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Marketing Research — Part One
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Marketing

Marketing is defined to be the process responsible for anticipation, identification

and satisfaction of customer

needs through a profit.
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Marketing Research

“The systematic gathering, recording and analysing of data about problems relating
to the marketing of goods and services”

American Marketing Association
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ESOMAR

The European Society for Opinion and MArketing Research
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Why Study Marketing Research?
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Marketing Research provides information to guide marketing decisions
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Characteristics of a Good Research

V' Clearly defined purpose

o3 e (2,30l

V' Detailed research process

v/ Thoroughly planned design

V' High ethical standards

e LY ol

Vv Limitations addressed

I g0 J8hall pex

v/ Adequate analysis

v/ Unambiguous presentation
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v/ Conclusions justified
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Organization’s Marketing Information Requirements
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Why we need to conduct marketing research??

V' Markets Sloudl
v/ Market share 43¢l Laxll f
V' Products Ol
V' Price Sl
V' Distribution il
V' Sales force Olaadl 3,8 V
V' Advertising =9y Llel

V' Customers’ attitudes

Saa)l OLSglg Cadlge of

v Competitive activities
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Tesco 45

Tesco is an excellent example of a company that is successfully utilizing the tools
of Marketing research and transactional data to improve its customer focus.
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Terminologies of Marketing Research

Secondary data
already exists, desk

Primary data
collected first hand

Quantitative
research

research statistical basis
5 in Loma 5 G o Jrdll 83990 sl e o
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Qualitative
research
subjective and
personal
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Sampling
studying part of a
"population” to
learn about the
whole
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Marketing Research Process
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) Marketing Research Process
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- 1. Define the problem IS sl iy
- 2. Objectives s ol ol
E] 3. Design CIE | JENV NPy
‘ 4. Collect data DLl o
- 5. Analyze data SULAl Jdl=s
. 6. Report data Sl 2l slas]
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Defining the Problem & Research Objectives
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Degree of Problem Definition

Exploratory | Descriptive | Causal

possible situation

Exploratory Research Descriptive Research Causal Research
(Unaware of Problem) (Aware of Problem) (Problem Clearly Defined)
“Our sales are declining “What kind of people are | “Will buyers purchase more

and we don’t know why.” | buying our product? Who
buys our competitor’s

product?”
“Would people be “What features do buyers
interested in our new prefer in our product?”

product idea?”

of our products in a new
package?”

“Which of two advertising
campaigns is more
effective?”
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Developing a Research Plan & Collecting Data
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Primary Research
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Secondary Researches
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Types of Samples
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Simple Random

Convenience

Systematic Random

Judgment

euiil] gl (Sl die

Stratified Random
didall i

Quota

Cluster Random

R

Snowhball
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Experimental Researches
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Experimental Researches
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Marketing Data Analysis
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Online Research
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Agency

S

Client
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Researcher
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Types and Nature of Services

« Customized: Work with individual
clients

Syndicated: Routinely collect
information on several different issues
and provide it to firms that subscribe to
their services (e.g. Nielsen television
index)

Standardized: Projects conducted in
standard, pre-specified manner and
supplied to several different clients.
(e.g., Starch readership surveys)
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Types and Nature of Services

Field: Suppliers concentrate only on SUL gz e Jads gg3ygall 5Sp1 Jlra)
collecting data for research projects dimd] o)Ll

Selective: Specialize in just one or two ol gl sy Lol (8 pasasie: (lass!
aspects of marketing research, mainly lowd dols ¢ Brguddl Eodl Cilg> (o Ladsd
concerning data coding data, editing or 91 oyl 9l GBL! ey 9T blow (@l
data analysis UL Jud=s

Branded products / services: Develop + 20 ) Sl I3 Gleasdl/ @l
specialized data collection and analyses dasazia)l S ez Olely] gl
procedures to address specific of oy Bads ddi Sl daxdlan) Lgldig

research problems that they market as Lyl dodle 013 Ol lgirgud
branded products
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Research Agencies Include

« Full services agencies: These are & EYBGI o oda: Al Gleus Yy
agencies that provide a full range of T el leus 0 def de o
research services ' '
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o List Brokers: These are suppliers of lists sl e3l52) LSJ”'QTQ?}?SE:J&\ ] 7
or contacts for marketing purposes S =le

 Specialized service agencies: Specialize
in certain types of research for example
international or online research
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 Field agencies: Specialized in the delivery
of fieldwork and the administration of
guestionnaire

« Data analysis companies: Specialized in
the analysis of data

« Consultants: Offer a range of services
but most of them are qualitative
specialists
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Internal List brokers/ External
profilers
| | | |
Full Specialist Field Data analysis Independent
Service Service agency services Consultants
Market
Technique
Source: Wilson, A - 2003
Reporting aganist
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Research Agencies
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Criteria for Choosing a Research Agency

