Marketing researches as an integral part of 

decision making in the construction business.

Thesis: Complex and careful planning of research is the key to success for the company
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Introduction
Era of globalization and time-space compression modifies the real market space into actually unlimited space and introduces intensive competition even into the areas in which it would not have been considered several decades ago. 

A possible way how to deal with this new situation, especially for transforming a country, is offered by marketing. Nowadays marketing can decidedly be considered as a part of our everyday life to such an extent that even though not explicitly stated, we abide implicitly by its principles. It is not considered as a separate field of study but as a multi spectral methodological tool for managing situations in private life as well as in professional life. Despite more than half a century of the development of marketing it still remains a challenge even for private companies that are generally regarded as specialists for marketing activities.

It is the competition spreading into other sphere of human reality that has become a very important impetus for applying marketing to places. Doubtless, even places benefit from highly sophisticated marketing

activities used in private sector.

New challenges brought about by place, have started marketing research integrating various marketing approaches based not only on deep knowledge of humanities, social sciences and business, but also on understanding the complexity of its product - place. Complexity of its nature is probably the reason why a wider consensus in such a fundamental question as the definition of place marketing has not

been achieved. This is the field where geography can be useful because of the fact that place is both an object of research and part of manner in which such research can be carried out.

In my this thesis I am trying to cope up to find out a way which will show us how marketing can be an important role player being as the integral part of decision making, herein specially in the construction business.
1.1 Theoretical aspects of marketing research 

in the construction market:

A logical beginning of problem solving is ordinarily its anamnesis and thus with place marketing the place is subject to in-depth analysis. Situation analysis should be complex and it should comprise all that is related to place. 
If we look at the construction market it is itself so complicated. So some people in the marketing business with no prior knowledge of marketing think that marketing adds extra expenditures and brings back low profiled results. In recent years this has been shown by the market researchers that the old ideas and typical methods of decision making in the marketing business has brought far worse results. Today when we talk about the globalization , marketing is the most important aspect to be considered. If will be right even to say that Globalization was initiated by marketing itself. 

[The Engineering Index Том 93,Часть 11 p. 85]
The main thing here I must remind is that mostly people mix up Marketing Research in the construction business with Marketing in the Real state business, these two are of course close to each other but construction  business is more deeper than the real state business. The main difference is that when we deal with the real state business it has less interests with construction but only checks with the architectural part of construction, because the buyer is more interested to buy a furnished and  ready house or building. 
Situation Analysis:
A logical beginning of problem solving is ordinarily its anamnesis and thus with place marketing the place is subject to in-depth analysis. Situation analysis should be complex and it should comprise all that is related to place. As has already been mentioned in the preceding part, reliability of the results of such an analysis is established by means of outsourcing, i.e. by external experts, most frequently private companies.

Marketing information system:
The essential points of every analysis are data and information6. Due to cyclic character of marketing management it is necessary not only to systematically collect marketing information but also to preserve, analyze and pass it onto managers or other responsible persons. The need for a marketing information system results from the necessity to provide relevant information in real time and relevant form (Janeckova, Vastikova 1999, pp. 25-38). It ought to comprise an analytical marketing system consisting of statistical procedures and models used for eliciting useful information from research data. Analytical marketing system is composed of “statistic banks”  and  “banks of models”. Data forming the marketing system in question can be gathered from a number of sources.
1.1.1 Objectives and types of research
Every structure has got its form, function and aesthetics. Normally, we consider that the architects will take care of them and the structural engineers will be solely responsible for the strength and safety of the structure. However, the roles of architects and structural engineers are very much interactive and a unified approach of both will only result in an "Integrated" structure, where every material of the total structure takes part effectively for form, function, aesthetics, strength as well as safety and durability. This is possible when architects have some basic understanding of structural design and the structural engineers also have the basic knowledge of architectural requirements.
Both the engineer and the architect should realize that the skeletal structure without architecture is barren and mere architecture without the structural strength and safety is disastrous. Safety, here, includes consideration of reserve strength, limited deformation and durability. However, some basic knowledge of architectural and structural requirements would facilitate to appreciate the possibilities and limitations of exploiting the reinforced concrete material for the design of innovative structures.  Before proceeding to the design, one should know the objectives of the design of concrete structures. The objectives of the design are as follows:
The structures so designed should have an acceptable probability of performing satisfactorily during their intended life:
This objective does not include a guarantee that every structure must perform satisfactorily during its intended life. There are uncertainties in the design process both in the estimation of the loads likely to be applied on the structure and in the strength of the material. Moreover, full guarantee would only involve more cost. Thus, there is an acceptable probability of performance of structures as given in standard codes of practices of different countries.
The designed structure should sustain all loads and deform within limits for construction and use.
Adequate strengths and limited deformations are the two requirements of the designed structure. The structure should have sufficient strength and the deformations must be within prescribed limits due to all loads during construction.

However, sometimes structures are heavily loaded beyond control. The structural engineer is not responsible to ensure the strength and deformation within limit under such situation. The staircases in residential buildings during festival like marriage etc., roof of the structures during flood in the adjoining area or for buildings near some stadium during cricket or football matches are some of the examples when structures get overloaded. Though, the structural designer is not responsible for the strength and deformations under these situations, he, however, has to ensure that the failure of the structures should give sufficient time for the occupants to vacate. The structures, thus, should give sufficient warning to the occupants and must not fail suddenly.
1.1.3 The procedure of planning a marketing research

I decided to prove the importance and procedure of planning a marketing research, and for this purpose I chose  the book Marketing Plans- How to prepare them and how to use them.
Professor Malcolm McDonald of Cranfield University School of Management, a world authority on marketing planning, has produced numerous publications on the marketing planning process over the last 10 years.  His best selling book, Marketing Plans - How to prepare them: How to use them, now in the Fourth Edition, describes The Ten Steps of the Strategic Marketing Planning Process as follows:

The Ten Steps of The Strategic Marketing Planning Process are:

1. Mission

2. Corporate Objectives

3. Marketing Audit

4. SWOT Analysis

5. Assumptions

6. Marketing Objectives and Strategies

7. Estimate Expected Results

8. Identify Alternative Plans and Mixes

9. Budget

10. 1st Year Detailed Implementation Programme and Measurement and Review

In order to assist companies with the implementation of an effective Strategic Marketing Planning Process many of the techniques were implemented in software programmes.  Several prototypes were developed at the Cranfield School of Management, which were widely tested in a variety of commercial environments over a number of years, in order to produce a complete and robust specification of the requirement.
[Marketing Research Kit for Dummies Author: Michael Hyman, PhD,Jeremy J. Sierra page 93-99]

What is EXMAR ?

Product Description : EXMAR is a process, supported by a set of associated services, for developing Strategic Marketing Plans.  

It assists companies by:

• Guiding them through a logical marketing planning process

• Prompting and defining key data requirements

• Displaying information graphically to aid understanding of the business

• Providing advice at key stages

• Allowing ‘what-if ’ analyses

Benefits of EXMAR:

The competitive differentiation derived from EXMAR has been the subject of extensive research by Cranfield School of Management and can be summarised as follows:

• Provides a planning framework which ensures consistency across divisions and each division covers all the key aspects of the planning process

• Takes the ‘number crunching’ out of marketing analysis

• Gives new insights into the markets particularly through the market        segmentation techniques

• Gives powerful graphical display which makes large volumes of data understandable

• Enables easy ‘what-if ’ iterations as strategy options are explored

• Facilitates team work and multidisciplinary involvement in the marketing planning process

• Improves marketing skills within the company

• Focuses planning on the customer

• Gives a clear vision of markets and the company’s position in them

• Adds value to marketing database investment.

Market Segmentation

Having identified the key junctions on the market map, these are analysed to arrive at a segmentation structure. This is achieved by answering the following questions:

1. Who buys?

Here the output of the market map is captured by identifying and defining the different types of decision makers, such as large corporate, small independents, individuals and so on, along with the revenue associated with their decisions.

2. What is bought, where? when? how?

The objective of this step is to clearly identify the Key Discriminating Features (KDFs) used by the decision-makers to choose between one offer and another.  In an airline example this could involve class of travel, fare type, additional services (chauffeur drive, for example), schedule,

airport, loyalty programmes, agency, direct and so on.

3. Who buys what?

The different types of decision makers identified earlier in the process are then broken down into a series of micro-segments to reflect the different ‘purchase bundles’ they put together.

4. Why do they buy?

As segmentation is about splitting customers, or potential customers, within a market into different groups, or segments, within which customers have the same, or similar requirements, understanding the real needs customers are trying to satisfy by the purchase bundle they put  together is a crucial step. This information is converted into Critical Purchase Influences (CPIs).

For example, some segments will be influenced by service and convenience, others by price and so on.

It should also be noted that CPIs might relate to how the micro-segment wishes to be served. For example some large customers may wish to be served by a single point of contact for all their needs, in which case they would be reached by the channel serving those needs; for other micro segments the Internet may represent the best way to serve the customer.
[Fair play: Solutions, with New buildings, Edition 1, p. 100-105]
1.2 Marketing planning:
Contents of a strategic marketing plan:

Following the analysis phase, EXMAR can automatically produce a Strategic Marketing Plan document.  By default, the contents of the Strategic Marketing Plan report follow the format prescribed by Professor Malcolm McDonald of the Cranfield University School of Management.

