0" aRRRS [el« e
FRGAR =0 IR 1Sy IO 1 REIRET IFo0F SLN@ Tl WS &y (@ 37 I 2Afpifere =2
St @ RIS 31 GlfeTss otqwell 991l = | (Il e 1 AfoBITR foerd acared Af«We @ ear wpiR
ST T (PICAT (PR ARARCA G (@ NI AR T = ©ICF Flero 7ol 67 | fqzsroifegs e
(eI ST @ IR A I FACo & | ETT Al FopeteT JWMe qref Tpae T4 27 |
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A IR TR, AREATS! S GO
-5
Definition, Importence and Scops of Business Research

@
Q AT I A
o A ACIFA HCa[ JIRIT TGO A |

o AT NITU ACAGNTST AT FACS AR |
o I SIFAR ANGOT I FACS AT |

AR eI

Business Research

A AT L IR SR GG SR* | TLT (AT AT I FGFER AL AP =
X OCF FIAN AIFFE 0T | T FIACI AL FAFS (AT 7071, (T 201 TES TphT A1 GfoeT
I E7 I AL o7 TG ST (G TAI T G NPT IR BRI 2 O
OF [P @I I | @ =g [ tqaens @ [P o7 | [ifeg 1Ews 8 GRS [y
IR fSq eeel eme FcRs | N8 oK IS0 Sy T 20

Zikmund and Griffin @< 3T, ‘Business research is the application of the scientific method in searching
for the truth about business phenomena. These activator include defining business opportunistic and
problems, generating and evaluating alternative courses of action and monitoring employee and
organization performance.” ¥R A WO FPF 7] THLGCAR & (ISP Fafod HIRT AR
[T AT | @ ST FACE A @ T TRGfe 541, [og Fiorafs Fdad e ¢ T
AfSHITR FROTHMT IR TS AT |

“The systematic and objective identification, collection, analysis, dissemination a d use of information for
the purpose of assisting management in decision making related to identification and solution of problems
in business is called the business research.” Ffe, FIATIR AL THIFS FPTF AN & [Favoiizs

8 WIS ©27 1 BTG WAz, O I JGARS Pzl Q2o FTST 12 00 FIT Il |

T TR FRIEBA FCA NG FPT AFIAT TR [Rfeie (et fbfee Face 13-
i, T IO TG PRI ISP RIS FAT T @ICAT ! g Far
ii. T ACKEEARCE (I T AN =A% fofere
iii. 9 oferaR o7 31 TATE M@ FA =
V. P AT TP G TG [eeraer @ werreeet fgfast
V. 9 AT GO RS e azd 9 =
Vi. TP IR Al Praie [l S & |

TG ‘j@T—)o
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AR I (P TS ?
Why is Business Research Needed?
g wioa TR Afel CFa TARY P 92 A1 23 | I T FIGAFCT 21095

e Q2o TRTS! IR | OCF RIS T O RN FAGN ARG T 20 @167 ARSI &y
TEHE e (S AT | AIGEFE I3 [Ip FA00 T @ NI ASATST AR 7 |
JRGHFCE A ORCS F @, T T© NI IS (< FAT ACF 31 AT TN I (9 2CF 29517 |
T I @R (0 (057 KR SIS ST =
>. N (Time constraints): &fefb freifes e &=y AT TNEF AQE 27 | 68 IRE WD
JGHF T I @ P we (T3 8ow | O[T AEwel 1 oRfe o2 Tt yeis e e
Qe | Ifene IO ©-Toire e f[eewe 2ol frare aze 51 Bfts 7w, S T TeIq e
I Sele S &9 fofe Fa Pral® T &7 | ©I2 F1 I I I ARGE= 40 0 7 T4
ICARGT NI T VST |
3. ©ofiten “Rfest (Availability of data): IR AR SroN Ty fww 2R Tolired oRfeer |
G QO 2R A0 S2-8ATE AR ST Tl (FPICAT I Q12 FTai® 27e FACS AT |
O gol i I M S0 @ TARL ANER W1y e A=0ed Weor 7){e (©h! Frere ANew A O
NI BIY FRAICS AT |
o. Frmiten @3S (Nature of decision): IR =N oo GG Braces fon Tom fasadeT |
Torpifesd P IET T Prale ZEeR THE@ ARAIF dEe & 9 | @ FFe Praed ao[]
AR, (@ A Prare wifoe ¢ O [NSa (7 761 PIaites & taaelis 2taies @ S+ 201 |
8. A4t @ T (Benefits and costs): IR PTaE =T MITT SCAd @ 2o A | 58 aAfolt
IR PG @1 AR L T ARG =7 | AR (AP AT {4 I 237l 7 (/e @
T O NI W I T6W | GTerey Al Aq¥AT Costs-benefit fFeae Faceo2d | «owv@ Wvx
(i) RO = e @ feare
(i) TP TSR S LI I fPsTery far o2 »ifeca a= e
(i) IR 7 NS TS 2I1Sq A w2
¢. Sy f{eae7 f&7 (Other Considering Factors) :
(i) i RIS T NS SR 47 |
(i)  2AFSBIC el @ Tz o =g e |
(iii) Zrord @ RCFF IO ZCACR F440
(iv) =R &gfo, e ¢ IeTel THuw?
(v) =fesm fefam @aw, Fonf |

ECInio BI-53
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BISHIBRCERIEACIO)]
Scope of Business Research
iy ) eeics AP AN Give B R0 FCACR GF NGO TON( JFAB (Ol AP P QI=el

FACR | AL AL [P 2TV Seore FroF KPo 20 | Aeare JeEd [y cwigs Gl
FfeTe 1 RS 37l ARBIFTS Z06R | ©CF TPICHF I VA IR @Pg T | (@ 7 CFC
NI GG o)1 el e Teare il =ee:
>. o9 A (Marketing research) : JJPTR TOICS “ITAR ACHCH I6 CF@ TR 10 [Tl |
(OISR TR WHF TP TS (OS] AN SNSFP | FoTO @ AT T A N
I forSq e | =tere oicagelr Efiie et sepe Awce -
> T@elna bifewr, @b, @ SrepT;
> A TR
» S ALFI5;
> o SN 3(B;
> 1o TR efere;
> By (o] e, el |
AT 10 T @, R0 AT (F©T ©fe] B @ Mg Tl (ol (i effs (I e (mann =7 |
3. #F AEFT (Product research): IR AR G35 wPgad W 2o ey (el | @ 2fdy I il
0 @I 2SI TP G ARTBE FCT G AP A T ORI TS Afsfamrs aigwelr Fawe
T | 2f°lf IR @ I ([ W@ =S AR O e~
PR IE LIS RIS ETH
> AT D12 91 <903
> ATl A SFHe;
> o SIS T 2fely I
> JZ-TACIE M TAGS 7ely;
> Tod ey I GRT Toiw |
©. &ifeR3 fTIFA (Process research) : IR IFAR Syox eFgad G0 (@ =G Al 137l |
AT AfSH IS @ Afar Teome I #ARbEar Facg of afediTa oy e [em o am=
G TP I TA T A ARG 2G| @ {ITA Cost benefit-a7 T wwrg T=Sia
IO 41 = | @ G0 NI RO 21T eAee =7 | e «itager Wi e

TBYES (O -
> IRAER [T
> T afeg FdsIer;

> Tod ayfes aRE;
> agfes RetTR 719
> SRR &Ffed geF, Tofin |
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8. WIF] W™ %t (Human resource research) : a1 W CIFAT GIAT AT G0 GG oL |
T Al Ne MR G @GP I | A, TAF 8 WF WA W Y (ST Gy
[T MU TG = | WK 7AW AR SN GO[@S R JCTl-

> 2fSHITTR TRASTF FIOT;

> ffeq teal wg e

> IO TG SGIRET JITRC;
> 3 aférre @ Sgae, o |

. SN AT (Financial research) : PR LT TOT G5 (F@ TR AEF N7l | fSDiT=
SRR T foyefael (A0S 9 P P ¢ LT IO KIS W NS #eqel e
AR | R R IC @ e 9200 G @O FREER e 2 | @ N[ @R e

> T EE ralE;
> R e Prale;
> FTOIIRH IB TGS e 2w |

AT I T @, JPNER &S CFia GRgoeeE AT Praited &=y Ataed TR BofF frsaie

S [ FIN G el e | FieaR TP ARGER @@ /it Tgo afo s

CIFIRETR &l AT (@ (I G AT I[P R IO TG =0 AN |

o7 e

TP To FF O] SHABCTE & (G TS AR Z0Z JIP AT | @ A AT
SR 8 TP RIS FT, g Iwe WdRe, TR GR AfCHTT FETHMT TR TRYS
P | WP GioeT P dfel cFta TR Frae agd i 2 | A{EER Teee G2/
S AbF Prale Q2 FTS! I(F | OF RIS T O NITAE IEGN ARGERT I 2= @161
ST &y THTEwE 18 ZCS 2 | JAGOFCE 2 A5 IS 20 (@, AFINT AT TS
TR {1 | RS T, A A, AT KIS, ARSI @A o5 [rapa Sesme aifew,
e g, Wifde 7 JgEAN oy REea el SN TP T80 NGO | s
04 TP @N ST WBIF G FCACR (O 7 AGO[S I #A00% | SA&rpleT [N [fog Chea
G ¢ FfeTo T [ATRMP I ARDBIFTS 200 | [P NI G0 wrgsy s 20o- el STl |
@ 9 1 PRI N (@I fSST IT ST ARDEN FC (T 75T A6 I PRI SIfRRAT 8 (SIS wd
TS AT ST FACO R | [P AT W G0 GFQold v 20T A Seell | CHIea
AfSDT IS @ elfeFar Teome S ~REFM Iz, ©f efoUitm & F=1ep] b of e ere
AP I AT AR LG AT | [P AT AP0 gl s =01 W1q 77m =1l |
TeAM G TG ML GFA@ Jagfed T | O g, J¥d € WF T T G (OF &
IoRF NITNT TG 27 | FP RN Ton GHf6 (FF 2002 WAF N[l | efodies w2
T el (A0 e 0 P 8 LG IORT AN S WA siezely Feiee A | [fean
TR IC T PTae Q20 @ GHCEF AIINT LTI =7 |
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AI-> \® TRetee sitger wreat, (AfRFiBy, Towy, eFg @ Ses!
- Definition, Features, Objectives, Importence and Scops of
Marketing Research.