* Track record (if you have e dseiwl 18 oS 13)) Jol> Jomw

used them before ) (Ju® (yo
* Experience in your sector byl glasll (§ 8 as
e Location ) &9‘9.0.”
* Testimonials from other clients ! lae (e Olslgs
* Experience in the market or region dalaiall ol Bgudl (§ 3l
* Size / resources s3badll/” ezl
* Creativity g1yl
e Approach Lol (§ dumgindl
e Understanding the subject & 940 gadl ]
e Chemistry with them IV

ondie Josl— dbgazo Gobl pax



7401 | V4ol | rgol |

-
=
Ul
-
o
ul

Examples of Research Agencies

1. IMS health 2. IPSOS 3. Synovate
Inc. “IQVIA”

5. Video 6. Information 7. Taylor Nelson
research limited resources Inc. Sofres
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8. The Kantar
Group
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In-house Research
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Out-of-house Research (Using an Agency)
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Research Brief

Background
e the organization, its products and its markets

Rationale
* Origin and development of research needed
* Decision areas to be addressed by research

Objectives
 Definition of areas of problem/opportunity to be explored

Outline of possible method (Methodology)
Sample details

Budget

Reporting and presentational requirements
Timescales
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Research Brief
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Research Proposal

* Based on research brief Eodl g0 e Elo

Final choice of provider based on proposal LAY e 3950l Gleidl HLas Il s
e Most important part of project &9 )l (3 dnanl ASYI 552
* Provides a template for subsequent research 3> ) (53 g5 REE
* Provides a contract between parties involved diaall QLY Gy die ey
* |t should be in a written format bgiSe Lo 3 U5 Ol
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Research proposal - content

Background dudls-
Situation analysis B8 gall ol
Objectives ol
Approach and method (Methodology) (Amgiadl) diylally gl
Reporting/presentation procedures o2l el wads Olely
Timing GVELY
Sample dige
Fees —aybas
CVs of staff ol gall AS1UN ]
Related experience and references dall I azlyelly Sl
Contact details Jaiall Bllo
Contract details Jaall &llo
Previous experience ddylw s
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Case Study

Diamond Beach Holidays Ltd
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Diamond Beach Holidays Ltd

Diamond Beach Holidays are the UK's number one beach holiday specialist, featuring
126 resorts in 12 countnes, and using a wide range of accommodation, including
apartments, aparthotels and hotels.

Last year, Diamond provided beach holidays in ltaly for 23,000 people. These holidays
included those for families on the company’'s "happy family’ package through to
packages for romantic couples and water sport enthusiasts. However, the company
received a large number of complaints from these travellers to ltaly. Around 3% of the
total travellers complained, more than 10 times the number of people complaimming on
Diamond’'s holidays to other countries. An analysis of the complaints failed to show any
obwvious patterns in the problems that customers encountered. Diamond are keen to
ensure that their ltalian operations are better received during next years holiday
season. [hey have therefore asked for market research to be undertaken with last
season’s customers, to examine:

a) the charactenstics of the holiday makers that chose to go to ltaly with Dhamond

b) their satstaction with Diamond Beach Holidays and their holiday in ltaly

c) their likelihood of taking another beach holiday with Diamond or of recommending
Diamond to their friends

d) their opinions as to how the Diamond holiday expernience in ltaly could be
Improved.

The company is willing to spend up to £60,000 on the research project.

The above data has been based on a real-life organisation, but details have been
changed for assessment purposes and do not reflect current management praciices.
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Secondary Data
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Using Secondary Research
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Primary and Secondary data

When considering entry into a new international market, there is likely to be
information available about the economic situation of the country but investigating
prospective customer’s attitudes towards your products and services is likely to
require primary research
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Ug\ Lou gLLovb-j

oW Jesl— dbgame Bl puex

arouatst

U-o-cl



o
[
Ul
-

7401 | Fdol | rgol |

(@)
ul

g3l L Jslae 30391 bl
Primary Vs. Secondary Data

Primary Data: Originated by the researcher for the specific purpose of addressing
the research problem

Caoed| dfie dxdlan 8 dde (o ya) Wl B e caus: 4591 LI

Secondary Data: Data collected for some purpose other than the research
problem at hand
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Classification of Secondary Data

> Internal Data s bl >
* Data available within the S dadaiall J215 83 grall ULI
organization for which the Ll oo el sl @i
research is being conducted
VESIESBRIIYY o
> External sources oSl e
* (Government D8 o0 debadl) daazeall UL o
e Syndicated data (sold by (Bl o
research firms) 8 D pas dole) )l Glires o
e Trade associations (general, " (Ol o
sometimes exclusive) BICETEG I
e QOthers...
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Internal Secondary Research Sources

* Sales figures

* Operational data — stock levels.. etc.