1. Mission Statement:
This clearly sets out the reason for the existence of the Strategic Business Unit (SBU) and should briefly state:

• Role or contribution of the unit

• Definition of the business

• Distinctive competence

• Indications for future direction
2. Financial Summary of Strategic Plan:

Its purpose is to summarise the financial implications over the planning period.  For example:

“This three-year business plan shows an increase in revenue

from £85m to £302m and an increase in contribution from £37m

to £163m.”

3. Market Overview

The Market Overview considers the following:

• Market structure

• Market trends

• Key Market Segments

• Gap Analysis

4. SWOT (Streangth, Weakness, Opportunities and Threat ) Analysis:

The SWOT Analysis makes use of the Critical Success Factor (CSF) technique.  This section takes into account how the following changes will affect business in the planning period:

• Technology

• International trade

• General Economy

• Socio-political factors

• Demographics

• Market Factors

• Competition.
5. Overall Assumptions:

The assumptions need to be:

• Explicit

• Few in number

• Agreed by key managers

• Related to issues in the SWOT Analysis.

1.2.1 Aims and objectives of the planning:

When preparing a strategy for success, a business needs to be clear about what it wants to achieve. It needs to know how it is going to turn its desires into reality in the face of intense competition. Setting clear and specific aims and objectives is vital for a business to compete. However, a business must also be aware of why it is different to others in the same market.

We shall need to look in depth of these aspects while determining aims and objectives of a market planning.:

Branding:

One of the most powerful tools that organisations use is branding. A brand is a name, design, symbol or major feature that helps to identify one or more products from a business or organisation. The reason that branding is powerful is that the moment a consumer recognises a brand, the brand itself instantly provides a lot of information to that consumer. This helps them to make quicker and better decisions about what products or services to buy.

Product positioning:

Managing a brand is part of a process called product positioning. The positioning of a product is a process where the various attributes and qualities of a brand are emphasised to consumers. 
When consumers see the brand, they distinguish the brand from other products and brands because of these attributes and qualities.


1.2.3 Tools and methods of marketing planning:



First, here's something that is fast becoming the most fundamental aspects of marketing to get right, especially if you want to build a truly sustainable high quality organisation (of any size) in the modern age:

Ensure the ethics and philosophy of your organisation are good and sound. This might seem a bit tangential to marketing and business, and rather difficult to measure. 

Price is no longer the king, if it ever was. Value no longer rules, if ever it did. Quality of service and product is not the deciding factor.

Today what truly matters is ethical and philosophical quality - from the bottom to the top - in every respect - across every dimension of the organisation.

Modern consumers, business buyers, staff and suppliers too, are today more interested than ever before incorporate integrity, which is defined by the organisation's ethics and philosophy.

Good sound ethics and philosophy enable and encourage people to make 'right and good' decisions, and to do right and good things. It's about humanity and morality; care and compassion; being good and fair. Profit is okay, but not greed; reward is fine, but not avarice; trade is obviously essential, but exploitation is not.

Psychological Contract theory:  It is helpful towards understanding and developing fair balanced philosophy, especially in meeting the complex needs of staff, customers and the organization. People naturally identify and align with these philosophical values. The best staff, suppliers, and customers naturally gravitate towards organisations with strong philosophical qualities.

Putting a good clear ethical philosophy in place, and communicating it wide and far lets people know that your organisation always strives to do the the right thing. It's powerful because it appeals to people's deepest feelings. Corporate integrity, based on right and good ethical philosophy, transcends all else. And so, strong ethics and good philosophy are the fundamentals on which all good organisations and businesses are now built.

People might not ask or talk about this much: the terminology is after all not fashionable 'marketing-speak', nor does it correlate obviously to financial performance, but be assured; everyone is becoming more aware of the deeper responsibilities of corporations and businesses in relation to humanity, and morality, the natural world, the weak and the poor, and the future of the planet.

1.3 Features of research in construction:
Features of Marketing Research:

1) Systematic and continuous process:- MR is a continuous process. One type of research is not adequate to resolve all marketing problem. Similarly, new research projects will have to be undertaken to solve new marketing problem and challenges. A marketing company faces new marketing problem from time to time and for facing them marketing research activities need to be conducted on regular basis. A marketing company has to conduct MR regularly for its survival and growth in the present dynamic marketing environment. 


2) Wide in scope application:- MR is wide in scope as it deals with all aspects of marketing of goods and services. Introduction of new products, identification of potential markets, selection of appropriate selling techniques, study of market competition, introduction of suitable advertising strategy and sales promotion measures are some areas covered by MR.

3) Emphasises on accurate data collection and critical analysis:- In MR, required data should be collected objectively and accurately. The data collected must be reliable. It should be analysed in a systematic manner. This will provide comprehensive picture of the situation and possible solution.


4) Offers benefits to sponsoring company and consumer:- MR is useful to the sponsoring company. It raises the turnover and profit of the company. It also raises the competitive capacity and creates goodwill in the market. It enables a company to introduce consumer- oriented marketing policies. Consumer also gets agreeable goods and more satisfaction due to MR activities.

5) Commercial equivalent of military intelligence :- MR is the commercial intelligence activity. It is similar to military intelligence where systematic study is made before taking any military action MR acts as the intelligence tool of marketing management.


6) Tool for managerial decisions:- MR acts as a tool in the hands of management for identifying and analysing marketing problem and finding out solution to them. It is and aid to decision-making. It suggests possible solution for the consideration and selection by managers. MR is an aid to judgement and never a substitute for it.


7) Applied type of research:- MR is applied knowledge. It is also called ‘decisional’ research as it provides specific alternative solution to deal with a specific marketing problem. It studies specific marketing problem and suggests alternative solution and possible.


8) Reduces the gap between the producers and consumer :- MR is an essential supplement of modern competitive marketing. It is useful for understanding the needs and expectations of consumers. It reduces the gap between producers and consumers and adjusts the marketing activities to suit the needs of consumer.

9) Not an exact science:- MR is both science and an art. It collects information and studies marketing problem in a scientific manner. The information collected is also applied to real life problem. However, MR is not an exact science. It only suggests possible solution and not the exact solution to marketing manager for consideration and selection. At present, MR is treated as a professional activity. We have professional research agencies dealing with the marketing problem of their clients on commission basis.


10) Use of different methods:- MR can be conducted by using different methods. Data can be collected through survey or by other methods like observation method or experimentation method. Even computers and internet are used for data collection. The researcher has to decide the method suitable for his research project.

11) Dynamic character:-MR is dynamic in nature. Its scope is fast expanding along with the new developments in the field of marketing. In addition, development in other subjects such as economics, statistics, computer science, sociology, psychology, cultural anthropology and behavioural sciences also bring corresponding changes in the field of MR. 

This suggests that MR is a dynamic and progressive subject.


12) Closely connected with marketing information system:- both the concepts are interrelated. In fact, MR is one components of MIS. Both are useful for solving marketing problem and for accurate and quick decision-making in the field of marketing.

[Construction Supply Chain Economics Author: Kerry London p. 33-35]
1.3.1 Determination of the construction market:

If we look at the post soviet construction market, as far as we are a part of it, living and working here and planning with modern tools to serve our construction market. 

Summary: 
In the socialist market Economic conditions, determine the method of construction project cost more and more important, it is directly related to the ability to effectively and reasonably accurately determine the project cost, and thus to maximize Investment returns, with the socialist market the economy has improved steadily, with the further deepening of China's reform, as China's openness to further improve the methodology for determining the construction cost of reform is urgent. 

1. Introduction :

Project cost from the broad sense refers to the construction of a project expected to cost or actual cost of all fixed assets Investment costs that the entire process of project construction costs incurred in the sum, including Chief charges and other associated costs; a narrow sense, refers to the construction price, for the construction of a project, projected or actually in the land market, equipment, market, Technology labor market, and trading activity contracting markets in which the formation of the prices of construction and installation Engineering and construction of the total price that the price of construction contracts. 
At  first As the bearing in the bidding price is an important project cost, and it is the price of the most typical form, therefore, this article discussed the project cost for the latter. Project cost to reflect the value of construction projects, and are subject to the impact of market supply and demand, due to construction of a single piece of production, permanence, and long-cycle characteristics determine its cost addition to the common characteristics of commodity prices in general, but also has its own characteristics: First, a single piece of pricing, as each project has its specific purpose, skill level, standard and location of different needs of a single piece of valuation; Second, many of valuation, due to construction of the production cycle is long, large-scale, high cost, so by construction procedure should be carried out in phases, with a corresponding number but also in various stages of pricing to ensure that project cost to determine and control of scientific. To sum up, the construction project cost determination process is very complicated. Under the socialist market Economic conditions, determine the method of construction project cost more and more important, it is directly related to the ability to effectively and reasonably accurately determine the project cost, and thus to maximize Investment returns. 

Secondly, the construction project cost to determine the formation history and the status quo approach 50 years since the 20th century, our country learn from the Experience the former Soviet Union, and gradually establish a planned economy to adapt to the needs of the time budget estimate quota system, labor, materials, machinery and other prices provided by the reunification of the country, the traditional fixed budget estimate of construction cost as a basis for pricing on China to strengthen program management, reduce investment waste, a variety of faster, better and cheaper to build the country has played a positive role. 
Into the 90's, China has gradually from a planned economy to a market economy, and raise the level of Economic development, economic structure is increasingly complex, the original valuation approaches have failed to meet the market needs of economic development, for which our way of building project cost pricing carried out a series of reforms, such as adjusting the cost of the project price items, to amend the relevant costs, profits, tax calculation standard, taking into account fees in check by type of construction and so on. 
All of these reforms, so that the progressive construction cost of goods reflect their intrinsic properties, but with the continuous Development of the socialist market economy, construction, project cost pricing methods are still many problems, also illustrates still a need for deepening reform. 