@ =

Q A5 T SAf-
> el e TR FACO A |
> fRofels TR GRFEPTIR I FHCS AR |
> I AR ST AT FACS A |

> QA0 ST wPg [IRYT FACS A0 |
> R0 SR sG] fReeEe F90o AR |

TRetoe st TR
Definition of Marketing Research
AR ARV o @Pge GHfo (F@ =G et aeaelt | e o, e icqel oo (@i e sy

[ CRE TN 8 T/ - TG (@ ¢ afeq afmrer 7ifFe o @« ¢ Pras
rReRFA, et , T, [eeae ¢ aferane e w9 | ey gigefn (At @ [oee aaEens
ool Aewllre FE0es | W E @7 FEH0 SEREE HeS aqnlT 4T ZCE:

American Marketing Associations (AMA-2003) 49 0o, “Marketing Research is the function that links the

consumer, customer and public to the marketer through information, information used to identify and define
marketing opportunities and problems, generate, refine and evaluate marketing actions, monitor arketing
performance and improve understanding of marketing as a process.” SR, 26 Il 20T G G effer

TE TG (@FOT 8 GBI A RoTHAT @A ML S AWH-2WI 2 | TF SR M
TR S @ TS TS el AR AR TS TP TS PIEFA PP AT 789 =T |

4TS (*14F Naresh K. Malhotra JCTC&H, “Marketing Research is the systematic and objective identification
collection, analysis, dissemination, and use of information for the purpose of improving decision making
related to the identification and solution of problems & opportunities in marketing.” Srife, el [Tl =0

G GFf> fEvelfEs e I Lo (@ SrwepiR e w03 ©f ARIRCR =10F ©APRaR, [Reaad
GR LI T I AT IR O T Q=T TR |

« ePTC E.J McCarth & W.J. Perrcault 6, “Marketing Research is the procedures to develope and analyze
new information to help marketing managers make decisions.” Srife, ool *[(qqell 2008 O @ “&f® T
WGTH A 8 ORI SAMASAT G IR T O MR, T 8 Reeael I3 A G ol IS T
919 ¢ (FTRY IS FTaTe Q20eT TR B |
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Philip Kotler & Gary Armstrong < TS, “Marketing Research is the systemati design, collection, analysis,

and reporting of data relevant to a specific marketing situation facing the organization.” =&fe, R@e sitaer
T G T Sy TS EfoTe feae, ez {rawd @3k WRARE Boted eferaE TR T =

AFSHTE |

Philip Dunkun @< 09, “Marketing research is implement of scientific methods in the solution of marketing
problem.” SRR, AT 2Tl 262 RoAeIe AT AN (S wfod AT |

ToifE MG S oI el @ f*iErece bfEe war am, of 2@ -

S, TR AT A0 @ (IR fe{ele STpTyT Sieaell 40 =35

3. @ ACIFAR FPFI AL FRFEE SO PRI F4 T

. APTHAIES TIPS O fermareriass f{eaaer 1 23

8. PR ANGTRE (TG Mo L7 @ RSP el i 4l 27 |

SR 3T I @, I AR Sros SFged G T = el 7ol | Kol iqeely oo (orei
SHC R A0 el I & | I LR 20 A GRT, J AR, F 3, F, @A, Fo0E € IR
0 e P41 AR- @ FTF O TR 8 ©f REad F1 foTolf@s Aaiog oo Sade Soee |

ISECRSERIENE SE)
Characteristics of Marketing Research

e @3 foffe e, @A orer M g fSBIEa Ty T TG G2 T | I

(ST A6 TG REARE S AGBT (P2 T AT IS 7€ 27 | [otel ez Ghiferss Fier 2t

T/ FGIE 2 Me@Z T A7 TS [REael I o/ e q2eFRiid ST2Toid &) aAfstane S

IS GAGHA 0 | oiele ARl Ariet 8y 6 SIcetoa Far =@ :

>. AP 2l (Systematic method): TSP “&fs Sepme B o tqgens st sre@ sAfasemr Fr
| e IEEr =@ 9P AME [ o]y wHEe crafens fUwidn, Toite Mar 8 RuaEe ag
AP TAed fofere efstan tofd wa1 1 @ R oitad| & ~RSE 2oRe 8 IRARCTH (@
AffE AfS-Tfs orpre T 27 |

3. fearprrs “wfs (Scientific method): RAee sitgaea el s Reerrre «mfo SPpRd w03 41 & 0T
qF ReEAfefes M fafe T 2 | @ R’y supraE, o [eiwe, [(fey o TR ARiie
TR S I G G PTTS ST g F41 & |

©. TR #&fS (Object oriented method): =i *ItaRel o6 e FTaTe Q=eFIRIa TRRISR BTty
SIBIETS 2 | 519, T, IB @ &I TR T KA AT F1 T | GGy IS SRIFF TFLOICT
T T 21 FAreet FTae QRIFIIne WP Sog=iw 341 2 |

8. AR &S (Muliple method): = sitaer [fog Bt (2t e fofes srafere wapnraz ¢ fausmd
T T | @A S I CRAF TOA 8 FWRY (FOlnd T ol (o7 eFersl, Foa e, Toa =t
QRIS FOFIW AT #CqT a1 = | FCGR I AR, 200 91700 G3f5 IgqR 7o |
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¢. YRRIRFST WS (Lack of consistency): 7o tqgey qraRifeser” SeR AREfFe o | (@41, @
ARG &g HE (@A [ A 7wel I ko 39 =7 | )i, 999 @ 1511 fifee =
OIF 93 el HAfmifere =% |

Y. GRSl (Creativity): e Aqaell 2R GG Faaer ef | G2 FWH NS @ T
NIAF FJGTATOP TS 1 77 | 4P SR, R 7797 elfisfore et *resssel ¢ A
O TS TEIfS =T |

q. T e @ efemt (Marketing research is a process): {21 e @6 RRIRRS afer | @
NI RS «Cof 4ot Afpifere =7 e «ft @Il afwar Rona [eavar 390 = 1 GrF@ @ Qe
PR I =7 O TAAl-
> TP @ AR STorey TG oPacl;
> SUPRACER G I ARPEAT Tea;
> IR AREHAT AR, Tl Heaz @ R{raaen;
> T e @ KA ewie |

v. TATSTR T (Data analysis): S oo AR sfafors [Kfeg ST (20F RaRe O I TR
RIS RTaRel T = | @ IG I8 [fog IFITHR TFOSR 8 Tohod AR 2o A=
A |

5. ST JI]T (Use of information): & @ Ifiie-«q 42 <3079 w57 T#F fofe wa fasiee sicaaer
sfivifeTe = | W SR 0T B Srwey RS $UE ARME O T | AR O @Al TTACT
PSS O A 92y R G20 41 2 |

50 . TCCER JIRIT (Use of Model): oo taaeiid SIaa(o (A8 =0T, @ efieay [ifoy Iee™ M o2y
ez ¢ [ewe 21| [ifog @m wtes, @w=- olifdfes, afefer wrea Seonfma =iy e itaael
PRGN ARG F41 =T |

5. JIUEF ST (Objective of use): AT ITAR SAPET ST “ABIFTO 20O 2TF | I 0L SO
V15 Srwrely el TP bfresad @ TP FGW | (SIS IIFAIR G o7 Sr=y |

R (4L BCACRE AN SECERIG O] (Interdependence of models and information): e (IR J97© TC&eT
@ O TF AT ToR ST | T GRS RGN ©g 8 2 (S A/ p-fAra=iai i e,
ANCE (S SCAF TS FATF eIl 2T I |

0. ST AT 8 FF (Advantages and cost of information): fR=e *[(IRANE EHIF T4 = AT (A
&1 SR R4 @ IR T ol e | FRUF (ora 3 QM =0 It Wifewel FHRT =@ TS | ©[F
53 T2o79 411 9189 218 RO AT o117 a1 (1 wfoet o7 |
SR 91 T @, KA oeaell 4ft @35 e fefes el efam, A Mo R e wive
fafeq o ¢ OgTR Rl TGN FEe TREGE S 48O T4 = | NI S B
FRC o/ IRGHFAR ~ACF Prare 2zt 7=e @ Aoe =g LR = |

ZTfT S B>
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ISRERSERIEACCT)

Objectives of Marketing Research

el sCEel =0hR el sk f[foq 1onT Dfeesadd qar O TR &=y (qeifas afod e
31 Yo “imfon J=F | oo itz =iy, #ieeiys =7, [ewx Afkfgfe, qrem “fkfefs, s Sxem,
I (@ SR fUeEe 41 = | IRTIe SAPSTE STy @ IR AfRbIfeTe 2re g | s
IR ST BTwIy BT AT =CAA:

5. TR siffeger 0o (Formulating marketing plan): ot #ifi<sgmr zeme 1 =01 afsd A o=ew
oy ZCS A1CH | o @R I ~AfRTgar, Ao 8 TP gom @3 of IRARCTR & tofim
Gy QeI SR ST =T |
3. TESITAT ™R &I (Knowing the buyers): FREF O SIS 0T (ST @I ISR TBIRTS! ot
T & (FOl WS oy f[mw oA, @N- I8 @ (@O TR, TEF ARSI, (@FOR Y,
S A @ Fopifn 7o @i Sewely e siczael sifavifere =31 |
o, Rl <5 FFS (Reducing marketing cost): #ed «of6 I3—get e o5 a1 e e,
fea1of, ST @ B BT 2pd L I FACO TF | 1] B& A6 IFACAF ST S A w10y
NI “IfIbIfeTo =7 |
8. PPTIR FIUECIT &S] AT (Measuring the impact of promotional activities): i TR F@R
S ARACAT TCwrey o #icgFell “IfpIfeTe =7 | =TT 2P Fee SAmMEPNR @@e- [eriv,
Gie R, e 2P € SR | QST T 29T PRGY | IOGR Gid B! AT ey
oIy I SRS 27 |
€. TSI ST 79It &1 (Knowing Consumer response): f#iee Site (SRR areT | (ore i Jf*
col 2/cly &5 | FIee A “Cqqel NTS(T oy Srwrely Rel, [ara o7 S Gy #fely F{ch
(OISR I LA AT TS AR ©F QAT @ AT F47 |
Y. AGJIRS T & (Earning desired profit): 246 FATHR TLTT (SIEHICE I AICT Ao FIAZ
T qR (FAIR &) LSS AT e TN ool AT ST SraT |

. 3% 27 R (Selling right product): 3% ereR it fefers o o0y, Afds 3B afem
ARG G (O 760 QT 4@ ARE “ARFN ¢ FPID AT FIGATAAS FRTST F
IRRECR SRR IERC DSt

br. ANCE A=A 8 G F (To make goods acceptable and saleable): I ¥AT6 FS € A=C&
AP A A0 T GRS (FOend [whs SRR I Srmeeye f[{ofee sieqaelr
“AfsifeTe 27 |

5. Ot AT 8 &3 W& 1 (To survive and growth): afewER Jrecs B Al ¢ efw e
W@l AFRNCAT Sewe=ly oo sice Aifpiere =37 |

vo Jifge *fSat=T faz@e FaT (To control the external forces): “RTIC<R TS == @R o=y
P SO 2Iel T el 2 |