* Customer satisfaction results

* Advertising spend

® Customer complaints records

* Effectiveness data from promotional
campaigns

* Marketing research reports
from past studies
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External Secondary Research Sources

Internet — single search engines, and Camey Oym09 03,8 Gy Wm0 - 30
multiple search engines B Jasio
Directories U5yl
Country information (governmental) (Ao gS>) A9l e gl
Published marketing research reports 5 y-0)l gl loul a3
News sources LY sl

Newsgroups and discussion lists daliall 05145 SV Ol gazes
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Syndicated Researches
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IMS ( IQVIA)

Kantar “retail audit”
Nielsen group “retail audit”
IATA

GFK

IDC

AMIC

NTRA

IPSOS
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DATA SOURCES

PRIMARY DATA
SOURCES

/

INTERNAL
RECORDS

SECONDARY DATA
SOURCES
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-SALES/PATRONAGE RESULTS ( OUTCOMES )
«MARKETING ACTIVITY ( INPUTS)

—| -COST INFORMATION

-DISTRIBUTOR REPORTS AND FEEDBACK
-CUSTOMER FEEDBACK

EXTERNAL SOURCES

ELECTRONIC .GOVERNMENT
/ .TRADE ASSOCIATIONS
PUBLISHED .PERIODICALS
DATA .NEWSPAPERS
\ .BOOKS
PRINTED .ANNUAL REPORTS
.PRIVATE STUDIES
STANDARDIZED STORE AUDITS
SOURCES OF WAREHOUSE WITHDRAWAL SERVICES
MARKETING .CONSUMER PURCHASE PANELS
DATA .SINGLE SOURCE DATA
.NIELSEN’S TELEVISION INDEX
.STARCH SCORES
INTERNET .ARBITRON PANEL
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Uses and Applications of Secondary Data
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Uses of Secondary Data

Earjtsolve the problem on hand all Wl Jolie § Aadl S Of o Sen @
y its own s ol - S
Helps to define the problem more ‘ ) S
cleaprly i g2 St danall i e delan o
Can help in designing the primary Lo les a3 ‘M'L‘“’ o US’“ ’
data collections process ) @93"9\’@”
Helps in defining the population / dgall/ Ol dpuss (g aclug
sample baey Bupdz HE81 U] 608 O Sy @
Can lead to new ideas and other Sy
sources
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Benefits and limitations of Secondary Data
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Benefits of Secondary Data

Low Cost

Less effort expended

Less time taken

Sometimes more accurate than primary
data

Some information can only be obtained
from secondary data

It can provide an answer to the problem
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Limitations of Secondary Data

Collected for some other purpose

No control over data collection

May not be very accurate

May not be reported in the required form
May be outdated

May not meet data requirements

May be incomplete
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Limitations of Secondary Data

* |t may not be directly comparable: In B3l gudl &: 8ol dylaal) A8 O Y us e
international markets where markets e dalizen Blguwdl 9555 W8 Cus dgll
may be different for example: data on Boyw Jg> ULl Caliss: Jledl Juow
low alcohol drinks market varies from Sl Bow cpo Ao dd ¢Sl Wby ]!
market to market geu

* Data for international markets may be 49l 3lgudb Aol UL 0SS U3 o
in a foreign language. A b
Translating costs in business markets JeVl é\&w;\ 3 Cal Bl Ao 5 pias
are very expensive el ddaaly
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E Appraising (Evaluating) Secondary Sources
\  Who has collected the data (did they Ylge el B Jo) OULl ez 0B (1
have adequate resources)? (a8
- * Why was the data collected (how the Flas @ilki i) Ol xex @3 13k
- interests of agency match with ours)? ¥ (bodlae o B4l
E]  How was the data collected (to determine ULl 835> dousd) UL poz o3 S
‘ the quality of data on-hand)? S (Lo 9l
« What data was collected (geographic and 2941) Lgraz @3 (sl WU 2 Lo
. demographic limitations)? G (dnd]y¢ goallg dudl sl
. * When was the data collected (how [ s dd (o o) OULl poz @3 (50
E] old/obsolete is the data)? T (dooliio
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The Egypt top 20 ranking

1 2 3 4 5 6 7

8

9

K

10

767 CRP(m) 558 CRP(m) 374 CRP(m) 368 CRP(m) 282 CRP(m) 247 CRP(m) 233 CRP(m)
. . . 4 . . +1

1 12 13 14 15 16 17

Wiadown
e »

+1
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-2

19
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= Raan % e Hnow yllﬁJ Persil
212 CRP(m) 199 CRP(m)

189 CRP(m)

20

3

171 CRP{m) 170 CRP(m) 167 CRP(m) 162 CRP(m) 150 CRP(m) 138 CRP(m) 137 CRP{m)
. +«7 -1 -1 +1 +6 -3

127 CRP(m)
3

125 CRP(m)
A

117 CRP{m)
+5

l(ANTAR “.": Change in rankings vs. SPLY
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Top Apps Worldwide for June 2021 by Downloads (Non-Game) @SensorTower
Overall Downloads 'r App Store Downloads Google Play Downloads

1 @ TikTok 1 B TikTok 1 (I TikTok

2 £33 Facebook 2 @ YouTube 2 £ Facebook

3 @ Instagram 3 @ Instagram 3 @ Instagram

4 | WhatsApp | 4 &) WhatsApp 4 (&) WhatsApp

5 @) Messenger 5 n Facebook 5 &2 Messenger

6 Q ZOOM 6 7 Google Maps 6 {Y Snapchat

7 {% Snapchat 7 a CapCut 7 Q ZOOM

8 g CapCut 8 & Messenger 8 €) Telegram

9 €) Telegram 9 ) zoom 9 L# Google Meet

10 (# Google Meet 10 ™M Gmail 10 E3 capcut

Note: Does not incluce downiaads lrom third-party Andod stares in China ar other regions. TikTok ncludss downlaads of Douyn.

