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The concept of  marketing is relevant only in a competitive

environment. In a controlled or monopolistic market, with limited

options for the satisfaction of  a consumer’s need, the marketer has

little or no incentive to understand this need or to find the ‘best’

means of  satisfying it. It is enough to be present in the market,

and sometimes not even that—the customer has no choice but

to wait for the market to change. As competition grows, the con-

sumer is presented with alternative means of  need satisfaction

and marketing comes into its own. In order to garner a share of

the consumer’s purse, it becomes imperative for each player in the

market to try and offer the consumer a means of  satisfying the

need that is demonstrably better than what the competitors offer.

Examples of  such changed market circumstances abound in

all economies. There is the case of  the first commercially marketed

automobile, the Model ‘T’ Ford. The story has gone down in

marketing history as the prime example of  marketing arrogance

in the absence of  competition, since Mr Henry Ford decreed

that customers could have the car in any colour, ‘as long as it was

black’. Today, if  a company wants to sell more cars, it is not only

the colour of  the car that is governed by consumer choice, but

just about every aspect of  the vehicle.

The Indian economy offers an endless list of  such examples

from the ‘pre-liberalization era’ till today. One such famous instance

is the manner in which the Indian market for domestic air travel

has changed from the time Indian Airlines (now called ‘Indian’)

ruled the Indian skies in solitary splendour to the crowded skies

of  today, where Jet Airways, Air Sahara, and now Air Deccan, all

vie for an ever-increasing share of  the same business. Under these

changed circumstances, it has become imperative to spend time

and effort trying to understand consumer requirements in order to

stay ahead of  other players in the game and succeed in any venture.
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4 Marketing Research: Concepts, Practices, and Cases

As the market gets more competitive, at times it becomes more crucial to not merely

understand but even anticipate consumer requirements. Concepts of  marketing as

well as commonsense thus tell us that success in business is greatly dependent on iden-

tifying stated or latent customer needs and satisfying them better than the competition.

Briefly put, marketing research is this process of  identifying customer needs and deter-

mining how best to satisfy them.

The need for marketing research has grown in the past few decades with growth in

the quantum and sophistication of  competition on the one hand, and the consumer’s

ability, with rising incomes, to use choice criteria other than the lowest price on the other

hand. Marketing research is no longer regarded as merely a ‘large company activity’,

but is increasingly being seen as an essential tool for corporate survival. The relevance

of  marketing research in Indian markets will increase multifold as the economy opens

up in the coming decades. As markets evolve and competition intensifies, marketing

research will be needed more than ever for effective and speedy decision-making, in

order to

(a) reduce the cost of  wrong decisions,

(b) reduce time-to-market when getting there ahead of  the competition is critical

for survival and growth, and

(c) find ways of  keeping the customer.

The sections that follow in this chapter discuss these issues in greater detail. First, we

look at the concept of  marketing research and its role in marketing decision-making.

Then we distinguish marketing research from data and information. This distinction is

an important one in marketing decision-making. Both data and information are essential

components of  research, but will not always suffice by themselves for decision-making.

�!�"����#�����!��$

An organization may adopt four distinct routes when introducing a new market-offering

(be it products, services, or ideas):

(a) utilization of  existing physical resources

(b) utilization of  skills and knowledge available within the organization

(c) identification of  a gap in the market, i.e., identified or latent consumer

dissatisfaction with the current means of  need satisfaction

(d) identification of  an unmet need

The first two are internal methods, i.e., based on the organization’s strengths, while

the third and the fourth are external, owing their origin to identification of  opportunities

© Oxford University Press



Nature and Scope of Marketing Research 5

in the market environment. Similarly, long-term strategies for organizational survival

and growth may adopt any of  these four routes.

Companies may often develop and introduce new market-offerings/marketing

strategies on the strength of  their resources and skills rather than on any detailed

study of  anticipated consumer needs or market opportunities. However, developing a

product or a strategy on the basis of  an organization’s strengths without considering

consumer requirements involves the inherent risk that there may not be much demand

for what has been developed, or that the strategy may have been devised without taking

all relevant environmental factors into account and may, therefore, fail to deliver the

objectives it aims at.

�������
��
���������	����������

Can we assume that there can be no success in business without identification of  con-

sumer needs and developing the means of  satisfying them, i.e., without marketing re-

search? Organizations and individuals have been running businesses ever since humans

can remember, and success has been achieved at least as often as failure. This success has

not always been based on formal marketing research, which is a relatively new discipline.