5. foe fAmETas ST @o @ AT (Designing and implementing of marketing control): fa=fels
NI SO w7 20T ARTEN S el Frey 7=fre 2og fF-91 ©F A58 F40 | qUHE
CPICA &BIF o5 BfZe® T IRCAGTFTS 737] S0 A1 4T |

52, AfRFEAr 8 TMoNF FHRT (Evaluating plan and regulations): = ke R[feq e o

D

BTG » sj‘é'r_)q
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T ATFSICT 2R € IRART ZCHR BT ©F FHRCAT Swe=y e 37 #AfRipifere =7 |
AR T T @, AT [T AR Qo @ O AR FLHS IO FICE 900 AT =55
7 | RO AT FAIFSIF [T4fae 8 S IRART FAT (7 (SIGR B VAT N(LEF YA & A9
=7 |

ISREERISEEIERERS)

Importance of Marketing Research

e oitmenr fetam @ ey e #foe Frare gzt IRGHFTRE TETO! FE AT | AW 8 T-RY

(FORT I, FIT 8 (PR bR, F© AR B IR FONI €T T AW TS 2oyl feifawe e sicazet

NRITS! PR ACH | GRGT #6ly, T, a7 @ Aoly FRRAIR TFHAE $re foiel el Mo shean 3 | faeg

fafee vf2 (19 (A0S oo Siqaele e 961 T4 20T

>. oA fadfae (Determining need): #¢ S @ AR =08 (SISIM TG IFF o =7 | w2l
(SIEME TG, TS, TR AT, T €7 TR (S (7 0 St 2407 Saw 8 el Fare
T | (SISIMA ARG @ O ool AT T AN I |

. 9 7 B (New Product Development): 9+ #/¢ Saaiw «3fb &bt Sl | (OT&Itnd i, siew, bifzwl
@ T TG PO TS T | @ FFT LA fOfGre 919 Tyae e 20T O (S[SId (760 Q=AY 2 |
U@ T2 ot @it wfds Prare e ey @ |

. SifM 7RI (Demand forecasting): RIS SR BIfRAT SRATHT FCF @7 S AfPGAT ez
8 IR FACO | FARA AR A AL (O Fo, ARG, TIFo] Tojie +Aqfew =7 |
TRPICIT 9T LT G FRGF® O TR ICH ST bIfRAT S 4T 2ered = |

. T&O 8B (Customer’s Satisfaction): SYfE [oitad «ofs wwgrd aw Tk (FoR T&E | [oew
NIFIR TGN TFOR P, ARG, FTHIS!, T B0 IGJI FF (S (T G oAy Sz 8 o
fRe{cle a1 20T 0T (O EE T | ORICT IO e I 1 IR AN OAPRAR A (T @A Gg
e (o @fE 3w w1 =7

¢. qree Refewad (Market Segmentation): JTECR 761 (Ol NG WO AT #1¢ @ G e a1 787

T | ORI AR ANGTOIT (AT fofere few v o) AN St ¢ A1 GRS e
oI (@7 (T | oo REO TGN (OIS IS OAPRAR a9 Tl qrane Rrefessaed il
q |

v. WO18 qER 15w (Selecting Target Markets): 1454 & [efewate +7 @i o7 AN @ vl
A FRAGE WA A [Fori@ O o6 [eetad o fT=ifod @ | [eemeeiee sikan e
feer faioeTa &= drers(s qres fRemes (o YT, (@Fol o, Trwyel, 7w, 6K e T«
oy O GFre 27 | {70 oitqe Kol G9ig Oy RGARCF AR I |

. *t (3BT e (Adding Product features): (S&tva “fiafee @b, Sifenr siew Sonfnr sAfiaecaa
e (OISRl elfsfare Toq g bR | q&wy (BT A AL F97 797 () I& A0 T | GRSl
Ao it AR TS #TTE A T o« (BT IR A ACAG | U ol el
HRAST FC8 A |

Y%

[o.0]
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v. 5 fAxfae (Price Determination): FIfe® (SISt Wk, @ISl , AT & (SIS F© T To 24F©
Eoiv Oy eI AR NLT =S Gl R | 0 (OISR e (wxifael FT -4 = | =i oo
NI LT PO YT WA (OIS ST (e e F=7 sMfeqeraa Frane ezt w41 7eq
7 |

5. R AfS fefaet (Determination of Sales Policy): afedrem Rer Mifs [(feq wag e o | @©
TM R 3501, (P MRS [ 07, (FC (@IS [PlECs 5 ARCANCLR R (2, (FC (FC IR #Aely
ez @, @ A AT GRFFE AT TR | GO (SIFIE Qe 9 Ao o]
TRt ool SRR T GACS AR | T (SIS oy ST [y Afefvaiaer F1 789
el

50.3% NS fxfast (Determination of distribution Policy): #f&o S Aoy Freig 3% F1 23-ferz
THT-P0R M0 a0 S0 701 A1 LA FRAM W 21 201, T e @@ =3 0 Sonfn
fraie T feide 2itqel STRRe! 0 A | G-Il [l IR ML TB RS OLPRAR ¢ ©f [ree
(R IAR @elifet f=foeT, (ool wiw g fergel <11 Y |

5. 3% &eliferd Wl #fE 7 (Measuring the Efficiency of Distribution Channel): 3%+ elifel sww ot
TSR A Ay (MRieer 54T, AT ERr fow 69 @3k 3% gelifer effs (ST (P17 e =it
a1 o7 ©=y e ICTaT= NLTT ST A GR SAEC ©F AL el I |

32,8979 NS ffa (Determination of Promotion Policy): 1% &M @1 29719 TfezG @+ s1iaa 2@
GFR (I TS F© JCGs W 41 I (7 [0 PIaie Z=el &y o0 iqell S | 0 (SISl
CRMITETR AT TR (0 2T ifoferfae F1 789 =7 |

>0, PR FEFIESr #AfFAH (Measuring the effectiveness of Promotion): 20T SRR IS
SHREICAR CFCQ o160 0Tl eyl BNl #IeT 0a | OTRrel fReer=i el s, e 2o e 3
(AR R4, FRGaIAR ST ATRAST 3311 QTS (Pl , SPREA FopF TeIad] AR LSS E0H STl T |

58. &St fRTI"S (Competitor’s Analysis): afedit eferr fbfFesa, Siwg I6u Fhe, ofme
AT, ef e 7+ ¢ Va1 e i efsrariiong effsfim Raw sapkar @ efsrmivs f[Resme
FACO T | UHQ [0 el AP FRITS FCH ACF |

5¢ &R (7K @ ef AR (Measuring Market Share and Growth): e sfegeT & rems e
(PO TR, (P I R, A& TR o 2 IR SRR e TR (P2 Tonfv 0 Il
Gpfal | fRoie AIRER NGT A @R SRR, [eeEel ¢ e [t cofd v A1 Redaadies
Ao AAfeear azre A=RT I |

Sy, T S5 (Buying Behavior): (SISIMa @ S6ACCR A AN [ e o sifaagar goze @
FRGEN Q= FAN = | AT TR MG 627 Fe@R 8 P RO MG {7 HRGR (SIS G A6
T I AT |

3. 79Tl @ FEeret fNfaet (Determination of Strength and Weakness): 29Tt Srefefas M aeTe!
ST (P TR GO AP Tl T+ @ACS A0 | Ferole gl ffare e sael ewgad g
AT FCF | TS fJoeaIar 391 [T 2R 8 Ve WS AR AWt 229 FA0S 20 |

ZTfT S BI-55
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b, ¥ 8 @ fufae (Determination of Threats and Opportunities): 37 ARTF @IF @ *d
(ACF T AP BT SR AR (FIAR I FF M AR ©F oty S@qe@ qrpew Hfrs w41 a9 1 @7
T BN (IR T FICE FACR G ARSI ANCHA 21=el F41 78 = |

>5.Frare &= (Decision Making): [Retemasidice ey T [fey fawa ofte e azd Fae =7 A< @
R 2 TGl W7 Prars AR 27 1 | Kool Iwell AT 8 AARHARIN 27 FRRAIR I P aeret
oIS ARRT 67 A |

0. e 57 f@ (To Control Marketing Cost): f=tae ey f[ifeq el a7 wfide A | IR
TGO P17 ol 7 [ 33 ©f @ =k 691, @ == ©f Iei 2P F91 I/ Torin A
fRANTIRNCE NIF 2 eI FF A | TS [RANTHIET 7 TR ST AVCT 27 FACS A |
ARCIT T IR, A RGF® Prare, Aens 70 R, R ¢ e ARfEfs Fore, 3% e
@ ReaRe @ IR Topifv et IR SRTEE AR 8 IRARCAT Sy e icqelt
ARG 4T =T |

ISECRSERIERNICO)
Scope of Marketing Research
A 2RI (AT PIer 2 O @z FAR - et [esme 303 Framee (freier | 2w [ staema
PG AN I AR, (SN 7 NGNS TS FCH YR | A TGS HIIN, T (T e, IB el
f&Ioe, @I (e @oRi Ropifn fsee TR 1T FIGR [ oItqqe AeoTgs | O I A foiel
NITAT WP 121 8 FoAfa | [ i et w4 =@ :
>. M IR AT (Product Related Research): #elf sitagell ool sitawel SRR @it wged
| 2y TR@Ee T ey TpnT BT a0 ©f TGS G IN-Y AMCFH 7 AR FCF oAy
TR NI ARG AT T | ToH 2T (ol G, ARSI AT Qe R, I8+
AAPTCRT befe [A fomelel, 7o A ORI IRGF® JRI T e-Sigea sd e oy =nge
TRfEFR G AR @ fCerae == Toyfn Aoy Seqqe Sres Sra=y |
3. A@f IR (Potential Market): (1T TR ISTT 8 FWIRT (FOIF FNBCE AT 0T | (I 261y AT
R FopP G R4 qCe O i T @y Ko sicqqel sfivifre =11 s st gy
ISR ST 2 T O Pl | (el AR oo AR el T 389 =0 g el =S
e 91 3189 2 | A FRGFE NLIA AL SR e
> 25feTS ST AT STwee RTsEe |
> o e BifRAT o= |
> e +ifeer @ AY=e PR Sy i |
> *{ely Jrecs CafBy ffaer i |
> G S @ 7T ST f{reaer |

©. T [REFe WITN (Price Related Research): (1N 7y 1 G/ Rivwcy e odteR F7 07 |
o SR [(feg T fte atE @R RSN SAMICTR AT TR 77 TRCR | ©IR

EE i-20
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ARSI T T[T TAMICTR L N LHR ToAe IAAL GFg ST T TP | ey
1o PG AL SIS S SR AL TS (@0 T 70 S S |