The Third one is, the construction project cost to determine existing problems . Over the years, the traditional budget estimate has been identified as the basis for the construction project cost, because it is the competent national authorities for the preparation, management, enterprise when there was no pricing autonomy in the process of determining the construction project cost, but is a special program program implementation, in accordance with the determination of the current method to determine the cost of construction projects is still essentially a planned price, and the market economy and far, with the deepening of reforms and increasing openness, the current construction project Determination of more cost shown many disadvantages. 

A construction project cost and difficult to reflect the objective requirements of the Lawof value .


1. The Law of value:  by socially necessary labor time required to determine the magnitude of value of goods, which tend to show that the price of cost plus a profit, construction, project cost is no exception. As the national authority of a unified budget estimate prepared by the quota is neither reflected in the various realities of the specific labor productivity of construction enterprises, it is impossible to produce a specific project will require the socially necessary labor consumption and the level of project cost does not reflect the socially necessary labor level. Because the production of a commodity needed for socially necessary labor time is impossible to man-made regulations must be different from each other through the production conditions of competition between the formation of the producers. Thus, according to estimates prepared by national reunification quota determined by the construction project cost, is the Law of value does not reflect the objective requirements. 


2. Construction project : Cost is difficult to reflect market supply and demand relationship. The existing pricing approach provides construction cost calculations must be based on fixed construction and installation project budget under the basic tendencies of indicators. The project budget is fixed by the state department in charge of a unified budget, because of the fixed project budget preparation, study, modify can not be timely to reflect changes in the market does not reflect the changes in supply and demand, although the various countries are setting the tone of the various relevant deviation coefficient, but the 'factors' from the measurement to the implementation still lags far behind the pace of change in the market is not conducive to receive the market adjustment, so that the current construction project cost pricing is difficult to reflect market supply and demand relationship and can not reasonably determine the construction project cost.
3.The construction project cost difficult to embody the principle of competition . In accordance with a fair, open and fair implementation of the principles of market competition, is to nurture, improve and develop the market, the key to the market competition is bound to be around the price of this core, which will inevitably require the construction project cost must reflect the principle of competition, each competitor must be the pros and cons clearly displayed. However, current construction cost pricing approach, which requires production conditions, ownership, level of competition of different businesses all must follow the same method of calculation to determine a valuation based on cost of construction projects, all competing companies have made very little difference between the price level can not reflect the strength of enterprises, there is no difference between the price it is difficult to embody the principles of competition. 

Construction project cost difficult to embody the principle of high-quality products at higher prices . Construction project is a special commodity, its quality level is also divided, the current quota is only provided for a unit price, according to Hedonic Price does not comply with the principle of commodity exchange, affecting the contractor to improve the quality of enthusiasm is difficult to reflect higher prices for better quality principle. 


The fifth one:  is not conducive to the formation of a unified, open and orderly construction market. The current construction cost method of valuation of the provinces, various sectors have prepared their own project budget fixed. Due to historical and customary reasons, the calculation of these rules, not the same, sub-segment of the names, the contents vary, giving the construction project cost pricing has brought a certain degree of difficulty, is not conducive to the formation of a unified, open and orderly construction market. 

 In the long run, construction project cost method of reform should be determined in line with the Development of the socialist market economy gradually with international practice. The construction project cost should be achieved by the enterprises under the conditions of market conditions and their own self-pricing, the only way to make the construction project cost to reflect the objective requirements of the law of value in order to reflect market supply and demand relationship in order to reflect the principle of competition. However, as China is still in the initial stage of the socialist market economy, the corresponding number of laws and regulations are not sound, the entire construction market is not sufficient competition in the market to form. Based on the current actual situation of the construction project cost to determine ways to solve the problems, first of all from the following aspects:
The first one:  unified nation-building project to which the name of some of the items, content, units of measurement, calculation rules, the calculation of the amount so that the project has a unified standard, is conducive to the formation of a nationwide market, so that the project calculation clarity, reduce bearing party awarding Pricing disputes. 
The second one: the full implementation of a fixed amount of price separation, the state issued the unity of the amount of price budget estimate quota system into the National Release Engineering consumption of fixed, unit prices reflect market conditions, variable prescriptive guidance pricing Information for the release of market-price, so that changing the price of consumption in kind with a relatively stable phase separation. 
The third one:  is fixed consumption should be divided into the grounds of national regulations to enforce the decree of the substantive terms of consumption and business combination in accordance with their own set of measures stipulated by the state of consumption of two parts, to facilitate the construction enterprises to compete. 

The fourth one:  some of the items in a unified project to which the name, units of measurement, calculation rules, based on the physical works to implement the comprehensive price of the amount of valuation method. Under the current fixed pricing, engineering, sub-headings for the various sub-items not directly reflect the cost must be recalculated to take fee in order to know, blurred some of the items of each sub-project cost and total cost of the relationship. The implementation of a comprehensive cost by direct costs plus the direct identification of sub-part of the overall project cost method of valuation is conducive to investment control and subcontracting, design changes such as price valuation work and help with international practice. 

The fifth one: is to establish a national Information network construction cost, timely release a variety of labor, materials, machinery and equipment market price, timely release of market various types of construction projects and prices right from the construction project cost pricing guide. As the socialist market Economic system has improved steadily, China's construction Industry to further deepen reform to build the methodology for determining project cost reform is urgent. The above is just my own point of view, hoping to lead their colleagues for further reflection and discussion, the construction cost for the next phase of China's reform of the methodology for determining some effort.
1.3.2 Competitors:

Concentration: 

There is some variation in the degree to which product and service markets within the construction industry are concentrated.  Overall, the industry appears to be overwhelmingly made up of small firms with fewer than 20 employees.These firms produce most of the industry’s output.  On the other hand, the importance of the small number of large firms should not be underestimated.  Their employees tend to produce a disproportionately high percentage of output.

Because of the very large number of small firms, the industry is often characterized as unconcentrated.  Some parts of it, however, are much less fragmented.  There is a limited number of general contractors who are capable of managing very large projects, whereas there is quite a large number of small subcontractors.

The two types of firms serve different functions and have more of a vertical 

relationship than a horizontal one.  Competition among the large general contractors seems to be more in the mould of oligopoly, whereas the rivalry among small contractors who do basic work such as laying bricks and pouring concrete tends to be closer to perfect competition.

Barriers to Entry:

For small construction firms, the start-up costs for entering their local market tend to be low.  That may be due to the fact that relatively few pieces of equipment have to be bought.  Small firms commonly lease equipment on an as-needed, project-by-project basis. 

There are other financial hurdles, though.  Customers with substantial projects often require construction firms to post a bond, which acts as a financial guarantee for the customer in the event that the firm is unable or unwilling to fulfil its obligations.  The standard amount of the bond varies substantially from country to country, being as little as zero to as much as the entire value of the contract.  These bond requirements may present formidable obstacles to new firms, especially if they are small. 

Large construction companies seem to be better able to absorb transportation costs than smaller firms, so they typically manage to bid across a wider geographic area.  Nevertheless, they still face some obstacles.  In particular, buyers with projects suitable for large construction firms are more likely to 

demand a track record of successfully completed relevant projects.

The larger the project, the more important this factor tends to be because the customer will have more at stake and thus will be less likely to take a chance with an unknown firm.  This reputational factor may help to explain why the market for very large construction projects tends to be more concentrated, since it favours incumbents most heavily.  The comparatively few major construction firms develop strong ties with the largest clients, making it more difficult for smaller or newer firms to acquire the kind of experience and trust needed to satisfy the clients’ prequalification requirements. That means new and smaller firms may not even be allowed to bid on major 

projects, let alone win them.
Transparent bid procedures:

The general public often has access to bid openings for 

construction projects, at least in auctions for public procurement.  Procurement laws and administrative regulations tend to require a certain amount of transparency so as to discourage corruption.  Procurement officials may be required to disclose information such as the identity of 

bidders and the terms and conditions offered in each bid.

The business:

Is highly cyclical and orders are “lumpy.”  The construction sector is subject to substantial demand swings.  In the Netherlands, for example, 12 percent of all bankruptcies are filed by construction firms, a fact that “reflects the construction sector’s relatively high vulnerability and sensitivity to the economic cycle.” Housing, commercial building and public works all depend on flows from other major sectors.  Boom and bust cycles in those other sectors therefore affect construction firms, too.   

Inelastic demand:  

Though subject to fluctuations, the demand for construction work – once it is 

there – tends to be fairly price inelastic.  

A town that needs a new sewer system, for example, is probably not going to be sensitive to modest price increases.

A large number of buyers: 

A large and varied customer base buys construction services.  It 

includes individuals, large and small businesses, and municipal and national governments. The size and heterogeneity of these customers make it more difficult for them to compare information than would be the case if there were only a few buyers. 

Sub-contracting:

It is common.  Many construction projects could not be efficiently completed without some degree of sub-contracting.  Even large contractors have to rely on smaller, more specialized firms for some aspects of their projects.  But sometimes a winning bidder will subcontract part of a project to a firm that would  ordinarily be its rival.  In fact, firms in the construction sector often consider talking to and partnering with each other to be a normal way of doing business. Whereas in one project companies might truly behave like independent competitors, in another project they might form a joint venture or have a contractor or a subcontractor agreement. That kind of complex relationship causes headaches for competition authorities because it may not be clear whether or not meetings and communications between the companies served a legitimate business purpose.