‘Tower Data That Drives App Growth
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MIC

Automotive Marketing Information Council

lludl (How cilogloe gulme
AMIC April 2018 Report

IMC

INTEGRATED MANAGEMENT CONSULTANC

Rami Y. Camel-Toueg & Associates

22 RASHID ST. OFF EL OROUBA ST. 1™ FLOOR, SUITE #6,
HELIOPOLIS, 11341 CAIRO, EGYPT.

TEL. /FAX: +(202) 2690 1472/ +(202) 2690 1476
EMAIL: IMC-EGYPT@LINK.NET
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. IMC Total Market
. Ap riI 2017-A|O r” 2018
- April 2017 Buses April 2018
1,059 Units Buses
| 967 Units
oC 10,394 Units
| 7%
6,331 Units 74
66%
‘ Trucks
2,161 Units frucke
i 2,589
. 19%
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MC Total Market
April2017-April2018

Passenger Cars 6,331 Passenger Cars 10,394
Buses 1,059 Buses 967

Trucks 2,161 Trucks 2,589
Total Market Volume 9,551 Total Market Volume 13,950

Total Market volume for the month of April 2018 was higher than April 2017 sales
by 46.1% From 9,551 to 13,950 units

The Passenger cars segment had a volume increase of 64% in units, when
comparing April 2017 to April 2018; the Buses segment had a volume decrease of
-8.7% and the Trucks segment had a volume increase of 19.8%
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IMC Ec Y
B April2017-April 2018 in Volume (Top12) dfw-u‘&"?m =
Chevrol ﬁ o
03
hyund # 1334
- | 2036
AiNjssa # 1h25
| 1053
Réna _496
960
Ubyo _—ﬁs
ta ki In | 641
598
Vits i I .,
Cherghi oJ 77
GhabeU@p
&g
/fOl’
dee
KingP
712
Longth ﬁ 819
0 500 1,000 1,500 2,000 3,000 3,500

er
Bapr-18 Bapr-17

Total Market by Brand
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INTEGRATED MANAGEMENT CONSULTANCY
QO G Ty & Anvastr
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Passenger Cars Market
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IMC PC Market Split April 2017 - April 2018

. in volume
\ April 2017 1.6L~2.0L >2.0L April 2018 >2.0L
. 0% SUV<=2.0L 1.6L~2.0L 0% SUV<=2.0L
20% 0% 22%
. SUV>2.0L SUV>2.0L
5% 2%
N <=1.0L
E 1.55I_2;.6L <= 10L 1%
0 0 ~
‘ 3% 150716l 1.0L~1.3L
1.0L~1.3L 58% 1%
i
1.3L~1.5L
1.3L~1.5L 16%
7
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PC Market Split April 2017 - April 2018

MIC
VW EcYyPT

2 Ceonzit
il (Bom ciaglnn calae

in volume

<=1.0L 205 -44% <=10L 115
1.0L~1.3L 56 -13% 1.0L~1.3L 49
1.3L~1.5L 1,223 39% 1.3L~1.5L 1,698
1.5L~1.6L 3,289 82% 1.5L~1.6L 5,996
1.6L~20L 10 -90% 1.6L~20L 1
>2.0L 2 -50% >2.0L 1
SUV<=2.01L 1,229 86% SUV<=2.0 L 2,281
SUV>20L 317 -20% SUV>20L 253

PC Volume 6,331 64% PC Volume 10,394

o Jeasl= dbgise Gol apexr

For the month of April 2018, the overall total PC market increased by 64%
From 6,331 to 10,394 units.
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. S e PC Market Split YTD 2017 -YTD 2018 in ,%Eewg
R S B ©Ian (AL
E volume
\ 2017 YTD . 018 V7D
S 1.6L~2.0L - 0L
. >2.0L 0% 0% 0%
0% SUV<=2.0L 7 suv<=2.0L
. 21% 19%
SUV>2.0L SUV>2.0L
(o)
E 4% 1.50~1.6L 3fOL
1.5L~1.6L <=1.
60%
‘ 50% <= ].OI_ ° 1%
3% 1.0L~1.3L
- 1.0L~1.3L 0%
- 1.3L~1.5L / 1.3L~1.5L
20% 17%
‘ o Jesl— dbgae Boal prax