8. wfea fdfse AitIT (Motivation Determinant Research): %7 T (0@ (SIEHA S T
TFR N F919 T o™ oz aagel Soii< | (SIFRT (9 AFD 217 T T2 I FACT
O (37 (I AP RG] SN2 ZCET @ G0 ACITAR STy |

¢. & RSl (Personal Selling): Ifes [R@frer [orm FrfdFrm Wt swged Iw | Jfew
o™ e Boia efeitae Teerel SR (8 30a | B2 Ifes RerEa wvel Toted &)
NI LTS JCACE |

v. fJ&@™T (Advertising): R stqaene [T IR SNeoge | WEe Srwmeey e aicaelr
ARG T4 23
> R@Mta el I (=l 2RICE5T
> effsraifreryEe Reeeq ¢ e sRems [Kome
> @t s =&
> TIBTS*AIeT 2RI |

q. @ 7RI (Sales Forecasting): Redaat efSHpmR SIovg =7 ¢ R e oy smiR Sfay
AT | O OATST G TAM ARTPFAT 2oz PG 6 POIE Ay & GR RFaa=Iens &= (FI6T
fafaet T Someay [Rara “RIqE SIS | i AfoFod [Raw =[ique tofm & f[eas e
BIETICAT TS |

b. R 8 3% 5 Res=e (Analysis of Sales and Distribution Costs): afsditas Rerar fifshra o
SRS Mo [Fera @ 3% 73 IR [esae w0 a7 | vgwe Qe [eres wfwe [eead see
R e =Ry 30 99 |

5. R @1 (Marketing Audit): ot 831 P e g aemeg a3t swrow fofe faea
Jler I | Roter w1 2@ @I dfediea e [t srfafer @fie smfesar | @3 e
LAFSHICTT TS &R Y [ Zele @ 75 TAm aet “AffEfen v Wi erete e
A |

0 Rf¥¢ T & AT (Research for Miscellaneous Activities): (It 2fediteg o Fi@w
HIFTE ST TN RO (@ TPYR TIA 20 ©f TN [(Afoq  SAPRAT TR S8 aaell
BEICAT =¥ | ST, SRR, @A A o6y ¢ Aty fawe wfows feewer, faar o+
GBI, TR 91 Ry = o[y fayfae, FRalfE NRA-Fa 81y sl =R awe
el I ARG T @TS AT |

AR 3T TR @, RN MIE NEST WO [T/ | (SIS BB NG #ICH) 2I¢ly AT G o]

312 ¢ =fe= (wel 1 efenia Ty Retely st =5 |
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/o7 e

L JPICIR AN FHRES (@A 61, (@1 2o TE© TP I Sioel (@1 [ 770 I 7oy
TG LT (IR P GAT O A SPThi FRGET ST T O S FPA ACIE 0T | (3
g e oitgEene GG GRIR ACIFE | | o R FoTo (STe Wbae FRG@ A qqel
=Y | BT GRR AT I ERI, AR F T, FI9, @RI ¢ o F7 76 [ 741 17, 9 7o
O TREAZ ¢ O [ T Ewelge omoR [ itqwel ey A | Ay Tk e, At ¥
fadael, R ¢ e =fifEfs TR, 359 ao@ @ Reee ¢ IR 2oy R SrEiReR
ARG LR & RBIRCA G oA I AT T =7 | | ZAeR Kool e o (@ i
SR, (AT 7 ANGOS TS CH AGCR | #Cl) TR I, T (=0T &R, 3B 2o [&ivey, &t
T 2oRT Toi ool TR 37T F&2 o/l AT NGO |

TG BI-23
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RN ([ TR cfaRer, IR, 3y ¢ e Afd R aR
NI @ o AT W0y Ay
Types, Functions, Importance and Steps of of Marketing Research and
Deffence between Market Research & Marketing Reaseach.

4]

«q {1 A
o T sitgael fafarer 6T Face AKeE;
TR(ele] SICRel I JTYT FACS AR
TRIel #CTFe BT TICF SIS AR
Toferey o1aEel Afemzr greTR ResEs Fa0e =0
o I NI @ el “{CqFeN W&y =y FACS A |

SERSSRIEICCIEC ]

Types of Marketing Research

o TR @ (P TPTE PR CHEOH, (@O @ Wb [Reewel, = ARTSETR o[ FiF Sl
B @ @I e g2ee SR #0%) e sitae Afavifere =311 92 14 Naresh K. Malhotra
T 0o, WIS e oA e wads e A | q2A- (3) Ty fEesad g (R) [eee ey
ST <B4 |

oo MRS QTS BCe O 41 AT | 06 =CPG NG A0 IR SAG =4 BT 20

ool steEelt
(Marketing Research)
v
v v
T R sitTwel TG AN TR T
(Problem Identification Research) (Problem Identification Research)
(i) By IS eI () Fefezae e
(i) e CoraE SRR (i) =y s
(i) T ocTEen (i) = eeIFer
(iv) <rems cafigy sicq=el (iv)  epT= sieEer
(v) foer faceer sicaelr (v) 3% e
(vi) e St siegEel
(vii) IR 4R SeFEer
foa: R sitgens ke

Source: Philip Kotler & Kevin Lane Keller, Marketing Management 12" Edn. Pearson Education, Inc.
2006, p-103

e ool oitqRes faftere [Reifs Seesar T 2e:

BRI B1-20



e T fmfmyie ffaa cermm

>. pnT fofFewae AitaFlr (Problem identification research): (8 GBIF 7T =& 3T fofFewacad #CFy
ARIDIFTS TTACT P DfFosae ael 01 | [N FoPSTT FPTE I8 = @ e (A
R AT 71 58 ORGTe g4F6 AP (74 FACO AT | @AIH- AR S I K, (O[S PHa
SRS ey | e ST TR fofrewaced sy ARbIETS ArRFecs TP bfEesad srael
T |
9 & Naresh K. Malhotra 96519, “Problem identification research is a research which is undertaken
to help identify problem that are not necessarily apparent on the surface and yet exist are likely to

arise in future.” SRR, “ST7T FHfFSHae AT 2P GNF IF ACNF T A A T R GR
SRS @ €Ite A@ @ RmyNe e fifFewad serer wwy Afwifte =T e
(i) JreF FWIE AITAT (Market Potential Research): (FF ¢ J GRAR IS 8 IR (FOR
= AT (@Ol s
= TEHOE (I ACR;
= TEOInd Fid, 2w, ey ToyI (Fw;
=t BIfRMIR (@fFre Rar Fops o Ats;
= S BIfn SfEITe (@R AR WPITS #A1td 3o |
(i) ST CRAF AT (Market Share Research): J&IF (<RI IR (@K a0 &= (581 41 27,
CIIT 2eT—
= R IO ISR I T
= ANRT e R F0;
= SRS IEE AT I 4R RO APTS ANE;
= G TR I T =S A
= T AR R A0 AR G ST FAT ATE; T |
(iii) N I SRARS I (Image Research): AN @Ifs efSBITAR ST ST (7 | FAN
IR T T OB T RAT Foq HAT = | FER 7541 AP SIF A FAN <
AR BB 6 | AN I SRS MIFAR @R RE QI (GBI T = G oA~
— 2fSHIR &S (@Sl AR A (F;
= 2fSHITa 2fs WS 26T A (SIATF 20T [ FEd s
= TAFSAbF WASRCT Pl 2fSABF T4 I;
= SRS MAOR ARTO MBI SR P13 Toi™ |
(iv) o= CIf#8F “itqgel (Market Characteristics Research): I[&iR ¢l (I #ff I GRAIF IO
€ I (PO AN | (O (AHBIR FTO &R (AR A= | el ey el

= (@Ol MR, SR, TG (Fa;

TG 5 BT-38
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= (FOIMT SI¥, P>, 7TV IRGEE ©;
= AY @SRE CFE (@OIN'S AOAT (F;
= S[Cea eifoTar R, Caf*iEy; Teopifn |
(v) feers o sicg=et (Sales Analysis Research): @ Reae «itagen @R e @@ (81
A=, T =CI-
= A SDITTa IS e =Ifitret @ w;
= IO R Jfad T F9;
= Rea S ISl AF;
= ReeSMa wFel FO5 W
= &0 @51 Fufaer 8 sieeeiaw, To5ifnr |
(vi) ofRER AT I (Forecasting Research): SToTs ST {TeEceR Mo ofkace [Rew
AT FOFF ITCS A IACO AT ©f ARWACAT G @ el 2GR T4 = | 2T
= 7 5T AL 1 IO “Ae;
= SRS Jt 2R Aelf eoAme FACS 23;
= oS W FO0T Y A1 ZFT THCS A
= AT F LR AITST APTCS #A10S;
= SRS STl (T *0<; Tof™ |
(vii) IS Q=T St (Business Trend Research): GPICH Sl <00 TR 6« ST | w0
IR KGR AR I A WIR @CC @S A | JPEE @ QR GITS] AT @
= Y& ARTE 2o (F;
= TOISIVR P>, 2N, TIHNO], T NOJ [ IS O3
= 2T (R SRR el F;
= fSIIFTOR 499 FRGFIE AITST (FI;
= e S{faaeeR S SHAmitaR Sfiare eqersT; Tepiv |
3. T fofEesad sitaqelt (Problem identification research): o1 W=l FEC 20O AT | (@N- (&
AfS, AGACP WOl (FOR AR ARTS Fojiv A FEGI G T Swe*n @
NCIFO IO 1 = |
@ &3 Naresh K. Malhotra ST, “Problem solving research is research which is undertaken to help
solve specific marketing problems.” SRIfR | “STf NG I THR GF G A&l A1 FAwe
oI ST ST G ATBITS 27 1”7 ST FAGICTT SCwre=ly PR el “AfpifeTe =7, @estet
W‘
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(i) fRef&=ae T (Segmentation research): fAefewae itame™ @R a7 TR (G81 F41 =7,

CTTE =T

= I F @feEsR fefers e fefesae w4 am;

= T QR fofars feferad wate o AfeditT & TR0 Q& arosee 203;
= JGR [ONT AFIATST (N 2(S;

= 2fSHI &=y (I e ot MiFFena swdar; o |

(i) =M =TFFN (Product research): (@S TSR T FICO FHY AT TN I\ A% 0T | A

IR (PR T @I (537 ST = (T =T

= AR fCEIET R, TR S (I TS O
=> 2Tl A To I DI (AMRIBT ALAE 3T A

= AT RIS S (ol BT IOICF AR F1 s
= T #[eela AT AR |

(iii) 3FT I (Price research): (I 49T I CRIT RN GIEF© WKL F7 0T | FY GEwT G071

Gifbet Qf R | T IR NG @R RE QI (b8 a1 =, Tt JeeI-
= JOA T TS (O WA (F;
= SfSTAT AT 3FT AT
= T A & (ol F A 3 e 25z
= 5 1 Ao = T3
= TR I Ao (wmorrs elfsfa wifimr a; Forifn |

