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THE MARKETING RESEARCH PROCESS: A CASE
STUDY OF BARLOWORLD-EQUIPMENT

OPERATIONS
TL Ferreira*

ABSTRACT
This article explores the marketing research process as it functions in a free-market
economy, within an environment of partial state intervention and with particular
reference to a case study of Barloworld-Equipment operations.

A case study approach is adopted by using Barloworld-Equipment operations with
reference to marketing research for marketing of heavy earthmoving equipment in
South and Southern Africa, other African territories, Iberia and Russia.
Initially, after the introduction, the broad concept of marketing research is explained,
followed by an explanation of methods of exploring the market, design choices in
market description, a focus on sampling, data collection, market segmentation,
experimentation, and communications research via a message, as well as media
selection, various experiments in the field, evaluating performance and predicting,
concluding with examples of statistical tests. Barloworld-Equipment is used as a case
example in selected areas of the marketing research process.

INTRODUCTION

Marketing research is a broad subject that embraces various research procedures, including
surveys, experiments and group discussions, also known as focus group discussions. It usually
takes place via a process of systematically gathering, recording and analysing data and
information about customers, competitors and the market. It is often used to create a business plan,
launch a new product or service, fine tune existing products and services, and expand into new
markets. Marketing research can be used to determine which portion of the population will
purchase a product/service, based on such variables as age, gender, location and income level.

Marketing research accesses either primary or secondary data. In a secondary research
approach, the company uses information compiled from other sources that appear applicable to a
new or existing product. The advantages of secondary research are usually that it is relatively
affordable and easily accessible.

Disadvantages of secondary research are that it is often not specific to one’s area of research and
the data thus acquired can be biased and difficult to validate.

Primary market research usually involves specific testing such as focus groups, surveys, field
tests, interviews or observation, conducted or tailored specifically to a particular product.

A list of questions that can be answered through market research can include:
• What is happening in the market?
• What are the trends?
• Who are the competitors?
• How do consumers talk about the products in the market?
• Which needs are important?
• Are the needs being met by current products?
This article provides a brief overview of a number of theoretical aspects pertaining to the
marketing research process and explains, with applicable examples, various elements of a specific
case study, using Barloworld-Equipment as an example in terms of its marketing of heavy
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earthmoving equipment in South and Southern African, other African territories, Iberia (Spain and
Portugal) and Siberia in Russia.

MARKETING RESEARCH

According to Encarta (2005), marketing research helps businesses identify consumer needs and
wants so that a company can develop and promote products more successfully. Such research also
provides the information upon which important advertising and marketing decisions are based.

According to Kasulis (2003), marketing research is a major industry and has been a part of the
development of nearly all products and services. While new-product development is risky,
marketing research can reduce the chances of new-product failure. Steps involved in marketing
research include the diagnosis of information needs, the creation of a systematic process of
research planning and design, data collection and analysis, and the reporting of findings,
conclusions and recommendations. Based on the premise that the key to a successful organisation
is an understanding of customer needs, wants and desires, marketing research frequently begins
before a product concept is developed. Market potential, market-share analysis, determination of
market characteristics, sales analysis, environmental trends, consumer behaviour patterns,
forecasting, competitor analysis and product testing are all areas of market-research activity.

The data derived from marketing research can come from both secondary and primary sources.
Secondary data consist of information originally generated for a purpose other than the current
research objective. The data may be obtained from a variety of sources, including government data
bases and publications, commercial syndicated services, proprietary databases and previous
research studies. The census and other government data provide broad descriptive information of
the population and business activity. Syndicated services by commercial companies such as
Nielsen Media Research and Mediamark Research, Inc. periodically collect data for the purpose of
reselling the data to organisations. Customer behaviour patterns may also be examined through an
organisation’s own database of customer information and buying patterns, or by purchasing
another organisation’s database. Previous research studies, performed by the organisation itself,
trade associations, universities and others, may also provide useful information (Kasulis, 2003).