-
=
Ul
-
o
ul

aroisl

J-oucl

0000 M M ACADOM



Hi |
& PC Market Split YTD 2017 -YTD 2018 in Ayg&
) volume .
‘ <=1.0L 712 -36% <=1.0L 456

1.0L~13L 442 -83% 1.0L~13L 77
- 1.3L~1.5L 5,130 13% 1.3L~1.51L 5,796
- 1.5L~1.6L 12,971 62% 1.5L~16L 20,952
E 1.6L~2.0L 23 -39% 1.6L~2.0L 14

>2.0L 14 -36% >2.0L 9
‘ SUV<=2.0 L 5,564 18% SUV<=2.0 L 6,554
. SUV>2.0L 1,179 -16% SUV>2.0L 985

PC Volume 26,035 34% PC Volume 34,843
' 4
The overall total PC market increased by 34% from 26,035 units to

E] 34 843 units. _
W\ Jocl
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New Segmentation
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i MC PC Models By New Segment Car-A  /=mic
. YTD 2018 in Market Share el
‘ Suzuki - New Alto 57.1%
800
- Hyundai - Grand 20.0%
- 110
(] «:new NN
‘ Picanto
. Fiat - - > 7%
500
[¢) r
0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0%
\ i el Abgima (Boaml i Car—A 70 Units
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IMC

INTEGRATED MANAGEMENT CONSULTANCY
Er e

Hyundai- Verna 1.6

Renault - LOGAN
Chevrolet - LANOS
Chevrolet - AVEO

Hyundai- Accent RB

Opel - New Corsa
Toyota - Yaris HB
Fiat - Punto
Toyota - New Yaris Sedan
Suzuki - Ciaz
Suzuki - Swift Dzire

Other
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PC Models By New Segment Car- %M.

BYTD 2018 in Market Share

<0

Al (o CAaglnn

i

0.0%

| 59.2%

| 17.0%

I : o
N o o
N 5.7%

B 10%

O 1.0%

d 0.7%

1 03%

| 0.2%

| 0.1%

| 0.1%

10.0%

20.0% 30.0%
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IMC PC Models By New Segment Car-C
YTD 2018 In Market Share

MIC
VIEcYPT

3 [—
it (Som ciaglon calon

Nissan - New SUNNY

l 23.69

Chevrolet - GP52 CKD | 12.8%
Nissan - Sentra ., 0 0
Toyota - COROLLA NG I 9.6%
Hyundai - ELANTRA AD i 7.0%
Kia - All-New Cerato | 6.5%

Mitsubishi - Lancer EX | 6.3%
Hyundai - ELANTRA HD >:3%

Opel - Astra Np NS . 3
Renault - Stepway | 2.6%
Ford - FOCUS 1.0l Ecoboost N > 3%

Chery-Ghabbour - Envy —113%
Other NN 3.6 9%

JENE/sJENE

(o)

0.0% 5.0% 10.0 15.0%
%
o el Abgas Bohxl gz
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IMC

INTEGRATED MANAGEMENT CONSULTANCY
Foomy 3 Foamed Ty & Aowvaater

Opel - New Insignia Grandsport

Ford - Fusion

Opel - Cascads

Hyundai - NEW SONATA

PC Models By New Segment Car-D %M

YTD 2018 In Market Share

-0

B
Ecye
el (S0 ClaGlon

i

82.0%

14.3 o

B o1s%

N 10%

Toyota - CAMRY ]07%

Opel - Insignia

Alfa Romeo - Giulia

| 0.1%

| 0.1%

Other  0.0%

0.0%

10.0% 20.0% 30.0% 40.0% 50.0% 60.0%

oW Jesl— dbgame Bl puex

70.0% 80.0% 90.0%

Car—D 727 Units
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PC Models By New Segment Car-D %M
YTD 2018 In Market Share

<0

B
Ecye
il (S0 Claglon caly

i

82.0%

Opel - New Insignia
Grandsport

Ford -

Fusion
Opel - B os%

Cascads O
Hyundai - NEw  B1.0%
SONATA

Toyota -
CAMRY
Opel -
Insignia
Alfa Romeo -

] 0.7%
| 0.1%
| 0.1%

Giulia
Othe 0.0%

14.3 o

" 00 100

% %

20.0 30.0 40.0
% % %
e Jesl= Abgaza izl g

50.0
%

60.0
%

70.0 80.0 90.0
%Car— D27 Unigs
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Panelmarket Egypt

NManufacturer & Brand Performance

(Dishwashers)

S Ok 2012
GK2019 - All rights reserved | 102013

PRJ 139884 - RG 4675757 - RP 29688895 - 1D 498 193665
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DISHWASHERS

Jan 158-Sep 18

3d

51619
100.,0
4.7
DG 2013 - All rightsreserved | 102019

PRJI1IZEE4 - RG AETSTST - RP 29688563 - D 492121764

Egypt Panelmarket

Panelmarket
Jdan 19-Sep 19 Jan 18-Sep 18 Jan 19-Sep 19

1 8,1 1
. 67 |

-100%

-5

Jan 19-Sep 19
Sales Units,Share

=100% B |

Absoiute
Horzontal Share
Growth Rate PY
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DISHWASHERS Egypt Panelmarket Jan 19-Sep 19

Th. Sales Value EGP,Share

Fanelmarket

Jan 18-Sep 18
27 .