(iv) @RI “ft3T9 (Promotion research): =197 I Gl TREFG O I\ (FOITHIT GNLAT AGCT

SIAACE AN G ATIDS FAIK THBI, JCET ATIHT I AT | 2P IR (@R w8 &g (637

= ffeq epmm aifsaitam sdIRreT #ffawr;

= AR (B AT IO Gl G 41 TS

=> ZPIR NI<G 8 SO A F4T3

= PR S (ol SR A1 Afsiawr amR, Ton™ |

(V) 3% AT (Dirtribution research): $eeiifrs A1 [KifFs g (FoR 0 (H=RIER A Tive e

TG

31 AfSHE I AN 0T | B QAR THOR B2 [FT 8 T 6! WSq 0 | I

= JOI IB LA Aol THR;

= g I59 LARAPTR TR

= e AT TR ferefaer;

= AR MG TR

= AN [P g IBI1R T P2 g [1o=T; Fo5IH |
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AT T T @, o Ty ofTesas 8 T ANLF-9 TSHRY ATV & SARAERS @ (I
G 1 G T AT 1 T | TS LN (A RIS O KO ey oAy sfeqzelrm
7] Tofmeaae @ ST FNIY 78T T |

Rt st i
The Functions of Marketing Research

NI OB &HeT @ IR el | IS [oper ef et (e afstifaeT @ifens At
¥ afstarTere (HIRE TS 2002 | FET AR (@A ATF AT B A2 o 20T ATTR |
Fieee w-Romf afsareifer Afweim @iier o afedms [Reee tamer Fhew a2 A 9w
A 206 20BR | 916l 2itaaelis SR [es A5 F41 20 :

S. TAPPIE g (Connecting): RS «itaa=r fsfeica [ifeg oFFoiter e 2o ¢ (@Fol nepmRd
THMRSTR WL @RI I TR 6 | @ @R o =13 8 (Oretnd JTAE T
fafen w2y e Fea yk fog g vt Sffsrel gaieace FRITs! |

3. O &N (Providing information): SIta< R &Pifee SC0d Wit o Spida 2 coreens
el qMeTd fTSaEmrel AoFerd ARG F91 WIAW - (| I Fx> Ry e
SFEIC TAMTPINR GR (@S] 8 (SMSMF TF R[Sy o emie I | @ Oqate [ofel
AT IR TS Q7o Rl I |

©. e g2 &e® S (Involves with decision taking): 26T S SRt fste itaaaar e
o2y foiielel 6 FHEYS O THIACRT T A ACH | SR AL TS (AT IRIYZS O (G
AT I | TG ARG 2GR o0 7741 e Q=20elq AN Sow AT |

8. Afrwea M I (Creating facility of training): TR MITF IR FIGATA T T Frare
QBT A TT© AR | @ FAF IS oo GIGAFa &) SFood ¥ =FCoF R (ofd ¢ |

€. FF] @M (Adding value): e ota=er siea e sfsfie JRdr ave s efdeg @wa oy
Q7 FICS ARITS! B | 2T A SFIE] LTSI NICH oIt Sfofes AT (9T ATH |

v. WY wEfefes wl¥ef (Jount function based orientation): (Feltna Atarew 7l @ AT
AN T G Ty e vfzef @ty Iifefes zear e | FieR afsv ey s
TT-BAAT, T 8 Ty, SR, 9 @ Sy SRR e e Sawens @b A<
o |

ARCIT =T R, I efsrifTorEe [Joem gw BrF AFce 2@ I [ «itagelr SR

ST ST | T e el g2 8 RIS [{eee eae srRfafm ewg e e 3 =iz |

[SREERISERIERCEE)
The Role of Marketing Research
e oI e ¢ iRt fwietea Glfers SurRatel WS TENHCA SR T (@O A | ey

(FOMA WG *MeFae 8 TFERUT TAF @y (MK | TC (TR TR Ty
ARGPIR *AGHI GR [RAN (@ ¢ FPIOMR IRIRCH &= [ofely Jg=wend T oo
ARG = | IASIRYCT 2T (@Ol , TR, S G Sy IS * SR T F O &ATe

BTG » sj'é‘[_.}q
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=7 | Ao ey e FrRee Kot agreices e e ¢ ke oie S arenel Jia

(ARCE | T~

(i) i e wiwsifes =i oy i e 2, s wPy 3w el @R vE-9EIees e
T SAPRACR G o1 HIGATHT ST ARG = |

(ii) coreitnn =i AR @ ATl I AN SRl Bl Aoy @ Wy 7o Fees 2ifs el @
G (T o1l FIGFMT (P oF O ST AT 2T |

(iii) afefrre efsifrer I shearm R Ffoata SIS FF [etaw FIgEwwa = dF=
O ATEr =T |

(iv) ~AREeR ToAmeR wfkE Fosd e ~fiR$e reA [eq JRgeFea TNcs! AfRE=He

oy ST ARE =7 | @917 O TRAR @ e &y It Ter JF |

AR @, oI IR S TR AT O foiotel F1 G G AP, o, fRsaeary,

R4, Ao R FFH O TR F40 | I effsramfonF At ok 78 Frafe Q= w0

fReteley <> effsfarrs i sieara Ao S emITs &y el ool efaem =7 |

foeo e sicens fsl foras ML SAge=F a1 = :

T PR
o O[S
QW
o TRICZTRIN
o ARSI
oty o SIS
. I I I oﬂ%
:;L:rm o afstifrer
o AT U7 R o I3 @ R
o fager amr e arzet o T © TTOE
- T
I I I o JAGLANSF AT
Rt g
o TR fFefewmas
o TSIT e o
o ol 0
o IS ¢ g

o 5 fsterey otcaelia T

Source: Malhotra and dash. Marketing Research, 6™ edition, p-11.
EXSTIgN jérr--w
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AR for@ el AW, (@FolnR ArieTR e T U TEBRGCTR &y et Jagitsal F8IRy AT
T[AE Prae o=, e fCofew, oz JaR &by, [ea F6ha e azd ¢ IR, [oee
FEETMA ¢ fagel To7i AFEEA (@I FTale a=e T3 | ey [ee seeomz- o2, 707, &7, A0
8 IBCR i f-efsfaam T « w@aa Frae gzt 41 &fve =7 |

SR, SRR RS SAMPRR @- SRAifs, 2@ efswifer, wgT ¢ Riae, Tmfes ¢ MFes
TomIe, AEafos TAMN Tojine Frame ez wiveTer 38 e | wueif, [fey @ PR @uE- corel,
I IR ¢ SRRERSANS ool 38 e |

AR 3 TR, IS AfSrTerF IeaReresad FIPR BrF AFTe 20 [Hod I=FeR ofiwl 7os s
Z(J | ©IE e Prale aeee e i@ees o smae |

Rt sicgelr effer

Marketing Research Process

e T GG BT AT | G AT T (PO NI R S (BBT T =T | (GO
AASR ABIR I ARG IS 7 | NIFAR @ GioeT A Fhoo ATAE T 2MCHA 4= 8 S JRAICA
ALGC oo wicagelr elf e =g =20 |

AT @, oo el afesr 20k = (o) & Meweam «fo b, a1 @S e s swiifirs
PSS TGN | D e Tesy el elfemzms Aneso1eteT A= FC Ao F1 =C:

A RGN

|

MPTE B S

|

T foees el

|

TIFY 1 TG WeT

|

TS SEesae 8 e

|

AfStame Cofd @ Togrelw

o@: fRefae sieaae afern

S. IPYIF R&Z (Problem Definition): oo o386l ST QAN AWCHFA (R TPTF &G F1 |
TPTR RGN 00 R AR 3051 74 feifve [3fe e Repe sicgaen seme e
TAMPTR fofosaire | R MY TEE FrRIME @R [ aeg@er sweue ffme

BT Pl-3
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TAMIPTIR DfFeaarem FT TOfT IR G | AP TR (@ IR P Z AR
Ty, SRR S0P @IfeFo!, AT STAF @9 R Fraie a=ed Foitq o2 (2R 41 2(J S
R 1 | TP TR AR GGS [[TRGTE 2= I-

= Prale SZePIRIR AL A T3
= R TR A ATFISIE;
— TR Toire Ko @9
= DS QOGP IRl BT, T |

3. P &BIF BFFT (Developing n approach to the problem): IR @ B oo ST AALICTR
T GV T FACS T | ANAE AREINR G ANNE fo@ TAgHAT e TOUR 2B TEe |
TR B S MEFfs Rt ite sepe ATT—
= Srrrfofes a1 S SIS eorw;
= REEeTeS MePTR;
= AT P
= TIFH G
= ARG SCAF (S |
ofEfs IR ¢ FieR ReReema AT SAEHT, MR SoAted [eame, wadna AEeell @R
FrfrEET Reavar 7 il faonfe 27 |

O, AT fEenST T (Researc design formulation): st3ell fS&rgs eferie 20bz ot 1wl efieaa
COI ANCEFA | Aff eI TN ey TRIEACT QAT Oy N Ty [mifre effemn | @
fdfae a1 qR Frae 2209 T AW O e I | AEIAR ACMASRIIT 60 &)
2uoias IR 8 TR g 9z T ST 27 | AFod ADITFeR Gy el ez
= TG ST e fx(fae;
= Wi Tolre ReeEe;
= QJBF AT
= ARITEREF ToATE AT I fS;
= g fTeas;
= TARA i ¢ TR WE e
= Toffe fReeEeed e, Tonim |

8. WoFK A T8 AR (Fieldwork or data collection): *IIqF F$ RFS oI 1 ef v
T ToITE TRATR TG® A | WRAF I FUCAT AfSHTTH IR0 NI AfSDTTa Mreas Tire
eaZ T = | TATG MACRA Rfeq ToARPHR b Srard F41 20wl
= JPES AFIT @24 (Personal interview): T ArwieHR [(fog qfers B, «fr st A