Primary data are produced by original research designed to meet current objectives. The data
may be collected through quantitative or qualitative research methods. Quantitative studies use a
structured questionnaire given to a relatively large number of respondents and analyse the
responses by means of sophisticated statistical techniques. Three types are common: surveys,
experiments, and observations. Survey research involves directly asking customers about topics of
interest via the telephone, mail, or face-to-face interviews. In experimental research, one variable
is manipulated at a time while all other elements are kept constant. Test marketing and concept
testing are two examples of the experimental approach. Observational research entails simply
observing subjects. Three examples are in-store traffic analysis, cultural anthropology, and
physiological response tests (such as eye movements or electrical impulses) to controlled stimuli
(Kasulis, 2003).

Qualitative studies and focus groups, depth interviews, and projective techniques use non-
statistical, unstructured research methods in which small numbers of respondents are encouraged
to reveal thoughts and feelings. Focus group interviews consist of approximately 10 respondents
who meet with a moderator for a group discussion focused on a particular product, buying
process, or issue. A depth interview is a lengthy, probing, non-structured interview of a respondent
by a highly trained interviewer. Projective techniques present ambiguous stimuli in the hope of
provoking a response of an individual’s underlying motives despite his or her unconscious efforts
at concealment (Kasulis, 2003).

Proper marketing research is a valuable tool not only for industry but also for the consumer,
considering that consumers often absorb the cost of new product failure through the rise in cost of
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the manufacturer’s existing brands. Also, consumers often benefit from an improvement in quality
of existing products and services. Two such successful examples of safety improvements include
child-proof bottles and automobile antilock brakes (Kasulis, 2003).

Market research is the process of systematically gathering, recording and analysing data and
information about customers, competitors and the market. Its uses include helping to create a
business plan, to launch a new product or service, to fine-tune existing products and services, and
to expand into new markets. Market research can be used to determine which portion of the
population will purchase a product or service, based on such variables as age, gender, location and
income level (Wikipedia, 2008).

Market research is generally either primary or secondary. In secondary research, the company
uses information compiled from other sources that appears applicable to a new or existing product.
The advantages of secondary research are that it is relatively cheap and easily accessible.
Disadvantages of secondary research are that it is often not specific to one’s area of research and
the data used can be biased and is difficult to validate. Primary market research usually involves
testing such as focus groups, surveys, field tests, interviews or observation, conducted or tailored
specifically to that product.

A list of questions that can be answered through market research can include:
• What is happening in the market?
• What are the trends?
• Who are the competitors?
• How do consumers talk about the products in the market?
• Which needs are important?
• Are the needs being met by current products?

Market research for business planning
Market research is for discovering what people want, need, or believe. It can also involve
discovering how they act. Once that research is complete it can be used to determine how to
market a specific product.

For starting up a business, there are a few things that need to be considered:

Market information
Market information is making known the prices of the different commodities in the market, the
supply and the demand. Information about the markets can be obtained in several different
varieties and formats.

Examples of market information questions are:
• Who are the customers?
• Where are they located and how can they be contacted?
• What quantity and quality do they want?
• What is the best time to sell?

Market segmentation
Market segmentation is the division of the market or population into subgroups with similar
motivations. Widely used bases for segmenting include geographic differences, personality
differences, demographic differences, use of product differences and psychographic differences.

Market trends
There are upward or downward movements in a market, during a period of time. The market size
is more difficult to estimate if one is starting with something completely new. In this case, one will
have to derive the figures from the number of potential customers or customer segments. But,
besides information about the target market, one also needs information about competitors,
customers and products for instance.
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A few techniques to procure such information are:

• Customer analysis • Industry or market research
• Choice modelling • Integrated marketing communications
• Competitor analysis • List of marketing research firms
• Risk analysis • Marketing
• Product research • Marketing Research Association
• Advertising research • Marketing research mix
• Commercial eye tracking • Observational techniques
• Copy testing • Propaganda
• Experimental techniques • Quantitative marketing research
• Global marketing • Qualitative marketing research

Marketing research and programme marketing research is pivotal in the marketing process. By
referring to studies of prospective buyers’ needs, wants and tastes, providers of goods and services
can tailor their marketing programmes. The results of marketing studies suggest to sellers not only
what they should sell or provide but also where to offer particular goods and services, how to
advertise them and how to set prices (Encarta, 2005).