Jan 19-Sep 19

Jan 18-Sep 18 Jan 13- Sep 19

Kk

| >100% |

H6% a

I
1 -

-00% |
372123 371674
1000 1000
B8 -0

GC2019 - All rights reserved [ 102015

PRJ139884 - RG 46TST ST - RP 29688563 - |10 4958131763

Absolute
Horgontal Share
Growth Rate PY
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DISHWASHERS

Jan 18-Sep 18 Jan 19-5ep 19
oo i
| 67 |

29,7

51819 51.309
1000 1000

-4.7 -0,6

22019 - Al rightsreserved [ 102015
PRJ 139331 - RG A6TS7 ST - RP 29635564 - 1D 4351217 32
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Egypt Panelmarket Jan 18-Sep 18 - Sep 19
Sales Units,Share

Fanelmarket
Apr 19 May 19 Jun 149 Jul 19 Aug 19 Sep 19

9,6 |‘ 105 I‘ 10,4'

6o fes | -

10,8

10,6 12,0
53832 5.030 5.068 4249 4074 Ahzalte
1000 1000 1000 1000 1000 Horzontal Share
-8.6 -14 .5 -1.2 -5.8 02 Growth Rate PY
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DISHWASHERS

Jan 18-Zep 18 Jan 19-Sep 19
1

R |
s |
[ 80 |

ax

5,8

[

9.4 13,6

12,3

7.7 13,0
372123 371674

100,0 100.0

-6.8 -0,1

GC2019 - Allrightsreserved [ 102019

PRJ 1395534 - RG L6TST 57 - RP 29638564 - 1D 493131784

Egypt Panelmarket

Fanelmarket
Apr 19 May 19 Jdun 19 J

8,0 8,8

o

= —

- —
o

- —

-
Ta
tal
[
iy

|
=
B
-

37,7
6.5 G
| 65 B0 |
—————
k1

13,4

12,1

—
_m o
[75]

|

e
TR T

32 1
P s
|
F—————

—
XS]
—

Jan 18-Sep 18- Sep 19
Th. Sales Value EGP,Share

ul 19 Aug 19 Sep 19
o7 | a1 |

I =
37822 43095 38.270 37189 21216 29.826 Absolte
1000 1000 100,0 100,0 1000 1000 Horizortal Share
-T.7 -3.5 10,4 1.7 -9.3 -5 Growth Rate PY
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DISHWASHERS

10.000

2.000

g.000

F.ono

Price EGP

G.000

5.000

4.000

& BEKD
W HOTPOINT-ARISTO
W WHITE POINT

2 VIHITE WHALE

@ ZANUSS

et 17-Dec 17

Jan 18-Mar 18

Egypt Panelmarket Panlemarket

Apr 18-Jun 18

ﬁ —F L
w““"*——-*'““""
5561 6420 G.150
28415 8474 8775
5130 5219 5270
5305 4 848 4855
66TS TE349 8440

G<2019 - Allrights reserved [ 10,2019

FRJ 139554 - RG 46757 ST - RP 296585566 - 10 4351317 33

Jul 18-Sep 18

5.042
9.504
5.104
5193
g.902

2ct 18-Dec 18

5.710
9.299
511

5180

Oct 17-Dec 17 - Jul 19-Sep 19

Price EGP
Jan 19-Mar 19

Apr19-Jdun 19

Jul 19-Sep 19

-\\_‘.l-”_‘-"."
. —e
\\WM’W—

A %
6006 6117 6.044
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Panelmarket Egypt

Manufacturer & Brand Perfornmance

(Microwave Ovens)
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MICROWAYE OVENS
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MICROWAVE OVENS

Jan 18-Sep 18

Egypt Panelmarket Jan 19-Sep 19

Jdan 19-Sep 19

Th. Sales Value EGP,Share
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MICROWAVE OVENS
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Th. Sales Yalue EGP,Share
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378241 380272 40545 36172 35.606 37205 33675 31.543 Absalute
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MICROWAVE OVENS

5.000

4.500

4.000

2500

Price EGF
[a]
=
=
=

2500

2000

1.500

1.000

@ FRESH
[

A At

J SAMSUNG
& SHARP

Egypt Panelmarket Panlemarket

Oct 17-Dec 17 - Jul 19-Sep 19

Price EGP
Qct 17-Dec 17 Jan 18-Mar 18 Apr 18-Jun 18 Jul 18-5ep 18 Cct 18-Dec 18 Jan 19-Mar 19 Apr 19-dun 19 Jul 19-Sep 19
“MM‘MIMW
M I
" k- il * —he T
. S -
*
*&———— o — e— — & — ® — & 3
B —