FCHIER TRITO 92 [ 27 |

TG ‘jﬁT—\')o
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= ofemiefes =@ geiF (Setting telephone-based office): GFTTF a1 FEATHTIR =IOl
A GRICPE ArFIHIR a=d 341 27 |
= TIFACT (Mail): FHreT TF g GR PR IRE@ETE e F e s fefers
TP i~ Q7o 1 = |
= JETRGE S (Electronnically): SIS T -TN2E SRET THRCAGE MLTT BTG TR
=7 |
TIIE MATET T NI Tele] fSaed | ©12 Mo MIF foe, Oiena aiférwer awie, SgRdi=
IR FEST FHRA I = To[€ TRAR P T[T F ACF | ORGT, NFACHA Sfbs o A
TG MR Afer SV 91 R AAREEA S FIe Yol Fifre T [Fwr @7 7o e
e |
¢.TH1e ggesae @ fJrasd (Data preparation and analysis): @6 R oIt=elT efmE ofwes 4rof |
TATGTR weaq0, Toffe AL, (I, @M R AGIRCE  SRpe 33 | AfSG auier
AT AT TSP 2] AT T T TR TG 2 IR T VDI |
. 2f ST eEeFA @ TAHT (Report preparation and presentation): «ft e sitagelr afew=
T qro | IR oy e efstavc fefere wiffere zenr ewamem | ate AR e
erieT fofeaadt, Srites 3T 4T, Ao w2y, Tire ez 8 Toire e e Afqrafoser
R T T ¢ wPgel AR 9T 411 =T | AT TN [KR@fToed SAge Fa1 20
(T FIAYGF HE2 P& Q=0 A EICe FIRE FACo Al | ©irrel, oy wiferr, =, 2t
I CTIdE FIRT I JGATE FHE G TRl ¢ Ao Iad Gy GRS TAGE w4l T |
OIRIG!, =0 2t FeiieeeT @ effisrame (o W ToIgIota &=y RTIACAG JIRIT B (TS AR |
AT =T T, oo aeawer afees « o Rt Remfefes afe e ad s z=re «g
Afefl smea T G ARSIk | T SMEFAGENE &S *MCHCAT AT ANCH!
&1 Reaver 1 Sfbw =31 |

R ARTAT @ Rofeley wicqela Weey =iy
Difference between Market Research and Marketing Research
&R NI @ oA I G = | A IO R AN el SR=if<e=rg | =ep qrenrsr sl @

oI IR 0Ly 2NFTR 90T <Rl =
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MR CEREEE) BICERC] EREERCHL

LR AUy A CRE (PO TS ([ | Kol IR AT 77 T =CF T1e
SPTEH 8 A I @ AOF Gl | TRAR @ O Rexwersds strwen Jf/Foe Fae
Tl A G I el = | ool oIl e |

gPfo AR AT PO AT AT | ool 7o 46 wfoe mte @ 39 @
SCAR] RG 8 IR | GO Y9 @ | (FeaifN cimis Scdel w61 Y |
(TG Aae S F47 AT |

“Afafe e AR AR (T @A | [ et ARl qeE sieaEem e
R AT RAGT  NTFNT GO | AP WIS | U A AFIO AP
e e | G (63 I 2 |

SOy JEE AEEAR SCwly = AR | oo ANqqAE Sewrly el [{ofeles w75 41
Afefy, ofe  epfe,  TEARTST, | TRy e T ACS @I TG A L |
sfoNeTer, TSSO SRS FHH
e & |

[SITES e I (RRAIEPSIE ST A1 | | oo AiEwelt @it qAies afew |
qeE Reewad, (@Fond Wb | A G, T T, [{ET @ @ oy 35
A, SifemE R, afosaitier | FR® ael |
TH1R ¢ SRR I ST |

BRIk T #CIFN TF SCATFIFO TN Q| | KA NN T QT TPoIed (# 27 |

AR e IRl = R oqwE | oo AR Ay AR |

T GG R [T | NTITNT ATFCR T fTSTNeT |
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o7 e

o/ WGE @ (@ TPTR TR IO (o G S5 Reeaet, 3777 “6caa e o1 &t
o @ @ Pram azre el e [eee e SfimiFte =@ e @S Naresh K.
Malhotra €3 Wte, WG e [Roels “qeele Moo &ie® AT | T2 () T fofFewad @ ()
A TP AN T |

NI GG Eoa 8 e fw | I [ore efedeis R afstfrer aisifens
AN T efstarTere PIRET A0S 200 | FE WS (@G ATF e B AFE o
0 ACTCE | FE2 @H-Reaf efstarifer Awea @ifens o=y afedm oo sawer s
2 T ALF CACIEN 200 R | [T EFE @ (FF TOTE FEA SHEo+ (@O & SA6I
ReEel, 7 AR QOR TS &l Foy @ (1 Prale Q=ee TR #wy [qees sieaael
AfpIFTe =7 | UTS @T*F Naresh K. Malhotra €3 Wto, K6 Fee {2 A@@emm oo &iew
AT | TA- () AT DfFewaer g3z (R) oo T T4 417 |

NI GG &oaT 8 e ofw | I [ore efsdes i efsfrer ausifens
AN T efstarTere (IPIRET S0 2002 | TET A (FANT 0% AER B APIR FioeT
T MGCR | FIE2 WHI-Rent afscareifer Adeei @ies o= afeome Roew a@eer e
2O T SEF AT 206 20X |
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PRSPl T S T e, o, BT R 1w, Rer A o Rete
N < YR O AT, Retei o 57 8 Pt i siwfen Tog oA |

Definition, Impotance, of Marketing Information System

)

Q A T Sr=Af-
o o O [IYE IRGITH FACO I |
o fIoa O YR IR, PG YT FACS ARCI |
o PR RIS *&fo FPIF GFCe I |
o IR IR @ oo ©2F IR Ty A1y FACO AR |
o 1o O F9Y 8 FTaTe =TSP Aaiod WKy AL SIS AR |

ISRERACIEEER R
Definition of Marketing Information System

igf efermeETs FAR AR JGRS Afefzrs [Kfey swrgd Fae gz Fare =1 | 9 e
SO AN Tioe [feq a0 TF ARG = IPT FCO [ N0y AT LTS | O HIGR
Afefmre w2y e, Reae, T ¢ Fra A=oF[IT W0 TRIAR o4 = | [fog o~e $93 ene
1ol O YR PP IR (R Teerel Fel R

Naresh K. Malhotra @< TS, “A marketing information system (MIS) is a formalized set of procedures
for generating, analyzing, storing and distributing information to marketing decision makers on an

ongoing basis.” e, e w27 g1 2R GG AT afr T W [oes Fraw azemaoe
A0 faRibeeitg w2y Beofwe, fUee, e @ 35 F41 77 |
Philip Kotler & Kevin Lane I¢19, “A marketing information system consists of people, equipment and

procedures to gather, sort, analyze, evaluate and distribute needed, timely and accurate information to
markteting decision makers.” SRf, o1 ©2F g TG, T@ATS G A FTR =T o T o

PraTe SReFIRITRTS ST, TERNCS] 3R I 2 eWiTas &y ©2F e, Reypt, Reser, s=rre
R I A |

Skinner &9 WO, “A marketing information system is a program for managing and organizing
information from inside and outside an organization.” GRITQ, ©of Y AR, GFG TR Torea @
S 27 AT @ Feofoewarer ey “fRipifere FHIb zet Ko o2y 537 |

f=1el =y 8] T Stanton, Etzel & Walker 319, “The marketing information system is an ongoing

organized procedure to generate, analyze, disseminate, store and retrieve information for use in marketing
decisions.” w1, e 2y g =R G S, MeAfde afer a1 [oee Frace 9@ o o

Terme, Reee, #AfReqie, T GR 2FF@E I |

TE @R SAECE I I @,
> o1 o207 g1 G0 ST &AferaT |
> o1 w2y T AfSHae Temea ¢ e Ton T (AFs 2 FRaT 91 2 |
> ool o=y q7Rg W, @IS 8 Amfe = w1 = |
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> ool o2y YR ©2 M@, [Regel, Twe 8 TR ©f Fraie SIS WF0 359 341 27 |

e o2 YR oFg
Importance of Marketing Information System
T @I Al fete SRl JPog FoAm=, T TN ¢ AfdS el 42 S & FEFa O

G AP | TS SROITTS [oAeie A Afaes, < ¢ Ao wffgion e Ko
FRGCER TR I A*TF | G694l e FFe i ¢ qfis T (A f[foq o2y
AR, FRFF, ROEe 8 7R Fa0e =¥ | R o o207 I8 g S5 ST 2
>. Prare azraw cFt@ " T@el (Less time for decision making): I8u RyRas ©F afocaifer ¢
oRfeR TSR T G0 2oy 37 @ v e B A AReg 771 O Segd ARSI
RoNITBIRT A SHNLTENE FTOO[ AN T 27 Tae @ oo Fare 2oz | o ©27 g
ey e ¢ qRAIRRFe oy MR ¢ TTwHe F = 130 AR «ffgfs @ o @
I wifoet sifafgfers M 8 7o Prare azre w2 |
2. O e THENE ©Ffs  (Unthinkable development of information technology): &=
FEoRISTeT O e 7T THRS 8 FREETOroR T Of FIF#F Q4T 0 (BT S A=
TCACR | IO SR HIZCHH WL (@Sl (@ (I (A Aoy FoF J2rOR T AR | G-I
B He@Z, HTHT @ AN 2Tred R T @ [ AT & AT (@A G2 PRaATS
o/ S Y T (SR ARG el FACE |
o. e Frfafm weer ¢ wibeter 3@ (Increase scope and complexity of marketing activities):
TSN JEAE AL oot oo afsdmet siv sRe SEeffes /it Tepite w9
(bBT AR | T YA (SISIena bifRwl, Aew, @arerel, ko, effsraifiel ergfe faacam s <t
YIE A0 oo FACO TR | q& O IR O e Aea®, Reaae @ S S |
8. ¥f&, & 8 WWW{@ (Increase cost of energy, labour and other raw materials):
e GEif *fe, wE @S ¢ FHMeE Tl ¢ Teipacer T e I Az | w8y
2SS MFIET T AFSTNCE 77 8 FIOMIER W FIT FACO 200 | {90 ©2F 597 @
TR W HIRICIR BT Y& ([ FACS HRITO! FACE |
. TS SPIE I (Increase customer dissatisfaction): TF® TG (o erepmT T o7 =T Ry
THEPEAINT FoF TARY TS 7T (2T (] SR Jra A | oo w2y g ey e
S FRIAIR TR T FS STAGA HG &=° HCH (@O SPICY ARG 7 41 IR 2 |
v. Rerw s ffa (Determination fo sales policy): efedrrem [Rea fifs ey e = @
ST (G (SR e 1 o™ FI ©f [N O JIYE T S I | T (SIS
LTS, SifewT @ efsymiT St [eww NS ffas Far 783 =20
. Sif&wt & (Demand forecasting): ReRIRICE #Iteid SRR SifRAl SRIGA FF @F ST =est
(AT ATTFHA RN FACO = | N RO (OIS 2w, AAE, TTFTo| Apfo Ao
27 | o O T W 9 RIS ©2A FRAR FCA O Bl A w4l 789 2 |
b. e fqefeae (Market segmentation): el AECE TGO (AIesd fofere ew w7 Ay
TIE §F A IR AR [T (@07 (RIS A [efesae 0 | (@ af o AT eEd