Types of Collusive Activities Undertaken:

Cartels may engage in several different types of anticompetitive practices.  These include:  

• Simple price fixing 

• Bid rotation (when firms agree to take turns winning bids)

• Bid suppression (when some firms agree not to bid) 

• Cover pricing (when some firms intentionally submit bid prices that are too high to win or that carry conditions that the buyer is sure to find objectionable) 

• Quota agreements 

• Market sharing arrangements (when rivals allocate customers to one another according to project type or location) 

• Sharing bidding fees (when a cartel charges its members a fee for bidding which they all add to their bid price; the surplus is then shared after the winner is selected) 

• Collusive sub-contracting (when the winning bidder rewards cartel partners for their role by giving them sub-contracts so as to share the spoils of their scheme); and 

• Information exchanges (which may not be unlawful)

Detecting Construction Cartels:

Numerous factors can be informative when an agency is trying to determine whether a construction project or market has been affected by a cartel.  To begin with, competition authorities will probably find it helpful to complement their own team of investigators with an engineering consultant who specialises in the type of construction at issue and a financial auditor, if possible.  This group can then consider factors 

such as: 
• Whether qualified bidders failed to bid 

• Whether certain contractors repeatedly avoid bidding against one another 

• Whether the winning bidder repeatedly sub-contracts work to firms that       submitted higher bids on the same projects 

• Whether a certain firm always wins the contracts in a certain geographic area 

• For road construction projects, the US Department of Transportation and US Department of Justice suggest plotting the project locations of suspicious contracts on a map, assigning each vendor a different color recognizing that, as mentioned earlier, there is a natural limit to how far hot-mix asphalt can be transported (up to about 65 km), a comparison of the vendors’ wins in 

relation to their asphalt plants on the map may reveal a pattern consistent with territorial market allocation.

[Competitors: outwitting, outmaneuvering, and outperforming Author: Liam Fahey p. 118-126]
Arguments against competition: 

Historically, the construction industry has been relatively unreceptive toward the idea of open competition.  In fact, its representatives have advanced arguments claiming that competition is not only irrelevant in the construction industry, but that it is actually harmful to society.  Therefore, they contend, the sector should be exempt from some or all of  the competition laws.  Competition officials are in a position to rebuff such arguments, but how should they respond, specifically? 

The Irrelevance Argument: 

Construction industry advocates point out that problems that were unforeseen when a project was conceived often arise after a winning bidder has been selected and work is underway.  Such problems invariably lead to change orders for additional work, which have to be negotiated and result in increases to the original price.  Therefore, the winning bid price is often lower than the actual price paid by the client, and sometimes it is much lower.  Industry advocates argue that because it is rarely possible to know what the real price of a project will ultimately be even after a winning bid has been selected, competition is irrelevant in construction markets.  
It is true that construction work is prone to complications that become apparent only after work has begun. 
For example, one fairly common problem is that hazardous materials may be discovered in or under an existing building in the course of restoration or expansion work.  The cost of removing such materials can have a substantial effect on a project’s budget.  Another typical complication is that the 

standard foundation exploration does not uncover a soft soil condition, causing major additional work such as moving columns.   
Alternatively, rainwater may damage a structure while it is still incomplete.  
If the damage is only partially mitigated for some reason, mould may set in, often leading to a certain amount of fear and mistrust and therefore to the possibility of lawsuits, and perhaps finally to a costly decision to demolish and rebuild.  At least with respect to public procurement auctions, another factor often interacts with the inevitable change orders.  Specifically, procurement agencies are commonly required by law to select the bidder who submits the lowest price, or else to have a very good reason for not doing so.  Some bidders therefore submit unrealistically low bids, knowing that the actual fee they will receive will be substantially higher due to the change orders that will arise and have to be negotiated.  The real fee, in other words, is more the result of negotiation with a single contractor than of price competition among several contractors.   

1.3.3 Kinds and types of research:

Marketing research techniques come in many forms, including:

Concept testing:

It is the process of using quantitative methods and qualitative methods to evaluate consumer response to a product idea prior to the introduction of a product to the market. It can also be used to generate communication designed to alter consumer attitudes toward existing products. These methods involve the evaluation by consumers of product concepts having certain rational benefits, such as "a detergent that removes stains but is gentle on fabrics," or non-rational benefits, such as "a shampoo that lets you be yourself." Such methods are commonly referred to as concept testing and have been performed using field surveys, personal interviews and focus groups, in combination with various quantitative methods, to generate and evaluate product concepts.

The concept generation portions of concept testing have been predominantly qualitative. Advertising professionals have generally created concepts and communications of these concepts for evaluation by consumers, on the basis of consumer surveys and other market research, or on the basis of their own experience as to which concepts they believe represent product ideas that are worthwhile in the consumer market.

The quantitative portions of concept testing procedures have generally been placed in three categories:

1) Concept evaluations, where concepts representing product ideas are presented to consumers in verbal or visual form and then quantitatively evaluated by consumers by indicating degrees of purchase intent, likelihood of trial, etc.,

2) Positioning, which is concept evaluation wherein concepts positioned in the same functional product class are evaluated together, and

(3) Product/concept tests, where consumers first evaluate a concept, then the corresponding product, and the results are compared.


Shortcoming of traditional testing:

The traditional system of concept testing has been inadequate as a means to identify and quantify the criteria upon which consumer preference of one concept over another was based. These methods were insufficient to ascertain the relative importance of the factors responsible for or governing why consumers, markets and market segments reacted differently to concepts presented to them in the concept tests. Without such information, market researchers and advertisers, with their expertise, could generalize, on the basis of a concept test, as to how consumers might react to the actual products or to variations of the tested concepts. Communication of the concept, as embodied in a new product, has generally been left to the creativity of the advertising agency. 

No systematic quantitative method was known, however, which could accurately identify the criteria on which the consumer choices were based and the contribution or importance of each criterion to the purchase decision. Therefore, previous concept testing methods have failed to provide market researchers with the complete information necessary for them to create products specifically tailored to satisfy a consumer group balance of purchase criteria.
Buyer decision processes :

are the decision making processes undertaken by consumers in regard to a potential market transaction before, during, and after the purchase of a product or service.

More generally, decision making is the cognitive process of selecting a course of action from among multiple alternatives. Common examples include shopping and deciding what to eat. Decision making is said to be a psychological construct. This means that although we can never "see" a decision, we can infer from observable behavior that a decision has been made. Therefore we conclude that a psychological event that we call "decision making" has occurred. It is a construction that imputes commitment to action. That is, based on observable actions, we assume that people have made a commitment to effect the action.

In general there are three ways of analyzing consumer buying decisions. They are:

Economic models : These models are largely quantitative and are based on the assumptions of rationality and near perfect knowledge. The consumer is seen to maximize their utility. See consumer theory. Game theory can also be used in some circumstances.

Psychological models: These models concentrate on psychological and cognitive processes such as motivation and need recognition. They are qualitative rather than quantitative and build on sociological factors like cultural influences and family influences.

Consumer behaviour models: These are practical models used by marketers. They typically blend both economic and psychological models.

Customer satisfaction research:
It is that area of marketing research which focuses on customers' perceptions with their shopping or purchase experience.

Many firms are interested in understanding what their customers thought about their shopping or purchase experience, because finding new customers is generally more costly and difficult than servicing existing or repeat customers.

Many people are familiar with "business to customer" (B2C) or retail-level research, but there are also many "business to business" (B2B) or wholesale-level projects commissioned as well.

Descriptive or documentary research: Many customer satisfaction studies are intentionally or unintentionally only "descriptive" in nature because they simply provide a snapshot in time of customer attitudes. If the study instrument is administered to groups of customers periodically, then a descriptive picture of customer satisfaction through time can be developed (this is a type of "tracking" study).

Inferential or models-based research: Beyond documentary types of work are studies that attempt to provide an understanding of why customers have the perceptions they do and what may be done to change those perceptions. While models-based studies also provide snapshots of customer attitudes, the results of these studies are more powerful because they present the firm with recommendations on how to improve customer satisfaction. Frequently, these studies also provide firms with a prioritization of the various recommended actions. Inferential studies can also be conducted as tracking studies. When this is done, the firm can gain insight into how the drivers of customer satisfaction are changing in addition to documenting the levels and areas of customer satisfaction.


Methods: There are two basic methods of research studies:

Quantitative Research Studies: Quantitative studies allow a firm to develop an understanding of the "big picture" of their customers' experiences based upon a relatively small number of interviews. This "sample" of the firm's customers must be carefully designed and drawn if the results of the study are to be considered representative of the customer population as a whole. In most cases, the results of quantitative studies are based upon the responses of a relatively "large" number of interviews. Depending upon the size of the population and the amount of segmentation desired, "large" can be as few as 50 responses or range from several hundred to thousands of interviews. Mail-based, telephone-based, and (more recently) Internet-based surveys and related data collection methods.

Qualitative Research Studies: Qualitative studies are used by firms to provide a more detailed and/or unconstrained understanding of customer experiences. In most cases, the results of qualitative studies are based upon dozens of interviews. Qualitative studies are not designed to provide insights that are projectable to the customer population: qualitative studies are used for initial exploration of experiences and topics or to probe more deeply the reasons behind customer perceptions. Focus groups (group depth interviews) and "one-on-ones" (individual depth interviews) are common examples of qualitative studies.