Thus, marketing research is not essential to business in the sense that production and

finance are.

Why and when is marketing research needed? The basic function of  all information

is to reduce risk, and marketing research in particular serves to reduce marketing risk

embedded in the ‘consumer need identification’ activity mentioned earlier. The greater

the understanding of  consumer needs, the higher are the chances of  the organization
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6 Marketing Research: Concepts, Practices, and Cases

being able to develop a market-offering that answers these needs accurately and substan-

tially, assuming of  course that the organization has the competencies to develop and

market such an offering.

This will lower various risks, such as customer dissatisfaction, product failure, inven-

tory pile-ups, and the resultant increase in costs. The greater the uncertainty involved

in marketing decisions, for example, new product category decisions, the greater the

need for information relating to an understanding of  customer behaviour and the en-

vironment, or what may broadly be termed marketing research.

The Indian market has evolved to such levels only in the last few decades. As com-

petition has grown, companies have become increasingly wary of  entering the market

without first acquiring an understanding of  it. In the 1970s, the Indian soft drink

major, Parle, first launched the tetra pack Mango Frooti, a fruit juice-based soft drink

that has since gone on to set benchmarks for marketing performance of  drinks of  that

genre. The launch was preceded by extensive marketing research, and the brand was

test-marketed in Pune for a reasonably long period.

Even so, for a long time, marketing research was regarded as a ‘large company

activity’, undertaken by MNCs and large Indian corporates, and confined primarily

to high-value items or decisions crucial to corporate image, such as pre-tests of  advertise-

ments. Today, it is not unusual for an FMCG giant like Hindustan Lever to research

an every-day, low-ticket item like a toothbrush before launching a new brand, or for a

consumer durables/industrial products company like Godrej & Boyce to research the

drivers for consumer purchase of  their steel cupboard, Storewel.

�	�
�)���
	*�����*��	
���������

Over the last few decades, marketers have increasingly come to understand the need

for data-based decisions. What constitutes ‘data’? The Pocket Oxford Dictionary (1996) de-

fines data as ‘known facts used for inference or in reckoning’. In everyday management

jargon, it usually refers to figures and measurable facts that can be verified and are

supplied by the personnel of  the organization, channel members, competitors, govern-

ment sources, media, or relevant agencies. Managers always need to base their decisions

on such facts.

�	�
�)���
	 ‘Information’ differs from ‘data’ in that it may not always be measurable

or even verifiable. It includes ‘data’ as a subset, but may also be an expression of  opinions,

perceptions, or beliefs, provided through formal or informal, written or oral communi-

cation. In order to provide an accurate basis for decisions and actions, information

needs to be data-based and its veracity needs to be confirmed.

���� The most frequent kind of  information sought is the opinion of  other people,

obtained either through personal interaction or from secondary sources such as print

or audio-visual media. Data, or known facts based on recorded experience from a

large group, must be clearly differentiated from unrecorded opinions or value judgements

of  a single individual or a small group of  people.

© Oxford University Press



Nature and Scope of Marketing Research 7

Recording assists in verification of  information over long intervals of  time, and the

large size of  the group ensures that most variations in opinion have been taken into

account and the resultant information may, therefore, be treated as universally repre-

sentative. Consider, for example, collection of  data to determine the relative consumer

preference for the three major brands of  aerated soft drinks, Coca-Cola, Pepsi, and

Thums Up, in the Indian market.

Data obtained from a small group of  about ten students from a college might indicate

more or less equally distributed preferences as Coca-Cola–3, Pepsi–4, and Thums

Up–3. This data, when projected to the national level, would indicate more or less

equal market shares for the three brands, an erroneous conclusion. Is data collected

from ten students enough to draw conclusions about the preference patterns of  a billion

people? On the other hand, data collected from a large group of  10,000 respondents

might yield a totally different preference pattern.

Since enough people would have been contacted to record all possible variations in

preference, the data from this group may be accepted with a greater degree of  credibility

as representative of  the true preference pattern. Again, similar data from the same

group, obtained three months later, will make it possible to compare any shifts in pre-

ference patterns and draw conclusions about the impact of  strategies, if  the information

has been recorded on both occasions and is not based on memory or impressions.

The criticality of  data for managerial decisions makes it imperative that the quality

of  data be totally reliable. To begin with, out-of-date data could lead to inadequate

and, at times, even wrong decisions, embedded as they are in a wrong context. Other

limitations of  data that could lead to erroneous decisions are bias and lack of  objectivity.