1.887 1.817 1.851 1.850 1.914 1.968 1928 1.869
1.303 1.060 1.410 1.301 1.273 1.141 1185 1.248
4 632 4413 4271 4 288 4286 4131 431 4303
3.697 3.804 3.854 3.928 4008 3.822 2958 4.095
29381 2936 2951 2,981 2902 2515 2626 2620
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Data Collection

Observation Researches
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Observing Customer Researches

Researcher might observe how long customers wait in line to be served at
McDonald’s restaurants at different times of the day in order to assess the
effectiveness of their fast-food operations
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Methods for Collecting Primary Data

1- Observation
Personal
Mechanical

2- Experimentation " " Coyzidl -2
3-Survey ST oleMazul -3
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Observing Behavior

* Important form of primary research

* No questions are asked of participants

* Measures behavior — not reasons for
behavior

* Normally only public behavior — not possible
to observe private behavior in people’s
homes or workplaces
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Telephone Man

* Observational research by “Abbott Meade Vickers” for British
Telecommunications informed an advertising strategy that aimed to get men
spending more time using the telephone

* Observation found that men spent less time on the telephone generally stood
whilst talking on the phone and passed the phone to their partner when family or
social events were being discussed
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Observation

Essentially observation studies focus on Non — verbal behavior
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Categories of Observation

Natural versus contrived Joiae bl (aud
Visible versus hidden (Disguised versus A Jolae pido) (p3e Jolie 3 40
Undisguised) (LS
Structured versus unstructured plare pe lae plaie

Ol Jslae (S8

Mechanized versus human :

Participant versus non-participant
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Natural versus Contrived
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Disguised versus Undisguised

* Disguised observation: subject is qu Syah e Jelall: Aniadl Aol @
unaware that he or she is being PR
observed.

oo e ade (£l ddaall g Al @
* Undisguised observation: respondent is RIZESIN]E

aware of observation.
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Structured versus Unstructured

*Structured observation: Researcher o N
identifies beforehand which behaviors are Brne Ul duzor debaiell da>dla)

to observed and recorded. lghimudy Wil @J‘ OLS gk

Unstructured observation: No restrictionis e 393 d>g3 Vi dadaiall pe x>l

placed on what the observer would note S Wl @5) Blhell daxdw b
(all behavior in the episode under study is (dewhadl ad dal=l (§ 2 gl
monitored).
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Human versus Mechanical
Human Observation: person or eal of  ased do sl dasMal
b behavior (person - ’ }' - 1

p-ersonso serve beha .p U8 e o)l pasead)) oludl o glasdly
hired by the researcher, clients or 92 el 0550 Loy of Mandl of Ll
perhaps the observer is the (el
re her). |

searcher) 8l ol o3yt £Sall dlasdloll
Mechanical Observation: human SL! Al el e JEAT Jans 5 il
observer is replaced with some form | (Gl 8/ 5 dgnal ']° " ...”)

of static observing device(audio and

or visual recording).
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Participant versus Non-participant

- e Participant: The observer participates dSouoyell Joludl (§ Célyall Hhlan: Shlas ©
in the observed behavior for example in $ Bgud! (§ JUadl Juw Je

- mystery shopping

E] * Non-participant: The behavior is

‘ observed remotely A e Joludl LoDl shlas w8 @
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Personal Methods of Observation

* Observation in natural setting — e.g. Stores. Joe o dpaids diy (§ 4810l
bl Jad!

* One-way mirror observation. )
ol ol 8Tyl plasiwl 4.l e

* Mystery shopping.
v i g wes)
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Mystery shopping

® Researchers act as customers MoaS O gim Wl Jon
® Act to a specified brief A COCUPN - PRU PO |
®* Measures process of service delivery stage A>y0 doddl 0083 Adas uaty

by stage d> 00
® Aims to collect facts not perceptions Slyguaidl uly 33l paz Jl Gug
® Training is necessary Js S eid T ()9 00 oyl
®* More than one visit may be required B9 8)L) (po AST LI Cllaiy 1B

o Jask Absae (il apax



Mystery Shopping

e You must be careful in recruiting ICEEA|INWES B Dd> 0555 of oo
mys.t.ery shoppers as staff may be g Bl e 155555 13 (pals gl Y el
familiar with them N . :
Mystery sh to be natural and t WOM,,'\WM\Q}QO‘,%

* Mystery shoppers to be natural and to 5 il 9655 Lo 8] 2ol O
make the experience as close to life as ? ) 55 Lo 31 &2 u&/j‘

possible

JENE/sJENE

plisial ol Giaill Slles an) Ciads

* Some mystery shopping has involved e
. the use of hidden cameras ’4.{-&” PRI
L . | W)

. * Training is very important e o)
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Purpose of Mystery shopping

. ThisI may be used for internal or external @JBJ\ 9l PRV WECTIARENREL I Sas @
analysis

HICONE

- 3 main purposes of Mystery shopping: i)l gl Aty (ol 3

3.To act as a diagnostic tool identifying

failings and weak points in service il bl “Uw w 8.‘36 “’L‘f"” 3
delivery L

1.To assess competitors

2.To encourage and reward staff

_J 4O
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Types of Mystery shopping
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Types of Mystery shopping
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* One of the internet characteristics is
the ability to capture data through
remote observation.