Marketing effectiveness:

 It is the quality of how marketers go to market with the goal of optimizing their spending to achieve good results for both the short-term and long-term. It is also related to Marketing ROI and Return on Marketing Investment (ROMI). Marketing expert Tony Lennon believes marketing effectiveness is quintessential to marketing, going so far as to say It's not marketing if it's not measured.
Marketing effectiveness has four dimensions:

Corporate: Each company operates within different bounds. These are determined by their size, their budget and their ability to make organizational change. Within these bounds marketers operate along the five factors described below.

Competitive: Each company in a category operates within a similar framework as described below. In an ideal world, marketers would have perfect information on how they act as well as how their competitors act. In reality, in many categories have reasonably good information through sources, such as, IRI or Nielsen. In many industries, competitive marketing information is hard to come by.
Customers/Consumers: Understanding and taking advantage of how customers make purchasing decisions can help marketers improve their marketing effectiveness. Groups of consumers act in similar ways leading to the need to segment them. Based on these segments, they make choices based on how they value the attributes of a product and the brand, in return for price paid for the product. Consumers build brand value through information. Information is received through many sources, such as, advertising, word-of-mouth and in the (distribution) channel often characterized with the purchase funnel, a McKinsey & Company concept. Lastly, consumers consume and make purchase decisions in certain ways.

Exogenous Factors : There are many factors outside of our immediate control that can impact the effectiveness of our marketing activities. These can include the weather, interest rates, government regulations and many others. Understanding the impact these factors can have on our consumers can help us to design programs that can take advantage of these factors or mitigate the risk of these factors if they take place in the middle of our marketing campaigns.

There are five factors driving the level of marketing effectiveness that marketers can achieve:

1. Marketing Strategy:  Improving marketing effectiveness can be achieved by employing a superior marketing strategy. By positioning the product or brand correctly, the product/brand will be more successful in the market than competitors’ products/brands. Even with the best strategy, marketers must execute their programs properly to achieve extraordinary results.

2. Marketing Execution:  By improving how marketers go to market, they can achieve significantly greater results without changing their strategy or their creative execution. At the marketing mix level, marketers can improve their execution by making small changes in any or all of the 4-Ps (Product, Price, Place and Promotion) (Marketing) without making changes to the strategic position or the creative execution marketers can improve their effectiveness and deliver increased revenue. At the program level marketers can improve their effectiveness by managing and executing each of their marketing campaigns better. It's commonly known that consistency of a Marketing Creative strategy across various media (e.g. TV, Radio, Print and Online), not just within each individual media message, can amplify and enhance impact of the overall marketing campaign effort.

3. Marketing Infrastructure: (also known as Marketing Management) – Improving the business of marketing can lead to significant gains for the company. Management of agencies, budgeting, motivation and coordination of marketing activities can lead to improved competitiveness and improved results. The overall accountability for brand leadership and business results is often reflected in an organization under a title within a (Brand management) department.

4. Exogenous Factors - Generally out of the control of marketers, external or exogenous factors also influence how marketers can improve their results. Taking advantage of seasonality, interests or the regulatory environment can help marketers improve their marketing effectiveness.

Price elasticity of demand (PED or Ed):

It is a measure used in economics to show the responsiveness, or elasticity, of the quantity demanded of a good or service to a change in its price. More precisely, it gives the percentage change in quantity demanded in response to a one percent change in price (holding constant all the other determinants of demand, such as income). It was devised by Alfred Marshall.
[image: image1.png]_ /0 change in quantity demanded — AQq4/Qa

4= % change in price AP/P





Price elasticities are almost always negative, although analysts tend to ignore the sign even though this can lead to ambiguity. Only goods which do not conform to the law of demand, such as Veblen and Giffen goods, have a positive PED. In general, the demand for a good is said to be inelastic (or relatively inelastic) when the PED is less than one (in absolute value): that is, changes in price have a relatively small effect on the quantity of the good demanded. The demand for a good is said to be elastic (or relatively elastic) when its PED is greater than one (in absolute value): that is, changes in price have a relatively large effect on the quantity of a good demanded.

Revenue is maximised when price is set so that the PED is exactly one. The PED of a good can also be used to predict the incidence (or "burden") of a tax on that good. Various research methods are used to determine price elasticity, including test markets, analysis of historical sales data and conjoint analysis.
Point-price elasticity:
One way to avoid the accuracy problem described above is to minimize the difference between the starting and ending prices and quantities. This is the approach taken in the definition of point-price elasticity, which uses differential calculus to calculate the elasticity for an infinitesimal change in price and quantity at any given point on the demand curve:  
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In other words, it is equal to the absolute value of the first derivative of quantity with respect to price (dQd/dP) multiplied by the point's price (P) divided by its quantity (Qd). 

In terms of partial-differential calculus, point-price elasticity of demand can be defined as follows:
 let [image: image3.png]
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However, the point-price elasticity can be computed only if the formula for the demand function, Qd = f(P), is known so its derivative with respect to price, dQd / dP, can be determined.

[Case Study Methodology in Business Research Author: Jan Dul,Tony Hak p. 36-53]

Market Segmentation:

Market segmentation is a concept in economics and marketing. A market segment is a sub-set of a market made up of people or organizations with one or more characteristics that cause them to demand similar product and/or services based on qualities of those products such as price or function. A true market segment meets all of the following criteria: it is distinct from other segments (different segments have different needs), it is homogeneous within the segment (exhibits common needs); it responds similarly to a market stimulus, and it can be reached by a market intervention. 
The term is also used when consumers with identical product and/or service needs are divided up into groups so they can be charged different amounts. The people in a given segment are supposed to be similar in terms of criteria by which they are segmented and different from other segments in terms of these criteria. These can broadly be viewed as 'positive' and 'negative' applications of the same idea, splitting up the market into smaller groups.

Examples: Gender , Price and Interests
While there may be theoretically 'ideal' market segments, in reality every organization engaged in a market will develop different ways of imagining market segments, and create Product differentiation strategies to exploit these segments. The market segmentation and corresponding product differentiation strategy can give a firm a temporary commercial advantage.

Test Marketing:

A test market, in the field of business and marketing, is a geographic region or demographic group used to gauge the viability of a product or service in the mass market prior to a wide scale roll-out. The criteria used to judge the acceptability of a test market region or group include:

1. A population that is demographically similar to the proposed target market; and

2. Relative isolation from densely populated media markets so that advertising to the test audience can be efficient and economical.

Practice of Market Testing:

The test market ideally aims to duplicate 'everything' - promotion and distribution as well as 'product' - on a smaller scale. The technique replicates, typically in one area, what is planned to occur in a national launch; and the results are very carefully monitored, so that they can be extrapolated to projected national results. The `area' may be any one of the following:

Television area

Internet online test

Test town

Residential neighborhood

Test site

A number of decisions have to be taken about any test market:

· Which test market?

· What is to be tested?

· How long a test?

· What are the success criteria?

The simple go or no-go decision, together with the related reduction of risk, is normally the main justification for the expense of test markets. At the same time, however, such test markets can be used to test specific elements of a new product's marketing mix; possibly the version of the product itself, the promotional message and media spend, the distribution channels and the price. In this case, several `matched' test markets (usually small ones) may be used, each testing different marketing mixes.

Clearly, all test markets provide additional information in advance of a launch and may ensure that launch is successful: it is reported that, even at such a late stage, half the products entering test markets do not justify a subsequent national launch. However, all test markets do suffer from a number of disadvantages:

1. Replicability - Even the largest test market is not totally representative of the national market, and the smaller ones may introduce gross distortions. Test market results therefore have to be treated with reservations, in exactly the same way as other market research.

2. Effectiveness - In many cases the major part of the investment has already been made (in development and in plant, for example) before the `product' is ready to be test marketed. Therefore, the reduction in risk may be minimal; and not worth the delays involved. 'Competitor warning'. All test markets give competitors advance warning of your intentions, and the time to react. They may even be able to go national with their own product before your own test is complete. They may also interfere with your test, by changing their promotional activities (usually by massively increasing them) to the extent that your results are meaningless.
3. Cost- Although the main objective of test markets is to reduce the amount of investment put at risk, they may still involve significant costs.

[Market segmentation: a step-by-step guide to profitable new business Author: Michael J. Croft p. 189]
Risk: It has to be recognized that the development and launch of almost any new product or service carry a considerable element of risk. Indeed, in view of the on-going dominance of the existing brands, it has to be questioned whether the risk involved in most major launches is justifiable. In a survey of 700 consumer and industrial companies, Booz Allen Hamilton reported an average new product success rate (after launch) of 65 percent; although it had to be noted that only 10 percent of these were totally new products and only 20 per cent new product lines - but these two, highest risk, categories also dominated the `most successful' new product list (accounting for 60 percent).

New product development has therefore to be something of a numbers game. A large number of ideas have to be created and developed for even one to emerge. There is safety in numbers; which once more confers an advantage to the larger organizations.

[Market segmentation: conceptual and methodological foundations Authors: Michel Wedel,Wagner and  Antonio Kamakura p. 85-98]

1.3.4 Geomarketing research as an important research direction in the market:
	
	

	
	

	
	

	
	

	
	


What is Geomarketing ? : Geomarketing is an advanced type of study that links a database to digital maps, with practical applications in the marketing field. The research offers new types of data analysis that can be applied to different domains : evaluating the suitability of a site, finding new opportunities as well as identifying the customers' geographical distribution in reference to a certain point of sale. This information management system combines geographical and socio-demographic data, both exclusive to Ipsos-Stat, translating them into comprehensive maps and showing the correlation between the locations and the different variables understudy.
Geomarketing Applications: Geomarketing applications are crucial in the decision making processes of various businesses : the primary areas can be identified as retail / wholesale trade, in which Geomarketing helps to better identify the customers and their spending habits and study the site analysis and the existence of potential clients in specific trade zones. Geomarketing can benefit finance and insurance companies by helping them implement market share and competition analysis, evaluate their branch locations, identify new markets as well as study the demographic trends in an area. Geomarketing can help transportation and distribution institutions to optimize performance and reduce operating costs.