Biases could occur either in selection or interpretation of  data. It is not unheard of  for

data to be quoted out of  context or fitted to support opinions that have been arrived

at in advance.

�������� Marketing research, as distinct from mere data and information, is in

addition the systematic collection and analysis-based interpretation of  all data focused

on a specific marketing issue (Fig. 1.1). We may, thus, define marketing research as the

systematic, objective, and unbiased collection, analysis, and interpretation of  recorded

data obtained from a large sample in order to provide support to decisions on a specific

marketing issue.
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8 Marketing Research: Concepts, Practices, and Cases

As the Sony Walkman case cited earlier suggests, consumers are not always con-

sciously aware of  their needs or even of  dissatisfaction with the available modes of

satisfying certain needs. It is then left to a savvy marketer to anticipate non-trivial im-

provements in these current modes of  need-satisfaction. Equally important, the marketer

must ensure that the market-offerings incorporating these improvements are perceived

by the consumer as unique, innovative, and relevant. Everett Rogers’ theory of  product

innovation and diffusion puts most completely ‘new-to-the-world’ product/service con-

cepts in this category. The very novelty of  these ideas implies that they carry a higher

than usual risk, and need to be tested out through marketing research. Otherwise, the

success of  one Sony Walkman may come at the expense of  a large number of  other

failed ideas.

�!�"����#���������+�!"��#

The discussion so far delineates three kinds of  decision situations in marketing, which

have been discussed here. Whether aimed at consumers or industries, each carries a

certain amount of  risk. The risk arises from a lack of  adequate understanding of

Fig. 1.1 Role of Marketing Research in Marketing Programme Development
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Nature and Scope of Marketing Research 9

consumers’ purchase motivations and satisfaction levels with the status quo. Research

as a means of  risk reduction is, thus, needed to enhance the efficacy of  marketing

decisions at three increasing levels of  complexity.

(a) To identify need-gaps or conscious dissatisfactions with existing ways of  satisfying

needs. This is the least complex of  situations demanding research, as the con-

sumer is already aware of  the kind of  problems with current market-offerings

and is, therefore, well able to define expectations from a better product.

Research into satisfaction levels with anti-allergic drugs, for example, may

reveal that all the brands currently available in the market suffer from a major

limitation of  inducing drowsiness, thereby making it impractical to take them

during the day. This would obviously interfere with treatment patterns by encour-

aging patients to have less than the required dosage, would reduce the efficacy

of  the treatment, and might even lead to unanticipated side-effects like building

up resistance to the drug. The opportunity for a new anti-allergic drug which

would either not cause drowsiness or require only night-time consumption,

thus, gets defined easily.

(b) To identify opportunities for offering a ‘product-plus’ in situations when the

consumer has latent but not articulated dissatisfactions with existing ways of

satisfying needs. Most advances in product categories, or what Everett Rogers

(1995) refers to as ‘dynamic continuous innovations’, occur as a result of  research

of this kind.

Toilet soaps as a product category do not usually experience much stated

consumer dissatisfaction. However, when Dove soap was introduced by

Hindustan Lever as ‘25% moisturizing cream’, it was adopted enthusiastically

by users as an improved brand, since it brought home to the user the fact that

most soaps dry the skin.

Research of  this nature, which would usually reveal latent and unmet con-

sumer expectations, is needed not just for protecting or growing an incumbent’s

market share, as in the case of  Johnson & Johnson. It is also particularly useful
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10 Marketing Research: Concepts, Practices, and Cases

for late entrants in a growing product category, where every brand has its loyal

adherents, offering the opportunity to enter the market with an ‘augmented

product’.

(c) To determine consumer acceptance of  new-to-the-world ideas. The failure rate

of  new products is phenomenally high. Estimates vary from 60% to 73% and

this includes new brands with little product differentiation, augmented products,

as also completely new product concepts that require a change in consumer

lifestyles—those that Rogers refers to as ‘discontinuous innovations’.

Introduction of  new marketing channels is fraught with the same risk. When

Amway first introduced the concept of  multi-level marketing, it was hailed in

the Western world as a major advance in distribution strategy. However, attempts

to introduce the same concept in India have met with only limited success in

spite of  all apparent advantages. Some post-facto research conducted by inde-

pendent agencies suggests three reasons for this: (a) the dependence of  the

success of  the channel on the personality of  the ‘distributor’, who must be a

gregarious and extroverted person, (b) the opportunity to choose between a variety

of  brands that the dealer outlet offers—this is very important in purchase of

the large array of  low-involvement, low-differentiation items, and (c) the relation-

ship that develops between the dealer and the buyer, where the dealer is seen

not only as a supplier of  goods, but also as a source of  information and an adviser

on the best brands to buy. Because of  the long-standing relationship, the dealer

comes to understand the buying motives and the preferences of  the buyer, and

the buyer develops a sense of  loyalty to the outlet even more than to the brand.