According to Encarta (2005), there are two types of research: qualitative and quantitative. To
gain a general impression of the market, consumers or the product, companies generally start with
qualitative research. This approach asks open-ended rather than yes or no questions in order to
enable people to explain their thoughts, feelings or beliefs in detail. One of the most common
qualitative research techniques is the focus group in which a moderator leads a discussion among
a small group of consumers who are typical of the target market. The discussion usually involves a
particular product, service or marketing situation. Focus groups can yield insights into consumer
perceptions and attitudes, but the findings cannot be applied to the whole market because the
sample size is too small. Focus group results are suggestive rather than definitive.

The insights generated by a focus group are often explored further through quantitative
research, which provides reliable, hard statistics. This type of research uses closed-ended
questions, enabling the researcher to determine the exact percentage of people who answered yes
or no to a question or who selected answer a, b, c, or d on a questionnaire. One of the most
common quantitative research techniques is the survey, in which researchers sample the opinions
of a large group of people. If the sample group is large enough and is representative of a particular
group, such as executives who use cell phones, statisticians consider the findings statistically
valid, which means that if all consumers in that particular category could be surveyed the findings
would still be the same. This means that quantitative findings are conclusive in a way that
qualitative findings cannot be.

MARKETING RESEARCH METHODOLOGY

Preliminary marketing investigations:
• Identification and description of marketing problems
• Developing hypotheses
• Compiling information schedules
• Formal marketing investigations

Primary information:
• End consumers
• Intermediate persons
• Internal information sources
• Competitors
Determining of the research method:
• Observation method
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• Experimental method
• Survey method

Design of questionnaires:
• Determining of the extent of the formal investigation
• Selection, training and control of field workers and compiling and managing surveys
• Compile findings systematically and test the hypothesis
• Writing of the final report

BARLOWORLD-EQUIPMENT
According to its 2007 Annual Report, by that year, Barloworld-Equipment had been in business
for 80 years, which is an indication of its strength and endurance as an independent heavy
earthmoving equipment company (Barloworld-Equipment Annual Report, 2007:3).

Barloworld-Equipment supply Caterpillar equipment and support to customers in 11 countries
in southern Africa (South Africa, Namibia, Botswana, Angola, Zambia, Zimbabwe, Malawi,
Mozambique, the DRC, Lesotho and Swaziland) and in Siberia, Spain and Portugal, Andorra, Sao
Tomé and Principé. Complementary brands also represented by the equipment division include,
among others, MaK (Spain) and Perkins engines, (both Caterpillar subsidiaries), Mitsubishi lift
trucks (Portugal), rotary blasthole drilling equipment from Atlas Copco, and Metso mobile
crushing and screening plants (southern Africa). Barloworld-Equipment provides customers in
mining, construction, marine, electrical power generation and other industries with integrated
solutions that include new, used and rental equipment options, linked to equipment management
plans designed to improve productivity and lower operating costs. Facilities throughout the
division’s territories offer world-class customer support, and in-house skills development
produces focused and dedicated employees (Barloworld-Equipment Annual Report, 2007:3).

The company aims to continue to ensure alignment on all key strategic areas, which include skills
attraction, retention of existing skills and their continued development, product quality, availability and
lead times, concomitant to solutions to enable customers to reduce operating costs.

The marketing strategy of Barloworld-Equipment is based on its integrated solutions model,
incorporating new, used and rental machine operations with varying degrees of support to adapt to
customer needs. The success of the model is reflected in the growth in sales of all its constituent
products and services (Barloworld-Equipment Annual Report, 2007:3).

The most advanced form of support with its marketing research initiatives is the company’s
well-developed and increasingly respected maintenance and repair contracts (MARC) offering
various guarantees over the life of each machine. The benefits to their customers by the company
of such offerings have been highlighted in the past year, with a number of new mining projects
requiring this level of support, particularly in southern Africa.