Geo-concept : A space to make decisions: Cartography is currently revolutionising the way businesses operate, not just because of its ability to illustrate, but because it can produce meaningful and immediate interpretations of complex analyses involving many variables. On a single map, information from a variety of sources can be juxtaposed in layers to reveal correla-tions with a simple mouse-click, for faster search and analysis operations. The GeoConcept solution is a fully implemented geographical information system, and today's choice as a strategic decision-support tool. From the outset GeoConcept was developed under an object-oriented environment, and is therefore ideally suited to structuring geographical data. GeoConcept's state-of-the art ergo-nomics make it accessible to initiated and first-time users alike, and is appreciated as such by all those who use it. 
Geo-Concept's open architecture provides countless opportunities for developing new applications, and works with your company's information system to bring in new data and en-hance the existing data as and when required.

Geomarkting at work: Geomarketing types of applications vary according to the fields of activities. Nonetheless, all geodata provided is combined with thematic cartography, spatial analysis, and relational data base.

Geomarketing Report: Investment Climate of the Moscow Oblast Region: The Center for Spatial Research with the support of the media partner RBC has released the report on a geomarketing research of Moscow Oblast Region called “Investment Climate of the Moscow Oblast Region. Geomarketing research of area attractiveness”.

One of the companies which has purchased the report (large Finnish developing company) is planning to enter the Russian market. Applying information provided in the report, the company can conduct geomarketing analysis and assess  attractiveness of cities and territories of the Moscow Oblast region. The report contains the following information:
a) major cities of the Moscow Oblast region, population and socio-demographic characteristics of          the population;

b) development of transport infrastructure of the Moscow Oblast Region,

c) hopping attractiveness ratings of the major regional highways based on 6 geomarketing factors

d) statistics on retail trade and catering, the development of service sector

e) employment and unemployment rates

f) construction rates

g) population incomes and expenditures, wages

h) regional investment: fixed capital and foreign investments.

The objective of this report was to compile a complete set of geomarketing information on the Moscow Oblast Region for the companies planning the investment into  commercial real estate, retail chains and stores. Analysis conducted at the regional level as well as at rayon and city levels.

[Europe Real Estate Year book 2010Author: M. Dijkman p. 518]
2.1    Organization of MR for Noman Builders Pakistan
Here is the basic company information of Noman Builders based in the largest city of Pakistan. 
Introduction:

With a classic history of rolling out only the best in urban development, Noman Builders boosts of high grade projects for opulence living. Dedicated to perfection with immaculate planning, Noman Builders has established its name as an epitome of reliable expertise in the construction arena. The main forte of the entity stands out as quality par excellence.
Since its inception, the team is striving to raise the standard of construction. The brains behind Noman Builders reflect a strong dedication and professionalism of high standard. The masterpieces of Noman Builders are one of the most sought after properties in Karachi with complete sold-out within days of their launch.

The Group:

	The Group is known as Noman Group of Companies. The Group started its operation in late seventies as Noman Builders. The flag bearer Noman Builders is in real estate and construction business. It has constructed more than 10,000 commercial and residential units at Karachi during a period of almost thirty years. This is one of the prestigious names in construction at Karachi. Recently it has ventured internationally for constructing a world class residential project matching the requirements and status of the international community . With the venture internationally, Noman Group has become a multinational construction firm. Since its gaining the multinational status, it is also considering for entering into the building and construction in some other selected neighboring countries. It also undertakes joint ventures with other companies in construction sector.
The Group decided to start a center of higher education. For this purpose it formed Global Educational Consultants (GEC) Society. The Society laid the foundation of a center of higher education in 2001 by the name of Institute of Business and Technology – Biztek.
	


In investment management the Group has Noman Abid Holdings Limited (NAHL) as the flag bearer and a number of its subsidiaries are working under this umbrella of  NAHL.

The group believes in creativity and innovation. Comprising a team of highly qualified, experienced and dedicated professionals, our experts continuously strive for building and development ventures that satiate the housing demands of maximum number of people. Ensuring high quality at all levels of planning, construction and finishing, architects, engineers, town planners and the entire human resource are fully capable to come up with the best, every time.

Mission Statement:

Noman Builders numbered among the leading comfort providers. Their principle mission is to offer integrated solutions for standard living & facilities. they prioritize sustainable business practice and take responsibility for our action.
They have successfully launched a number of prestigious residential and commercial projects in Pakistan and Internationally. These projects carry a unique blend of elegance, style and comfort at the very nominal rates. They will continue to increase our execution capacity in response to record demands for our services internationally.

They put main emphasis on immaculate planning for every project and offers practical and preferred ideas in housing. People at Noman Builders believe in creativity and innovation. Comprising a team of highly qualified, experienced and dedicated professionals, their experts continuously strive for building and development ventures that satiate the housing demands of maximum number of people.

Sustainable development:

Their principle is all about improving the quality of life for everyone now and for generations to come. They aspire to being the pre-eminent company in the world. Their strategies offer clear guidance and support to our valuable clients.
They  are committed to enhancing the growth of our business and adding values in a responsible and sustainable manner. The Group recognizes that they have a duty to create values to our current and future clients. Their quality policies are designed to continue reliable and responsible growth over the long term.

The Noman Group  will continue to take appropriate action to develop their strategy successfully

Marketing Research Organization:
The Noman Group needed to organize a marketing research plan for their several projects in future and in near future.

Project Name:  Noman Residencia , 2 and 3 Room Appartments.
Project type: Urban wholly

Project execution site: Karachi City, Pakistan.
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They offered this kind of questioners along with  the brochure shown here to collect the whole feedback in streets. Sometimes these questioners were given out near the site, sometimes in other areas of city.
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2.1.1 
Analysis of the construction market in the Russian Federation (Overall analysis) :
Whereas Russia’s economy is believed to have recovered already from the crisis, the construction industry is set to resume growth in the upcoming months, which is evidenced by the growing value of construction contracts signed. While the residential and non-residential markets remain subdued, construction activity in the country is being boosted by infrastructure development. In the short term, projects related to the Sochi Olympics and the Vladivostok APEC Summit are of greatest importance, and in the medium and long term, the construction sector will be fostered by the need to build stadiums, hotels and the necessary transport infrastructure for the 2018 FIFA World Cup.

[Construction scheduling: preparation, liability, and claims Author: Jon M. Wickwire]

 

In order to capitalize on new opportunities driven by the current expansion and upcoming events in Russia, you need direct access to the latest news, sharpest analysis, most reliable statistics and knowledgeable forecasting available. Read Construction sector in Russia H1 2011, Market analysis and development forecasts for 2011-2013 today, and refer to this new report from PMR on a regular basis as you monitor market expansion and contemplate new business strategies. In depth analysis of all the latest developments in residential, non-residential and civil engineering construction, current assessments of market size, value, prices of equipment and materials, legal conditions, planned contracts and investments can be found within these pages, along with the trend analysis and forecasts essential to success in the coming years. Wide in scope and unique in origin, this document takes readers inside the world of Russian construction for a close up view of the market – regardless of their country of origin. Major market players are brought to life with detailed profiles of the largest and most active participants. Recent contracts, financial status, and strategies for the future are covered. Governmental influence is chronicled in reporting on issues destined to affect the market and the profits and procedures of investors, and contractors who build the apartment buildings, warehouses, roads and railways, stadiums and hotels needed to meet demand.

2.1.2  Research methodology development (planning and collecting data): 

The methods in the research of usability do not in principle differ from the studies of other goals for products. We can differentiate three approaches, each of which have a different relation to the application of the results:

· The target of the descriptive approach is to register objectively the present state of things.

· Normative approach, i.e. development, aims at altering the present state or the direction of development. This can be accomplished through two strategies:

· Developing theory of design or of production, i.e. generally applicable rules or advices for new production, published mostly as handbooks and standards for designers.

· Developing a product or its production method. The commissioner of the study is the same industrial company that will be making the product, and the results shall be applied only inside the company.

Because of the great variety of products and their uses, almost all studies of usability focus at one given type of products only. We can only take some of these studies as examples - there are very little studies of usability of products in general (as a contrast to the studies of, for example, the aesthetics of products).

Descriptive approach:
In the descriptive type of studying a product the target is to register its usability. On a rudimentary level, such registering is made continuously in every large industry in order to confirm that each departing product item is usable. If it isn't, then the item will be rectified or rejected. Indeed, usability is the principal concern in most systems of quality control of manufacturers. The same is true for the systems that many countries have set up for verifying the healthiness of foodstuffs and the safety of vehicles, and the public critique that exists for some products. However, these audits of usability are usually not regarded as research because they consist mostly of simple measurements only, they do not analyze the material later, and no general patterns or generalizable theories result from them.

To be sure, such studies have also been made which do seek general theory. They focus almost always on a specific type of products. For some products, such as architecture and furniture, there are historical studies which illustrate the use and usability of their objects, beside their other properties. Besides, there are sociological, psychological and ethnographic studies where the use of a given product is pivotal. 
The empirical gathering of facts about product use is seldom possible without users, especially when studying products of the interactive type. There are several alternatives for gathering facts from the users of a product:

· Questionnaire to the known users of the product.