This is reinforced by the existence of  the large unbranded market in India.

���-���.��!�"����#�����!��$

In a September 2003 article in Strategic Marketing, Muder Chiba said, ‘The chances of

making an error in judgement is mainly because of  dealing with consumers who(m)

the marketer doesn’t know, in places he has never seen, in situations he’s never been.
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MR then is to be used to reduce the chances of  making an error…. And the decision

to research or not would depend on the likely cost of  the error.’

-���)������#
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)�(�1��%��	
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In the preceding section, we have discussed the need for marketing research for

marketing decision-making at three increasing levels of  complexity. Chiba (2003) sums

up the need for and scope of  research quite comprehensively in his article. Whatever

the level of  complexity of  marketing issues for which research is required, the scope

of  all research is dependent on certain variables that define its framework. These

variables have been discussed below.
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Green and Tull (1978) have identified six kinds of  management decisions requiring

data, namely,

• recognition and definition of  problems,

• prioritization and selection of  problems,

• solution of  the selected problem,

• implementation of  the solution,

• modification of  the solution based on observation of  results, and

• establishing policy.
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12 Marketing Research: Concepts, Practices, and Cases

These may also be treated as six stages in decision-making, each requiring information

inputs of  different types. In the marketing context, some, and only some, of  these decisions

need to be based on marketing research.

Routine marketing information is usually available as brand-wise and state-wise

sales analysis within the organization, with the sales administration department or

some equivalent function. Though the decision required relates to the brand’s marketing

mix, and will be dependent on market data, it should not need marketing research.

Marketing problems whose solutions are based on routine information, in other words,

do not need marketing research. Also, as Aaker et al (1999) suggest, ‘Research should

not be conducted to satisfy curiosity or confirm the wisdom of  previous decisions.’

Such research has no relevance to decision-making.

Therefore, marketing research is essential for new information needed for strategic

decisions, though not usually for routine decisions. The need for marketing research

in decisions that have a combination of  routine and strategic elements has to be decided

on a case-to-case basis.

��)������
�(��

Marketing decisions are usually time-bound and if  research has to play a role in

influencing these decisions, the results must be made available in time for decisions to

be based on research.

No matter how well-structured and comprehensive a research study may be, it is

not useful if  its results are made available after the deadline for marketing decisions

has gone by. If  a decision has to be taken within too brief  a time frame to allow for

extensive research, e.g., as a response to competitive activity or in relation to

modification in the marketing mix of  a seasonal product, it is better to take the risk of

going ahead without pre-decision research and conduct a post-facto research to examine

the impact of  the decision later.

This may, at times, result in wrong or expensive decisions, but that cost will have to

be compared with the cost of  prior research. This issue will be discussed in detail in

Chapter 2, where the Bayesian decision theory in the context of  marketing has been

explained.

���
�����

The financial cost of  research is linked to the time available for research. Delayed

research often results in opportunity loss because of  delayed decision-making or through

wrong decisions, as mentioned earlier. Another factor that normally affects the decision

about the scope and especially the nature of  research, is the availability of  monetary

and human resources.

In the example of  marketing experiment for Bright detergent, conducting the experi-

ment in three matched regions would involve three times the budget required for any

one of  the proposed research strategies. If  the budget is limited, Mr Saxena is left with

the options of  reducing the sample size substantially, conducting all the experiments

in one region, taking recourse to the market-simulation method instead of  a full-scale

experiment, or exercising his judgement in the choice of  the strategy to be adopted.
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None of  these four methods may provide information as exhaustive or reliable as a

full-scale experiment, but it is necessary to undertake a cost-benefit analysis of  expensive

research methods.

�1�����	��
��	
��	
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���2(���	�(%���

An important issue is the availability of  analysts with adequate knowledge of  suitable

research techniques. Sophisticated research methodologies also require a higher degree

of  expertise on the part of  the researcher. Understanding and interpreting qualitative

research data can only be done well by a trained researcher, preferably with a back-

ground in sociology or psychology. For example, the science of  semiotics can contribute

a great deal to a sophisticated understanding of  how consumers interpret and relate

to colours, symbols, etc. and relate to brands.