Limited availability due to unprecedented worldwide demand continued to restrict growth in a
number of product lines. This challenge, along with efforts at maintaining high quality levels
across all ranges, has received close attention and improvements are expected in the year ahead
(Barloworld-Equipment Annual Report, 2007:3).

Record commodity prices have resulted from demand related to growth in China and India
(Barloworld-Equipment Annual Report, 2007:3).

As a result of increased global growth, new mining projects have been launched and existing
mines are expanding. This has impacted positively on Barloworld- Equipment’s southern African
business, while in Siberia the company is capitalising on a more even spread of business across
mining commodities including not only coal but also diamonds, gold and nickel (Barloworld-
Equipment Annual Report, 2007:3).

Construction remains strong in all territories where operations are ongoing, due to high levels of
infrastructural spending in southern Africa, Spain and Siberia (Barloworld-Equipment Annual
Report, 2007:3).
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A number of promising prospects are envisaged for the power systems business in southern
Africa, where steps taken to ensure the company’s involvement in the supply of power to keep
pace with rapid urban development. The supply of energy solutions into the oil and gas sector
holds further promise in Angola. The privatisation of public shipyards in Iberia (Spain and
Portugal) has provided increased opportunities for the supply of MaK engines for big vessels.
Another area is that of the several successfully commissioned turnkey power generation systems
in Spain and Portugal. The power systems business in Siberia is expanding rapidly from a low
base (Barloworld-Equipment Annual Report, 2007:3).

According to its 2007 Annual Report, Barloworld-Equipment is growing from strength to strength
and, by using tried and tested marketing research procedures, will continue to grow and expand.

CONCLUSION

This article has provided a brief explanation of selected broad theoretical concepts of marketing
research, followed by a brief overview of methods of exploring the market, design choices in market
description, a focus on sampling, data collection, market segmentation, experimentation, communica-
tions research via a message as well as media selection, various experiments in the field, evaluating
performance and predicting, concluding with examples of statistical tests. Barloworld-Equipment is
used as a case example in selected areas of the marketing research process.

BIBLIOGRAPHY
Bradley, N. 2007. Marketing research: Tools and techniques. Oxford: Oxford University Press.
Crimp, M. 1985. The marketing research process. 2nd edition. Englewood Cliffs, NJ: Prentice-Hall.
Du Plessis, P.G. 1993. Toegepaste bedryfsekonomie: ’n Inleidende oorsig. Pretoria: Haum.
Barloworld Ltd. 2008. Barloworld Leading Brands Annual Report 2007. Online at http://

barloworld.com/content/main/ar2007/revop_equipment.php
Kasulis, J.J. 2003. Marketing research. Grolier Multimedia Encyclopedia. Grolier USA.
Kotler, P. & Armstrong, G. 1991. Principles of marketing. 5th edition. Englewood Cliffs, NJ:

Prentice Hall.
Kotler, P. & Armstrong, G. 2007. Principles of Marketing. Englewood Cliffs, NJ: Prentice Hall.
Lancaster, G. & Massingham, L. 1993. Marketing management. Maidenhead, Berkshire: McGraw

Hill.
Marder, E. 1997. The laws of choice: Predicting customer behavior. New York: Simon &

Schuster.
Peter, J.P. & Donnelly, J.H. 2007. Marketing management: Knowledge and skills. 8th edition.

New York: McGraw-Hill/Irwin.
Pitt. L., Bromfield, D. & Nel, D. 1995. South African marketing cases for decision makers. 2nd

edition. Cape Town: Juta.
Robbs, B. 2005. Microsoft Encarta Reference Library 2005. USA: Microsoft Corporation.
Wolff, J. 2001. Do something different: Proven marketing techniques to transform your business.

London: Virgin.
Young, C.E. 2005. The advertising handbook: Ideas in flight. Seattle: WA.

* Mr TL Ferreira is a Senior Representative, Barloworld-Equipment, Free State Region,
Lesotho and Northern Cape. He has received numerous awards, among them ‘Marketer of
Year’ for a number of years.

The Marketing Research Process: A Case Study of Barloworld-Equipment Operations 73