· Field survey in a genuine environment with observation of the activity, and simultaneous or later interviews.

· Staged use of the product in laboratory with observation and interviews as the methods for registering data. For products that have not yet been manufactured, the study can also be arranged with mock-ups or prototypes, preferably functional ones, see Evaluation in Product Development.

When planning the structure of concepts and questionnaires in your study you can make use of recent reports from studies of interactive usability, as explained in the paragraphs Usability as a measurement andSubjective usability measurements on the www-page Usability of Interactive Products. If you are in doubt about which concepts belong together and which not, you can test it by submitting the data to analysis of variance or factor analysis.

The analysis of observations and users' opinions can be done with qualitative methods, if the study consists of a small number of cases only (see Case study). When analyzing larger amounts of material a quantitative format of data is often preferred, because it allows using powerful methods of Quantitative Analysis. A temporal view of the development of objects or their use can be constructed with variables(Time Series) or with qualitative factors, see Explaining a Development; the latter method can be useful when studying changes in the behavior of consumers and in the use of products.

Generally can be said that usability is so heavily value-loaded a concept that it is hard to differentiate between the descriptive and normative approaches in its study. Accordingly, it is perhaps unnecessary to recommend an objective (or "disinterested") attitude for an descriptive study of usability and allow subjective attitudes only in the normative work. Besides, it is clear that sometimes the normative aspect lies hidden behind the descriptive study as well. The reason for staying (perhaps just initially) on the level of information and not proceeding directly to action can be that the relationships between important variables related to usability are not yet exactly known and more studies on a descriptive level are needed before it will be possible to formulate normative recommendations. There are numerous examples of excellent studies that include an descriptive phase and a normative final phase, for example the study of the usability of home kitchens for the elderly, by Keiski (1998).

[Research Methodology Author: Rajendar Kumar p. 18-19]

Design theory of usability:
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Theories of design and of fabrication are those bases of knowledge that are generally used in planning these two activities. "Generally" means that these theories are applied in more than one enterprise and in the manufacture of many if not all the products of a certain type. Modifying these theories is thus an effective method for improving current products or their fabrication processes.

To be sure, theory is not always the sole basis, not even the most important one, for design today. Another basis is often found in the exemplars given by earlier products. This concerns especially questions of use and usability, because both normally change only a little if at all when a new generation of products comes to the market. Therefore the designers of products can often base their work on the assumption that the novelty will be used very much like the preceding one. No new research will in this case be necessary, if all goes well.

However, exemplars cannot eternally supplant research and theory, because the use of even the most traditional product will change some day. Besides, sometimes a completely novel product must be created from scratch - for example in the field of informatics - and some products such as large buildings and ships are so complicated that no exemplar for them can be found. The designers of these demanding projects would then need to do much research, often in great hurry, if other researchers had not already done at least part of the work and provided a generally applicable basis for design: a design theory.

It was said earlier that when studying usability - a definitely desirable characteristic of products - the normative aspect is nearly always present, at least indirectly. This actualizes taking up the question of viewpoint: whose subjective assessments shall be recorded in the descriptive study and whose wishes shall steer the normative proposals?

The answer may seem simple: the user's viewpoint is normally the right one. But who is the user? Many products are marketed in various countries where the opinions of people can be very different. Besides, the product sometimes generates not only benefits to the user, but also disadvantages to other people. 

When selecting the members of the research team, two types of people would be especially welcome: experienced users of comparable products, and also persons from the intended target group of customers. 
People of the latter type are often difficult to find and a group of volunteers is used instead. It will bring about some bias into the results obtained, but the damage can be corrected in the later phases of the project, when there are better chances to locate appropriate potential customers for testing the product proposal.

In the above modes of study one or more members of the team serve as actors and the rest of the team as audience. Subsequently the entire team shifts to normal innovative conception of potentially feasible designs. Such a shift is, indeed, typical to many methods of innovation: a phase of free fantasy is followed by more realistic outlining. In the beginning of the innovative work the development team is thus allowed to neglect seemingly imperative practical restrictions, postponing the solution of technical problems until the time of eventually applying the new ideas into practice.

The specification phase: Usually the most research-intensive stage in product development is the phase of detailed product concept or specification, where the largest amounts of data are processed and exact requirements for the new product are enumerated. This is the right moment to specify the necessities concerning usability as far as they can be clearly expressed or measured.
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For example, the requirements concerning usability of a new building are usually presented as a list of all necessary rooms together with their areas, intended functions and for this purpose needed equipment. Beside the list, there often is a diagram like the one on the right, showing desired connections between the rooms.

It has to be noted, however, that it is often quite difficult to specify in advance all detailed usability requirements, and far from all new design projects in practice include any detailed definition of them. As was already remarked above, it is possible to replace specifications with exemplars given by earlier products, especially in the questions of usability. This is because the use of products normally changes only very slowly, and therefore the designers of products can often quite successfully base their work on the assumption that the novelty will be used very much like the preceding ones.

The form-finding phase: In the synthetic phase of design more and more details of the product become fixed and radical changes thus become more difficult. Fruitful moments for generating improvements to a draft of design could still in this phase be the sessions arranged in order to activate innovation such as brainstorming. 

In the final stages of design the feasibility of modifying the product diminishes, but of course changes must be made if the final evaluating of prototypes or market testing indicates such a necessity.

Although the normal design process described above includes doing first a study of functional requirements and then designing on this basis, it is worthwhile to keep in mind that a design with very scant tolerances can have its risks, too. For example, a kitchen that has exact the right dimensions for the present activity, can become too small when a new type of kitchen furniture should be added. Instead, it can often be advisable to make the product modifiable or flexible so that it can be used in different ways. For example, a person car could be modifiable for transporting goods, or an office building could be designed with thin internal walls which can easily be moved. Sometimes flexibility can be achieved simply with slight over-dimensioning.

[Design theory and methodology, DTM '92:  presented at the 1992 ASME design technical conferences--4th International Conference on Design Theory and Methodology, Scottsdale, Arizona, September 13-16, 1992]

2.1.3 Analysis of marketing activities:

When the producer of a specific commodity decides to undertake the marketing and promotional activities for that commodity, what makes him decide how to approach his potential customers? The base of his customers is obviously vast and varied and contains people from all walks of life and belonging to different income groups. Each of these different groups of customers require an altered and unique approach. The basis for this approach is arrived at by carrying out market segmentation analysis.

One of the most widely used concepts in marketing management is that of STP, that is, Segmentation, Targeting and Positioning. What this implies is that the potential customer base is studied by the marketer by carrying out market segmentation analysis, the most approachable and profitable segment is chosen and targeted, and the necessary marketing and promotion steps are taken. For a marketer his resources are absolutely vital and he cannot afford to waste these resources on useless purposes. He has to have a specific target audience in mind (for any form of promotion), and then take steps accordingly. The first step of this entire process is market segmentation analysis. Learn more about market segmentation strategy. 

Why Segment Your Market? Now the question that surely arises is what is the purpose of market segmentation analysis, and why must it be performed. The following are the primary reasons for carrying out market segmentation for market trend analysis.

1. To avoid wastage of precious company resources.

2. To divide the market into various segments, or target groups.

3. To target each profitable segment in a unique way that suits that particular segment, and provides adequate returns.

4. To avoid overlapping and redundant information to one particular segment.

5. To get maximum response and sales from each segment.

Basis for Market Segmentation:When it comes down to practical application of market segmentation analysis, there have to be some fixed parameters that marketers must adopt and enforce in order to achieve the best results and maximum profits. The following are the different factors that determine how the different market segments are arrived at.

Geographic Segmentation: This segmentation is done on the basis of the physical location and boundaries of the customers. The following considerations are necessary here. Read more on geographic segmentation.

· Which country the customer resides in.

· Are there any limitations on the usage and promotion of the product in the country.

· What is the size of the country and what is the density of the population there.

· What are the climate conditions in that country.

Demographic Segmentation: This process of analysis comes into play when the quality and other characteristics of the general population are taken into consideration.

· The age and the gender of the target audience needs to be considered.

· The common occupations and income levels of the population also play a part.

[Data Mining and Data Based Direct Marketing Activities Authors: T. Brüggemann,P. Hedström,M. Josefsson p. 332-339]
2.2    Process of collecting primary data:

Step 1: Problem Definition: The first step in any marketing research project is to define the problem. In defining the problem, the researcher should take into account the purpose of the study, the relevant background information, what information is needed, and how it will be used in decision making. Problem definition involves discussion with the decision makers, interviews with industry experts, analysis of secondary data, and, perhaps, some qualitative research, such as focus groups. Once the problem has been precisely defined, the research can be designed and conducted properly. 

Step 2: Development of an Approach to the Problem: Development of an approach to the problem includes formulating an objective or theoretical framework, analytical models, research questions, hypotheses, and identifying characteristics or factors that can influence the research design. This process is guided by discussions with management and industry experts, case studies and simulations, analysis of secondary data, qualitative research and pragmatic considerations.  

Step 3: Research Design Formulation: A research design is a framework or blueprint for conducting the marketing research project. It details the procedures necessary for obtaining the required information, and its purpose is to design a study that will test the hypotheses of interest, determine possible answers to the research questions, and provide the information needed for decision making. 

Conducting exploratory research, precisely defining the variables, and designing appropriate scales to measure them are also a part of the research design. The issue of how the data should be obtained from the respondents (for example, by conducting a survey or an experiment) must be addressed. It is also necessary to design a questionnaire and a sampling plan to select respondents for the study.