Unless the analyst has some degree of  experience and understanding of  the tech-

niques, it is quite easy to misinterpret this data. Even older methods such as brand-

personification exercises require interpretation based on an understanding of  the way

human consciousness works. Usage of  such methodology by a non-expert may result

in erroneous conclusions, leading to wrong decisions.

Similarly, in quantitative research, it is essential to have not only a knowledge of

sophisticated analytical techniques, including those based on modern computer

software, but also an understanding of  their scope and applications.

To cite some simple examples, a researcher must have a complete understanding

of  the assumptions under which the association between two variables may be measured

rather than correlation, or the information that a Likert scale provides vis-à-vis a semantic

differential scale. In the absence of  such knowledge, it is safer to use basic statistical

tools of  analysis and extract accurate though relatively limited conclusions, rather

than to run the risk of  drawing wrong inferences using unsuitable, if  sophisticated,

analytical techniques. Availability of  knowledgeable human resources is thus another

critical parameter determining the kind of  research that may be safely undertaken.

������(���
	�����2��4��	�)������	��)�1��	
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Decisions relating to the marketing mix and, hence, the required marketing research

vary with the life-cycle stages of  the market-offering. Table 1.1 illustrates some of these

requirements.

The table gives an illustrative list. Individual research requirements may vary depend-

ing upon the nature of  the product, the extent of  competition, environmental factors,

and consumer behaviour.

The research requirements discussed in Table 1.1 would be necessary for developing

marketing programmes. In addition, marketing research plays a critical role in strategic

decision-making.

�
(��
���������	������������	�����������������
	+����	�

Some strategic decisions are taken after detailed market research. Some such decision

areas have been discussed in this section.
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14 Marketing Research: Concepts, Practices, and Cases

Table 1.1 Marketing Research Requirements During the Life of a Market Offering

Product Life-Cycle Stages

Research Area Pre-launch Introduction Growth Maturity Decline

Growth of

substitutes

Consumer

attitudes towards

the brand;

reasons for

discontinuance

Scope for

repositioning and

selective

promotion

Opportunity of

brand-sustenance

through price

discounts

Environment

Industry struc-

ture, size, and

growth; govern-

ment policies

Market

segments;

dissatisfaction

with current

options; market

potential of

proposed

option

Acceptability of

product

concept;

positioning;

benefit

expectations;

patterns of

product use

Acceptability

of  proposed

price

Size/profile

of  innovator/

early adopter

groups;

motivations

for brand

adoption

Trial/repeat

purchase/

adoption

rates; brand

switch; initial

experience;

brand opinion

vis-à-vis

competition

Response to

price; ‘value-

for-money’

Brand

awareness;

brand

knowledge;

initial brand

image;

appropriate

promotion

channels

Size/profile of  early

adopters/early

majority; relation-

ship with the

brand; motivations

for brand adoption;

attitudes towards

the brand

Repeat purchase;

brand image and

identity; brand

loyalty; patterns of

brand use

Opportunity for

price modification

Efficacy of

promotion media

vis-à-vis brand

objectives

Environmental

trends; changes in

technology and

consumer tastes;

development of

new markets

Brand-response of

different segments;

size/profile of  late

majority/ laggards;

relationship with

the brand

Brand loyalty levels;

scope for and

acceptance of

brand extensions;

brand identity

Influence of  price

on brand image;

purchase and

loyalty; response to

price variants

Impact of sales

promotion;

opportunities for

repositioning the

brand; impact of

advertising

strategies

(Continued)

Consumer

Product/
Service

Price

Promotion
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Market feasibility exploration forms an essential part of  any new project feasibility

analysis. Such exploration would help define the most suitable target segment, identify

consumer expectations, identify competition, influence the marketing mix, and project

sales over the long term, thereby providing the needed marketing inputs for the project

idea.
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The need for branding; the most suitable branding platform; branding strategies;

positioning strategies; the need for and direction of  repositioning strategies—these

and all similar decisions are required to be based on marketing research in order to

reduce the inherent risk.
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(Table 1.1 Contd.)

Product Life-Cycle Stages

Research Area Pre-launch Introduction Growth Maturity Decline

Distribution

Substitutes;

direct

competition;

major

players;

segments

dominated;

competitive

strategies

Availability;

dealer

acceptance;

dealer

support to

brand

Early

competitive

response to

brand

Availability; dealer

acceptance; dealer

support to brand;

dealer network

extension

opportunity

Competitive

response to brand;

development of  the

market

Degree of  reach

and penetration;

dealer support to

brand; opportunities

for and potential of

new channels

Market

consolidation;

competition

growth; competitive

response to brand

Reasons for

dealer

discontinuance

of the brand

Competition
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Whether and where to diversify? The choice between market development, product

development, and diversification strategies has to be based on an understanding of

the marketing environment and the company’s relationship with it.