* The use of Cookies allows the website
owner to identify the repeat visits.

* A Cookie is a text file placed on the
browser’s computer that allows the
browser’s computer to be identified
on subsequent visits.

_y 40l | 4o} |

. * A Cookie may contain the computer’s
address or the details of the customer

E] registration.

wﬂ}ﬂj«_c% S > |
Online Observation
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Online Observation

it is used by most of online retailers. e B30l (25b elane Jud (o ol o
Amazon can identify the profile of their ) FERT
customers based on their previous Lo LY i oxd Cale dodad c193LeY .i;
behavior. s e wwﬁfzg}u u*&
Browser behavior through the site can . e e T
also be captured. D oe el dgle blazll Lyl O :°'-°‘
This has been used to tailor-make print o . 'Qgﬁ*{
brochures based on customer =l ‘*‘ﬁ“@ Sl ppasatl ‘“\"’ _f“""@“‘ o
browsing behavior through the site. 289l D (0 el masad ol e
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Mechanical/ Digital Behavioral Observation

Video Camera
928 el

7401 | g0l | Fgol |

Pupilometer Audio Recorder
Devices
Eye Camera Tachistoscope
el 1 aeS 4 ) 395w g SUI Uais
Galvanometer -
e gilala
\ J
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Appropriate Conditions for the Use of Observation

Short duration B psad B0
Public (290E
Faulty recall (difficult for person to SSda O Dgase) ol slediul
remember accurately what was done) Cag,lal) (alad o3 Lo 480y (sl
conditions s e pasall oS el 3

2) gl

Person is unaware of behavior
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Advantages of Observational Data

Insight into actual, not reported, behaviors QLAJ\ A8 ddad)l OLSglud) 480 8,k

No chance for recall error s
Better accuracy (versus self-reporting) slead Uasd dpy8 U3 Y
Less cost (&SI ylall &5)lae) Juasl 435
It is not dependent on the respondent's a5 8]
memory il 3,513 et Y
It does not rely on the verbal skills of a dudaalll ahlgall de daias Y
respondent to describe the behavior Holudl Casm o) Cumiwnal)
Observation can counter the high refusal 028,01 OYume dg>lge ddlel) S
rates in some markets Byl (s (§ dadiyall
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Limitations of Observational Data

Small number of subjects. egidlie o Say (oladl e Juld sue
Can only observe short-duration, &Jl9 Ball 804m8 WlasNl dblye add (S
frequently occurring events. e i Codd
Subjective interpretations (by observer). (Bl Jid y0) A1) ol g
Inability to pry beneath the behavior Holedl Cuw (3 (3301 e 8)ua)l pue

observed (why was the behavior carried 12> V- 2 old! duais @3 13lad) Lasdle)
out - motivations, attitudes, and other (&, 4=l Cag lally Cadlgally asdlgall

internal conditions are unobserved). OLSS Al elid Al adatnd Y
Observation can not measure the 4 gl
likelihood of repeat behavior. 1ass ol gludl s (Sa

Only public behavior can be assessed.
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Ethnography

LY 8L (§ bl elessYI e (ohail (2l dlasdlal
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Ethnography

JGadl Joer Ao d5UI1 (6,801 wgibs dulyu) doldsein! S
Agamall 0gilen G pusvinl (S 19aalag73 @8y Al Ju) S (§ Ogim Wl Jaiel o

B! cras (S Wimio OLodS ol 3019 Ogusalill slusciwl ] Sl g0 (2T Jle @
Ataall 25,30 3820

oo (39 d>l9 39 (§ el 0990l s cCaumd TuaTg braliyy g lag Y Ybl bazy o
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Football Crazy-Ethnographic Researchers

e Ethnographic research has been used by Jd oy du8158 g3V gl plusaial @

researchers looking at the problem of Cacd Ao (§ Ogioen (pddl (iUl
football hooliganism in the UK. Buie)l dSheall 3 pdall 8,8
* Researchers travel with known Gl (G pte po Qj;{}u\ Jron
hooligans and later record their oY 0l Oslnans dgyaal

experiences.

2olldl e Jumewd) (5,31

 Other research techniques would be
impossible to record this behavior.
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Evaluation of Behavioral Observation

Strengths

Securing information that is
otherwise unavailable

Avoiding participant
filtering/ forgetting

Securing environmental
context

Optimizing naturalness
Reducing obtrusiveness

o Jesl— dbgaxe Ggal e

Weaknesses
Enduring long periods
Incurring higher expenses

Having lower reliability of
inferences

Quantifying data
Keeping large records

Being limited on knowledge
of cognitive processes

Jocl
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Evaluation of Behavioral Observation
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