More formally, formulating the research design involves the following steps :
1. Secondary data analysis

2. Qualitative research

3. Methods of collecting quantitative data (survey, observation, and experimentation)

4. Definition of the information needed

5. Measurement and scaling procedures

6. Questionnaire design

7. Sampling process and sample size

8. Plan of data analysis

Step 4: Field Work or Data Collection: Data collection involves a field force or staff that operates either in the field, as in the case of personal interviewing (in-home, mall intercept, or computer-assisted personal interviewing), from an office by telephone (telephone or computer-assisted telephone interviewing), or through mail (traditional mail and mail panel surveys with prerecruited households). Proper selection, training, supervision, and evaluation of the field force helps minimize data-collection errors.

Step 5: Data Preparation and Analysis: Data preparation includes the editing, coding, transcription, and verification of data. Each questionnaire or observation form is inspected, or edited, and, if necessary, corrected. Number or letter codes are assigned to represent each response to each question in the questionnaire. The data from the questionnaires are transcribed or key-punched on to magnetic tape, or disks or input directly into the computer. Verification ensures that the data from the original questionnaires have been accurately transcribed, while data analysis, guided by the plan of data analysis, gives meaning to the data that have been collected. Univariate techniques are used for analyzing data when there is a single measurement of each element or unit in the sample, or, if there are several measurements of each element, each RCH variable is analyzed in isolation. 

On the other hand, multivariate techniques are used for analyzing data when there are two or more measurements on each element and the variables are analyzed simultaneously.  

Step 6: Report Preparation and Presentation: The entire project should be documented in a written report which addresses the specific research questions identified, describes the approach, the research design, data collection, and data analysis procedures adopted, and presents the results and the major findings. The findings should be presented in a comprehensible format so that they can be readily used in the decision making process. In addition, an oral presentation should be made to management using tables, figures, and graphs to enhance clarity and impact.

For these reasons, interviews with experts are more useful in conducting marketing research for industrial firms and for products of a technical nature, where it is relatively easy to identify and approach the experts. This method is also helpful in situations where little information is available from other sources, as in the case of radically new products.

[Marketing: concepts and strategies Authors: William M. Pride, O.  and  C. Ferrell p. 167-172]
2.2.1 Preliminary data analysis: 

Primary And Secondary Market Research: If we don't have all the answers to the questions listed in the Problem Definition section, we can find the answers by either conducting primary research or accessing secondary research.
Primary research is research that is proactively created for a specific purpose. Primary research may include focus groups, qualitative surveys and phone interviews. This is information you collect yourself.
If we want to conduct a detailed industry search, and just type in "industry research reports" and you'll receive a variety of sites. The more specific we are, the more defined our search will be.
Industry newsletters can be emailed to us when new data is reported. By searching your industry on the Internet, we will uncover lots of potentially valuable marketing analysis information.

Other widely used standard research sources include:
· Trade and Industry Sources such as Gale Research publishes the Small Business Source Book, which has a strong focus on retail trade. It lists industry associations, trade shows and conventions, consultants and venture capital firms.
· Forrester Research and Gartner Research publish detailed reports and studies focusing on the information technology industry.
Once you feel comfortable entering a market, make sure your market will be receptive to your product or service. Your widget might be the most innovative on the market, but if your target market doesn't think so, you may be in for a costly year.

A comprehensive primary market research study is ideal. For it to be comprehensive, the research should include information from field and laboratory studies to professionally run focus groups. If you are unable to perform a comprehensive study, conduct a focus group to achieve a comfort level.
Obtaining Data Specific To The Problem: The next step requires gathering primary research and performing a formal research project. Many approaches can be used to collect primary data. The purpose is for the research to identify what customers think about some topic or behavior patterns. Research can be done  in person or through a survey. Questioning can be qualitative or quantitative. Another research option is to use observation  of customers and their purchases or utilization of a product or service.
Qualitative research: utilizes open-ended questions to obtain in-depth answers. Closed-ended questions requiring yes or no answers are avoided. The idea is to have people share their thoughts on a topic without giving them extensive directions or guidelines
The consumers are free to answer as they chose: one might talk about convenient location, another about service, and others about the type of designer clothing available. Depth is the important factor in this type of research. Follow-up questions can be asked of each individual to better understand their response and shopping habits. The qualitative approach requires the researcher to exercise judgment in summarizing all the information. Depth is the key.

Qualitative research doesn't have to be question-oriented. Focus group interviews are the most widely used format for qualitative marketing research. This involves the interviewing of six to 10 people in an informal setting. Open-ended questions are posed to gather in-depth information on the subject matter. In a group setting the researcher looks for group interaction to stimulate thinking.
A skilled focus group leader or facilitator can learn a lot from this approach. The facilitator's role is to establish guidelines for the group interaction, to talk as little as possible, to keep the group focused, and to ask simple open-ended questions. A typical focus group session lasts an hour. The sessions can be videotaped for different managers to view. Conclusions reached vary depending on the skill level of the individual. Although qualitative research can be objective, it requires extensive training and experience. Qualitative research may provide ideas or hypotheses, but other approaches based on larger sample size and objective measures are needed to test the hypothesis.
Researchers often use qualitative research to prepare for quantitative research.
Quantitative research: differs from qualitative in that it gathers parametric statistical information, i.e., information with a number to it. Sample sizes are generally larger and more representative of the market. From the statistics or data generated, conclusions can be drawn. Survey research is usually quantitative in nature. It seeks structured responses, which can be summarized in numbers, like percentages, averages or other usable statistics. An example of quantitative research is what percentage of the consumers shopping in grocery stores purchase coffee. An average score can be calculated.
Survey questionnaires often provide fixed responses to questions to simplify the reply. This multiple choice format makes it faster and easier for the respondent. Simple fill-in-the-number, circle-the-range or exact answer questions are also widely used. A market researcher might ask how many suppliers you use for household appliances or what is your salary range (multiple choices given with ranges of salaries). Fixed responses are computer-friendly, which is how most surveys are analyzed.

[Data analysis, classification and the forward search: proceedings of the Data analysis. Authors: John F. Nathan and Gerry J. Kotlingi p. 237-49]
3.1 Development Project  implementation:

Project development and implementation timeline
A project development and implementation strategy can be mapped out using a project timeline.

The project timeline will ideally extend past the expected life of the technology. This will enable all of the expected tasks and costs to be identified and will also indicate what tasks and costs can be expected when the technology is due to be replaced or upgraded.

A sample timeline for a technology to be used at a specific electoral event could look like this:

· Identify need for new technology

· Determine that proposed technology is affordable

· Determine that proposed technology is achievable and appropriate to local    needs

· Prepare business case, including analysis of costs and benefits and examination of alternative options

· Prepare detailed budget

· Gain approval of all relevant internal and external stakeholders

· Secure necessary funding for the life of the project

· Secure amendment of relevant legislation, if any

· Prepare detailed project management plan

· Prepare detailed specifications of the desired technology

· Publish call for tenders

· Evaluate tenders and select chosen tender

· Negotiate and sign final contract

· Take delivery of prototype system

· Test and evaluate prototype system

· Seek approval of prototype by stakeholders

· Take delivery of production version of system

· Install and test production version of system

· Have independent auditors verify integrity of source codes and escrow source codes as appropriate

· Train users in operation of new system

· Conduct public education campaign if appropriate

· Deploy system in the operating environment

· Ensure back-up systems are in place if necessary

· Operate the system at the electoral event

· Ensure technical and maintenance crews are available during operation to ensure successful conduct of the event

· Back-up data as appropriate

· Conclude electoral event

· Debrief system users and evaluate operation of system

· Prepare proposal to enhance the system if needed for the next electoral event (and repeat any of the above steps needed to seek approval and funding for such enhancements)

· Maintain the system as appropriate

· Implement any approved enhancements

· Repeat the above steps for operation and evaluation of the system at the next electoral event

The following topics in this section cover the main milestones in project development and implementation.

· Needs Assessments, Business Cases, and Specifications
· Development Process
· Testing Process
· Implementation Process
[Urban projects manual: a guide to the preparation of projects for new age. Authors: Forbes Davidson,Geoffrey K. Payne,Geoffrey Payne,Great Britain. Dept. for International Development p. 229-34]
End Notes
Marketing research in construction business is a vital and key aspect in today’s globalized world. We cannot build buildings even in smaller cities without marketing research. The main idea of research is key to success, without it the investment will fall deeply and the investors will see financial bankruptcies.  Especially when we come to the construction market in Europe and its neighborhoods we see the big exposure of competition. 
European inhabitants are considered to have financial independence if compared with Asian inhabitants, so they more rely on quality living. Today the quality buildings are the needs of European businessmen and retail business dealers and even simply a person who wants to buy a house or apartment for his family.

Marketing research is an art of designing a valuable and quality building process and as well as is a science to deeply be considered before decision making. A construction business should remain in know how of the following:

1. How is the business handling existing traffic? Are people getting a warm friendly welcome and excellent follow-through? This is a VERY common problem. Everyone is so obsessed with Google traffic but then they have a site that won’t convert for squat, no clear compelling offer, and terrible phone answering infrastructure. A friendly voice goes a LONG way.

2. DATABASE: Does the business have automated follow-up to it’s database of customers? A fun, entertaining, engaging newsletter is cheap, extremely effective, and can foster referrals quickly. This can be automated. If I had a database of 100 clients as a builder and could only do one marketing effort, it would be this.

3. Sales training for all staff (or the business owner). More balls are dropped in this phase than anywhere else. Everybody thinks they are just naturally good at sales, but having a sales system is paramount.
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