When companies like Hindustan Lever Limited start looking at growth avenues,

this is a very real issue. Is it better to launch yet another soap or shampoo, where their

reputation and experience would help quick consumer acceptance and speedier

penetration, or is it better for them to enter the branded commodities market like atta

(wheat flour), which is a nascent market with little competition and would provide

synergies with their bought-out brands like Modern bread?

Once this information has been obtained through marketing research that marries

the environment to company capabilities, further decisions about the direction in which

the organization needs to move within the framework of  any of  these strategies will again

be dependent on marketing research that measures the company’s chances of  success

in any of  these areas. Research would also help a company like The Times of  India

group to make a similar decision and to foray into ‘infotainment’ brands like Planet M.

�������
�0�(
�)�	�

Market research helps decisions regarding which markets or market segments to develop

for future growth. Amul’s decision to expand into dairy products other than milk with

yogurt and cheese is a case in point, and so is Johnson & Johnson’s extension of  the baby

soap, earlier aimed at the infant below one year, to the three-year plus child.

�������)�	���	
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�������
��)���������	
�

Though this field is often treated as the preserve of  economic analysis at the macro

level, at the company level marketing research is required to relate this information to

the organization’s growth prospects.

This would often be the precursor to market-entry choices. Most pharmaceutical

and FMCG companies, for example, keep track of  market trends with the help of ORG-

Marg’s retail audit, a syndicated market research service providing monthly measures

of  the market, sales, market shares, and growth patterns of  participating companies,
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brands, and packs. With the help of  retail audit, industry players are not only able to

keep track of  the attractiveness of  the various markets, the data also provides a basis

for forecasting future growth of  the market, the product category, and the major

competitors. Using this market research data, companies considering entry into a

certain industry are in addition able to identify prospective competition and plan

strategies to be employed in case they enter the market.

����
)�������������
	����0�%�

As in the case of  market trends, market research is also needed to focus this

environment-related input on the firm and the industry in order to identify opportunity

areas. The Wall Street Journal in the USA regularly publishes findings of  the customer

satisfaction index for the US economy, prepared by the University of  Michigan.

The customer satisfaction index is constructed on the basis of  detailed qualitative

and quantitative marketing research data, collected every quarter. It is used by the US

industry as well as the government as ‘a uniform and independent measure of

household consumption experience’, which ‘tracks trends in customer satisfaction and

provides valuable benchmarking insights of  the consumer economy for companies,

industry trade associations, and government agencies’. The Economic Times in India has

recently begun reporting a ‘customer confidence index’, which provides similar

measures of  customer confidence in the economy.
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Table 1.2 Sales Growth of Herbicides Market and Major Brands
(Rs in million)

1996 1997 1998

Market and Rs Mkt Rs Growth Mkt Rs Growth Mkt
Major Brands Sales Share Sales % over Share Sales % over Share

(in %) 1996* (in %) 1997* (in %)

Total Herbicides

Market for Wheat 923.0 100.0 1100.7 19.3 100.0 1349.3 22.6 100.0

Arelon 180.2 19.5 158.2 –12.2 14.4 123.4 –22.0 9.1

Marklon 135.2 14.8 181.7 34.4 16.5 169.7 –6.6 12.6

Agriguard 80.2 8.7 102.4 27.6 9.3 160.6 56.8 11.9

Others 527.4 57.0 658.4 24.8 59.8 895.6 36.0 66.4
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Note: * The table provides comparative data for the years 1996, 1997, and 1998. The growth columns provide a

comparison of  growth in 1997 to 1996 and growth in 1998 to 1997. Similar growth rates for 1996 over 1995

have not been included since the discussion in restricted to these three years.
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 1 Quoted from a published article by Walter Vieira (2000).
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Table 1.3 List of Services Offered

Service Frequency

• Shopping for provisions — once a fortnight

• Shopping for vegetables — once a week

• Other shopping — once a month

• Payment of  electricity — once a month

and telephone bills

• Plumbing/electrical — once a fortnight

repairs and carpentry

work

• Booking of  gas — once a month

• Outing for the couple — once a month

(to temples, etc.)

• Group outing/picnic — once in three months

for all clients
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