D
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I (TFOF R0 WS AT Ao 8 ERI [T T S 7T A8 =X 1 | [o{el Oy I3[ NCT
(STSITAR BIFRAT FFIT O IR R W= TAIR Arerd i epae 1 30 |

5. fRetel et Bgs s (Development of marketing mix): 2¢F, 3¢5 ,3%9 8 &F IR IRAEEEAE
R et 3ee1 1 oo e Spear &y (@i coreitn b, “iew, bifTwr, @eeTel gfo
O GO T | PR OCA fefere e e S el JeeT O (SrSIene fWhs RECET ] |
U, oo ©=y 7Y RGBS FRIAS! 6 AICF |

0 2PIER SIS AT (Measuring the effectiveness of promotion): fFem e F@FER
FRFIRS! AR cF@ {7 oy 397 ewged SRS F I | @ FopF el tof Facg,
e eIt e I e foeT, RGersisy S #Afaes a1 Atare e, qePReE FOp% Feia]
TR 2SS AW GIcs [l ooy 3g] HRITS! FCH A |

5. &SN RTset (Competitor analysis): &fSBITR efSTRT F=T, SITHT TSN FIEE (I, SR
Afge 5, efsrMiorm w7eT ¢ gda s @mit Sonfr faaea o2y sz s afswriior feae
IS = | SN THFS PR SRR IR ARSI ROsateR ov@ [ o207 g @
FAGAPCS AT FACO A |

ARCIT I AT @, ARISTAT Rl ARG 7o 8 T Frae Q=rad &« 4 oFF 2 TaE @ ©f

TRCEaCel 2Taed =7 | PR O 2ifRTs [eae ooy YR wrg AR |

e R Awfe

Decision Support Systems (DSS)

e azel 7RRE “afe (DSS) Ut FEoH fafee Rl emfo | @ “afsre FFRT Srres Sorear 8

qifEre [y BT (2F ©U M@= IR O AIAGAE (56 ToAGAT T 27 | AFSHIT T @ T4F BT GG
> ey Tt (A0S YRS 2lpe o2y fea I 6 |
> 2 [{UAS e I G3R TSI ©F [ 768 TAGF IF |
> s foq @3 M @ BICE ARy AT Ta9= 3CH |
> W<F G TR R JGFAT @ ST IR I |
> Fraie a=d 2R “Mafs Ge-uiee fKeeae safsrs sTe! I |
> @ Fmfers RIS (ChIaer 989 27 |

FTae RIS A& (DSS) TRACR AI¥ O FRG#] IR TPT IR TAMI =0T Prey e |

Prae a2 @2 RGN @O TR I O Wb A=D1 =1 20

>. et *’fT (Intelligence Stage): @ *RI wrgeyel 07T A1 RMT DiFowae qar ERRATA @t
T A= |

3. fRet #i"fE (Design Stage): Fraie o= afEF @ B TETR (g TR S F41 27 |

©. RIT AT (Choice Stage): @ *RIT YT TG 7 A& OLER MG WY GG TwS AR
Rl

8. W AN (Problem Solving): 2= Fae azted ¥« GG effewal 1 SO AL &) IS
A | G A Pl @2 AfFRI AL IR ¢ SGIRYR LGP TRIS A |

@. TP AT (Implementation Stage): PT&T® o= AfETR @ BCa G (6 AN 2R AT F41 = |

Y. SGRY R (Monitoring Stage): Fae @29 afeaa @ i Frame Qe ATmFe AL
o FRI P | e @ AL =47 awteTa Af+olR w41 27 |
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Difference between Marketing Research and Marketing Information System

o1 oitagell @ ool ©25 g Tone o e aeaeRivnd TR Srwesy “fbifere &7 | et
fTae J=IFRITME TR Srmee ARBIfTe 2e1e amvd o (@ fFg #14Fy mye | W5 [{etee sicawen

o itgan

8 T39S I N0 AT AL BRI Sogroe FaT1 =0

AR R [SREERCEL] [ELCERCHIISh)
el e Prae Q=R STReR & | f[oem  ofaear o, I/ARF 8
e ¢ fermrorfgs CHica fifey O | frmcd fyied Prae azessions
(ArF 2 R, [egwet 8 o efstaws | apifores, sweaifoe ¢ s ooy rag,
PICE AT CAGAT A0S Qe | Reyer, [{osel, FrRE e RIweR
ST 0 | B S{fem K=ol =)y 5y e |
T ol O YR O IRATET (0 | ol O Y [T AEel QoS
e T RReTT 7o iaEens | Koy 8- R |
ISSPRIR R
AR BoF wrg | @ Awfere Ay ey BT (AF O | @ Amfore efeRiea Sreredd 8 qifzrs
TR AR TAT WK @Fg WA A | TSW THT (AP O AR FACS AN
7 | WG (ST =T |
Sy ot e TPl HfTedad 8 ©f | ARG’ O FAIARI STt AN
IMYCHT  Srmey Qe oitawelr | @ oo ovy <) Afnifre =3
Afapifere = |
beTe alferar T (PICAl (RARIRTSl (@2 | | R oy 98 seria Al | ol
FAGHFNT GRES W A= AP | GG (@S A | (@S O [G K
RO NI 1 2T | I BT A |
TS 8 R | A ARl efeim Sreited Wb | W@ IR qieex AP
N ST TR PG (e AR | | SR | e ofyee FIRIER G
TG Cofd 341 2T |
FATHR fofed | oo oitacael 917 1w Fesrfefes | «ft «afsc ISR o9 afar | w2y
TS Z(S AT | (9 O AR, [Rosmer | seax, Reawer, [@yer, w#ore, 3959,
@ T O IO &fS JIZ© | Tegwd  egfs  dfeld  Fm  wo
0O A | FITHICIR NLGNL BT 2T |
AfR9E Tt oo @ e e fofeesad ¢ |  rwa ot v faea e w41 =31
O AR @ [l F41 2 | wRfe @A AfNmE et 9w AaeE
T
ARSI RO TTICE (] I [T @@l | raae AffEfe ¢ «REeer Ak[fes
Afpifere =37 | oY G & @ft @it =7 |
LI fQoHelT el SresT T | QAT S G NGO AAFFS
0 |
SRS o TR wwel Wi ot Iz | IR s a=ed ot 59%e =1 |
=T |
ECIRIgN
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AR < TR @, R 1l ¢ [ o2y gl G AR #Afej7 1 RS RET F1e 6 |
@R ST TPIE [l ©2F g (72 GPIF AfSDIT [N O g NS FI&2 [N el
om0 AT |

et o=y 359g! 8 Foraie sRIEe Awfon weey iy

Differences between Marketing Information System(MIS) and Decision Support System(DSS).

o SR TE 8 TARASIST T FAR & 21 927 199 ¢ e 72w afe Tong Ige
IS @S | T A=OCS o TRF® Oy Wy T4 e IA© ¢ Awhore ey wielr 2w
GUAR LT BSR4 TR | 0= o Soigraie a1 ==

AR e | et o= 53w (MIS) Frae 72T wfo(DSS)

RS e sAfcegel ooz, IRARS ¢ fqzEeR | e —EE Awfs @Nq I
Aaed PraR  asRi gRIfES, | TRCeRTe RS 9y A Pae
TS 8 AT ooy gz, ordT, [Reewer, | qzodidee Seedd @R s T
TR € FRIFCH HoI AT R | (0 RYR® ©2y =R F0a Frare azeed
U Y I | SEITS! I |

BRI el o7 g 2R Frae J=0F gRfENE | e 'R Tafe TR P aweed
7T | SRS TR AL SR |

Eley] «ft afeviem fafey w@ma IIgeITmE | e e mfs ztr [ o2y
QATIC RIS A | TG CFOO IRF |

feacey gt O IRAZ @R RIS ©AF TR WK | Fra FRTE Aw© (Torgd TR AKw
«Fg (77 | TR = |

T[RRI 2g id &ire fafeq feemsa Tom fofe a | Frar =R e frae o=k sfees
fTaie a=eed Rl TR T WS | @y S I |
GG A FC |

TS e o7 IR AT AqRers Gy | e 1Rs omafed [ awaw e
oPfoq = = | A |

[SIRES «rS 2pd ©I5T I3[0 I I9R® T R | TS TN AT THT 46 RN GI%©
qeGf5 fReTs e Reols awie 6 | o @3 SACH=5 T ez e

AT |
orieel | aft wywE SR ok froa 97 | @ft ST S qR ROEeR BeR
a3 |
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@ PR

g efSITOETS I eI FagHiwcs efsfre ey ewgaf Frame gzd Fare =1 9
ForaTe Q2eiF A Tive [y RO TS AT O FPTNY ZICOF AT N AT A | O
YT efsfare ey Mz, [Reame, e ¢ e azoF[ 56 7z T4 27 |

, [ote 27 g9y 2=z @G veme, WA afmr A [ Pt IR T o S,
frae, AR, TR GR TP B |

AfstaifrerEe R AfREeR AfTeq, e ¢ «f[fes «Affgfon e [Kerm Faem TR
A ARNF | GG ot A TFe e ¢ Sfgfie S e [feg oy Mag, e,
e @ TR 90 T |

forare ez T2 &S (DSS) uaft e faafare firfi awfs | @ “afores PR Srmeer Srefed ¢
e feq BT (AT O M I O IAYHATT W6 TAG A1 27 | AfSHIE TH 8 T BEA
FYF TIBIIST O F SIS PTAIE T IO FIZF I |

oo IRl @ ool ©2F g ToRR ool Praie aeqeRIne SRe[ Sty AfbitTe =7 | Toafb
a8 A=AIFRIME TRITOR Sweely “ARbIfeTS 2018 quva &y (@ g #1<=y [Rwrsi |

ol SERE TWE @ IARASI T IR & ({91 027 970 @ e 2ws afs Towg Ige
[IZ© F&© | TSF *@fore o/l TREFB O R Fal RS IS ¢ “mforo fifey yiEelr @€
GTAR W47 IS “A1LFT 00T |
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AR o190 AN TP @ AN, o1 AT IIER AfSwme o
HD->.L
Il <R T

Problems and Solving Measures of Marketing Research in
Bangladesh.

)

Q AT CNTT A
o JRFCACH I 2ITITAR TP A SIS AR |
o IR I SR AL FEF STACS A |
o oo SIeN FRIER elf Tl TP SR [Taael FaC© 210 |

JRECACH AT T ST

Problems of Marketing Research in Bangladesh

R o «Fo e dfewr | [ifeg 8o o (ore SR Stmesy afefame st sitg=en
AfpITS 2reTe IRFMCE (@fFre Ut Gl R Fler | RFCAC @ CIFET ARBER CFed 1 4P
ST AP 206 2T | QUG [N ITPHIRTAR FCIRI0 0 NS ST 20

>. RteFom @™ (Market of Seller): AT 6T FRgems e (@ e Jew ARifgfo
e T2 | T T Reen f[eas f[{ee (ICT TP SR 29 1 A2 50 | T AT
T A [ (A T fFeT (SIS A6 AT Top1fer R AR @I Arareiirels
(T SFOq I 1 |

3. afSwifeR o (Lack of Competition): SINITHE (T FCSG IBRE g afod Seomem
S e Fa0R | T SeoAme Afstaifel (72 | (@ AfStaiferR OF AF 7, ERITT AT
T T TCAING TONN T T | SFACT “¥R N1 AP A AT WIS (ST AFBT Gof[7 T |

©. AFFIR T9F YR S©[F (Lack of Confidence of Research): e oit&wel @ 436 A&7 @
TP -9 AR SR AR Rreifs @ JPTAiens Seay A8 SuRPiol JECR | AR T
e A ANG IR 7 R g7 Topifrs) FRAR AR FA1 I T | ©IF FIAMAR A TAR
(S WY (712 |

8. IR (Expensive): oo IR (AT ARG FACT I3 I (@, TF G0 IR IS |
SACAR (AT G (AR ST 4l Ao T A, GTRCY O S5 Sy #M1Ce &)y
GFA NG I FCS [0S 5 71 | @Al AT A SBAR ATF vzl AFES FH FOUH ToCS AT
AR ST I 5 RACS S A 7 |

¢. effrFeeie IEEr S SegeTel (Non-Availability of Trained Research Workers): SISIITwa s[ce!
TRTAET (GTEICS AR el A O] I | o6 AR T I AT e
AT @PTSPTHY FRQ ARG F | AR ECRD AL S-S FE SR AFIFE 27!
P OIWR AL JATST FIoA (A ST TCATSIR TG FCH AT 2GS FAT 7 | A roIe @ 40

TG ‘j‘é‘[—So
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VES] SeTe T R A | SN (A el e elf¥reer emiced S efSSieaa smem 398 B |
SR NI FI AT A N QTS AR &FD |

v, Tereitns SREIIST (Non-Cooperation of Respondents): JRFICACH (STSICHR SCACPL. A(IHFS
3 S-S | T MIRAR T A0S Y 2 QR TEF MM SRS e IR | ST CFa
Teomel I8P 1 O TRAZPIACAR ACACER (BICY (AT G SITWF ALY FARTS! F#I00s OF A |
I ACTF (G O QP L (AT (G0 AT 2 TR L | T NCTAA @ SR
L A AX |

q. feyPTRMTSIR S®I] (Lack of Reliability): ST (A< fFTea 29 9 26T P A{TH4T A0S
O A T | AR TN IIF G STS ToArE Newz 8 Reeet T4 &7 A | T [{oAd AE@eAR e
fRYPTCITST WSt FACS I 7 |

br. MITFWA SPToS! (Dishonesty of Researcher): SINITWHE (AT* 9GITSF AT TATE LTI SPTOSH
PIAC S TN AL NG AdS 73777 ofTe 1 78T = 1 | (ANA-8ATS TRAZFRT WO AT 1
e frer2 == S5 361 31 (e NIreR Thl SEWeiE 2SIfe FE |

5. BAe PRIFT WoI9 (Lack of Data Bank): (@ (AT IO (@ 77 AT TATE WAz IR
HqIesl GRS TATS [T e I | AR TATS GICFE HNOI(T AP AN ARG NGNS
TG 2SN T T | T NN FAFE TS 27 |

So. AT FRCATST @] (Lack of Research Expert): o1 sita@el ARGER &) W A(qa0Fa TS
= | ayel, ey Afranas safea T Tore e 8 1 [Reaaeas &y [{eeie @itd 7w |
JREACATH @ CFCAR NI f{eerarees el ICE |

53. TN AfSHiTa 7@l (Shortage of Research Organization): JIETCACN (AT T AfARTS Srwesy
o0 AN ARTENER AfSD 37 GF6T NG G | I ASHIAT TSI SCwF AN BIZCAS
Vel ARG T 718 = A1 |

>3, AWIEE RfY =Y (Social Restrictions): ITHT*R AMIGE (@75 SNCAF T NN F6 (AT
TG ez FAT AT A1 | WA VAR ANFOE AN NG | T SAPRACE TTOUT 7 | TS
A CRCE IR Sl (/T T |

0. & JJCIT SRS (Unwillingness to Spend Money): IRFTHTHR ST@ I2& efSpica Mot Sr+Ee ar
RIS ETRE | TR AT (AT I T | T FPACT N0 A $Fg Gty F0o
AFT @R NI P o I3 Fa0© RN AP R |

58, 93T IS (Slow Motion of Research): JLFTACH W ITF 8 AFIAPIANG NS CACE | ARSI
Toirg Mgzl ¢ [eree oy T@eifs ¢ effes wer aaR | SEWeRT S (FE2 TSI
FRCAIHST B T | TCET I T FACS TP AN @ A | Aaofog Feet Aees 2AfSdIe A=
&R (RN 1 |
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>¢. TSI SO (Lack of Instruments): f=te #itaeem et Resee = [(feq «@g a@ofs ¢
RS ARG 2 | TOACH WS IRE AFLGR U@ HIXS T | QSTH| IRFTACH IRET] | |
T T@N oI AAADIET] ST LT = |

Sb. FEHI BCARFOR WOIF (Lack of Government Patronization): “3¥F @ *IeNFRCAa iferet
(METR I TP ADCATITOT TG 2F | GRITT, FAI Sevpieet [y [aw o2y gz @ Tre
AT 2fSHI FAR AEH = | ARFCCH SFTSIES GiveTor TR ANEIAR & TP aAfeDTTa
SR 2ICAET J(+T S FHRCS 2SN A A | T A Foa® = |

Tl Ao TP FRCT JRETHC oo AItell Sfe T | Gt STPhT ST T T IATCACH
1ol oCqRel wPgedl SR AITS TN T(F | TR @ g efovia Retam scaae s zrs g |

JRETACH TR AN AT TS oA

Measures to Solve the Problems of Marketing Research in Bangladesh

TR, [eaes ooN, Sid SeRies] Tofi SpR SR IR [eem tae=l Prae a=eeid
CFCE FIEFO A@R FRAS] FACO AR A | R 2MCFA QRO TGN G PR TG 47 58] | oo
JIETAC I TXPGT AT SR T SCAG ST ZCAL:

>. ¥R (Training): IARY SRR ST IRFTCACH SCAP ITS 8 MIFAFA THo AL I
ARBEN FACS AN 1 | FFRI 8 ([ERI SCvpIeer AfRrFet Wit g I @ATS AT | @Al o
WF ARFS G AR A Fh0S AR O T2 0O A1 |

2. Y T@AITST =R (Use of Modern Equipments): e R0y 9T ©2F @R 8 [EaReR Fa
TS AP IFANS IS AR | IRFANCACT AT (@ WY IFAS ¢ 2 [ Tl (@O
AT G T HRCE 8 ool A ITNT P&t (¥ [ ¥8F =S |

©. Temrelns oAl Jw (Increase Awareness of Respondent): JRFCATH AT TEIMO O
TRATFIACHR AR FT AT AT IMIF O T A | q& NFFR FIAE TSIAOAR Ao FACS
I | AN GCFCE PP BINP] ARTH FACS /1A |

8. TG 1T aAfSdT (Establish Data Bank): ol aa ey =it wrafie Sore Resmees
TG T | IRFCACH (X (FI AP TS GRS (Data Bank) TR =T NG ToATe e Aneal
T A | R SOgIee Sy S-S TRETS ToAre AeF AfSSr FAT1 (T Kot AEwens Fee
IS SPTH |

¢. T sreqtwa e (Apply Marketing Concept): SiK(«@ el Toqitn (oretne 7188 8o ey
ST A T | GO @RS SIS [RAe eqm SepiRe FC A | T (OS] e Jwd ae
NI ARG O (O 2R T2 |

V. effstarfrer Jfa (Increase Competition): IARFTHCH STae FIPACIR Y aAfsrIfTorF R =R |
T P! e el ARG SR (@4 FE! | TR Seapiee ef St or (o™ wesy
AR AT el =R =23 |

q, *ftqRer &feBitad 47T I (Increase Number of Research Organization): JRETATHR sty sfcaaelt
ARG DT FAT YI2 I | FIBIER ATA @RI SmIea Gowea @i SIecs

(q |

2S5 T-83
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b, AIRAENPA A ool I (Increase Honesty of research Workers): SIC@ I3 ACIAAFINCAE STOSIF
B IR G AP 2N A T IR ST AT PSS T % 71 | Grheq o1qws 3
NI ool e A0S TA |

. “PEWTAT TSR T (Reduce Backdated Attitude): 5T 8 SboTod SIOId GUATR JRTRET P&
SRR CFCG R IR oFg T ACS AT A | FPTACAS AR FAO I | ACHCG
AfDIe s Twifre i st g @f+ |

So PRYET Gl (Financial Arrangement): ST XY 2% AIRCeT8 &AfSdiag i Fae@ F=ce
fofele SRR~ T I A | @ FOH TSI 8 (PRSP ACS e S=fE 210 I
AT PRI FACS 21T |

5. 73 FBTARETST (Government Partonization): JRFTACH (el SR T AN TP S
FBCATTFO FACS 1T | @N-FABI STAITeer i rvcer I79g), Toife RS elfswr, oitaaer Tg=iifs
Y& AMITTS ©F @ 4120, T AT o 2ifers el Torf |

ToNLE AMCTARTE Q=TI TG JEATACH oA IR NPT AP FIGCR €9T 78 T | O
Tfreey ArdcRI fofers sfiafareeits s 20 gwmR e g (F@ R (e swgeyd
ST TS T (S |

Overcoming Barriers to the Use of Marketing Research

R AT TF© TR I8 IR T (@I (@I (@ Ol AF 8 As e I8 =@
T, BT =

>. IR I el (A Narrow Conception of the Research): (F¥ (FF I[P {ofel AITa1> Ao
e R R (A0 | ST ST CE IS SR )o@ Cofd FACT, TAT ATW B, AHIPE
ARG FAE AR FAFER ARSIV (¥FAE | TPPF RIS T JAI OO S[I 2F
T 1 T el oicagelt o s{hre 27 |

3. NITHAIS I /W (Uneven Caliber of Researchers): SIta P I IIECF (FAMH (GRS
TRt F6 I A IE@ GR FTOF Wb FCH | T WH I8P S =GR ond G3eT
e, ERTOR TOF AG© T CA W | GIGH] T T8 AR (07 Srel GG
A, T NI TRAZ SIBT AT |

O, PR @@a’»{ TAICHET (Poor Farming of the Problem): A(RAE TFeTold &+ WP TPHIGCE
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