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AMERICAN CHAMBER OF COMMERCE IN GEORGIA
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ANALYSIS

Market Reconnaissance: Why You Need
Surveys and Who Provides Them

Competition is rising in the Georgian market place but are Georgian
companies using all available weapons to win the battle for consumers?

Ad agencies nestled off Chavehavadze may not seethe aggres-
sion like their American brethren on Madison Avenue but that does
not mean that competition between brands — and branding — in Geor-
gla doesn’t exist.

Companies, especiully in the crowded telecommunications indus-
try and real estate development scctor, are launching increasingly
nofished — and omnipresent — ad campaigns in an cscalating war [or
cuslomers.

However market research experts maintain that so far Georgian
companies are fighting the costly battle blindfolded: CEOs are making
impaortant decisions hased on too little resedrch and oo much gut
instincl.

Despite the plethora of market researching firms located in Thilisi
- approximalely efght by rough estimate - researchers complain that
their profession is misunderstood, misused and commonly ignored
by the very people who should benefit the most from their services:
business owners.

KNOWLEDGEISPOWER

The business of surveys is nothing new for Geergia: Georgian
Opinion Research Business International, the Georgian member of
Gallup International, has been in business tor over a decade. Howev-
er Director Merab Pachulia maintains it has been an uphill battle o
convenience Georgian companies to invest in market research.

“[Market rescarch] makes their lives casier. If vou are a business-
man your priority is 1o make money...but over all [markel research])
nitkes your life casy in tenns of competition. in terms of knowing what
your costumers are thinking, how you are promoeting your product,”
he said. “Those things are basic, basic things.”

Surveys and market research — the arsenals of” advertising and
marketing exceutives throughout the world — are beeoming mere pop-
ular with Georgian CEOs Pachulia noted, although he added that it is
more a matter of a competition driven “copy cal” mentality than a trae
understanding what research can do for a company.

According to Huns Gutbrod, prograin director at Caucasus Re-
search Resource Center [CRRC, part of the problem is simply the lack
of experience with surveys and markel rescarch. He noted that just
three years ago, many business owners were fully occupied with the
simple logisties of getting their product o market in a corrupt socicty.
The transition from relying on social connection to relying on analyt-
ical data will take time. he explained.

“That kind of culture is still in 1ts infancy in the sense that, both on
the demand and on the supply side, baby steps are being taken 1o
understand the use of [market research].” Gutbrod sad. “So right
now the appreciation for what surveys can do to tell you about what
is happening in the country and in the market and with consumers — [
don’t think it has really been developed.”

CRRC, 4 non-for-profit, supporls the development of social sci-
ences rescarch and public policy analysis atl its centers in Thilisi,
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Yerevan and Baku.

Gutbrod added that part of the learning curve is simply under-
standing how market resecarch and surveys are compiled so business
people can ascertain the quality and long term implications of the dula
they purchase.

“[T1t 1s very difficult for consumers of survey data to understand
the quality of their producl.”™ he said. “Essentially you get a final
report and the rezl quality of raw data is incredibly hard to evaluate if
you don’t know how to ask the right questions. So that makes it a
difficult product to purchase and it also inhibits part of the demand.”

QUESTIONS, QUESTIONS, QUESTIONS

According to market researchers. the art of asking the right ques-
tion 1s a crucial ¢lement in both evaluating the final product — and
insuring that the end result 1s what the company is truly interested 1n.
Tamuna Gigauri. the business development director at ACT Research,
noted that “if the problem is not defined correctly, the methodology is
not properly founded so the resulis do not lead to a solution for the
problem.”

Although asking questions should be easy — who knows better
than a CEO what informatien his or her company needs? —in factitis
quite a bit more complicated.

Paul Clark, the president of the Thilisi Business Scrvice Cenler,
noted that it is really a mulli-step process. TBSC facilitates surveys as
part of its wider services to both Georgian and foreign businesses.
According to him, the most inportant thing is 1o clearly identily what
the business needs and then define what questions should be asked.

Clark explained that wlule many CEOs start with sitnple questions,
simple answers, on their own, are not sophisticated enough to give
business owners the insightful information they really need 1o strate-
aize.

In addition to asking more informed questions, the raw data pro-
duced has to be correctly analyzed,

According to Clark, in Georgia today there is & tendency o stop
with a synopsis of the data complied. While some marketing firms in
Georgia present this summary as analysis, he noted that in rcality a
summary could be relatively useless. The real value is in the follow-
up. Clark stressed: the analytical “imaginative thinking™ that unearths
connections and combinations which could provide invaluable in-
sight into potential markets or customer behavior,

“There are no answers in the summary of data. The answers are
not there,” he said. “The answers are always based upon further
analysis of dala to produce information.”

While Clark noted that business people are starting to realize the
areater value of analyzed data, they are not always willing to pay the
higher price. A simple market survey can cost as little as a few hun-
dred lari, depending on its scope and if the information is commercial
or available to several clients, However, once analysls start digging
deeper. the price quickly skyrockets into tens of thousands of Jari.



According to Aaron Erlich, the development and outreach coord-
nator at CRRC, a lat depends on how compelitive — and how profit-
able — the market is.

“How much profit there is to be had is
much you are going to invest in [market re

ng to determine how
rch],” he said. “1 think
for most companies the profit levels are sull o low 10 invest o
nuuch money into doing that sort of analysis.”

PLORING THE UNKNOWN

It is not just the cost that is making entrepreneurs cautious; sinee
Georgia iy still a developing market, many companies are introducing
completely new products and there is a common helief that market
research is useless if there is no history of a client base.

However Gigauri shrugged off this concern as a “misunderstand-
ing” of what market research is all about, She noted that the *
market reseurch is more than just studying existing markets.

“Recently it [polential market research] has become quite popu-
lar,” she said, “They can research feasibility of their plans, possible
reactions to a product...the possibility people have 1o buy products:
their income level and expenditares, their attitudes and preferences,
their intentions.”

Gutbrod added that
surveys. Companies that want o
product or service can also use foc

arket research is more than just consumer
ge the potential reaction lo a new
s groups, which brings together
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a carefully selected set of respondents to explore possihle reactions
and responses.

“It is about soliciting information from people. whether you do it
in surveys or focus groups,” he said. “To have a focus group [helps]
to understand what sort of questions you would like to ask in a larger
survey and. conversely, if you survey questions you don’t un-
derstand you can put a focus group together in order to explore ques-
tions {urther.”

According 1o Kote Gabrichidze, the real estalc project mana
the Institute for Polling and Maketing, Georglan companies will be-
come more willing consumers of market research as the market devel-
ops. He noted that when IPM started collecting data on the real estate
markel [for more information on real estate market surveys, please see
the feature article on page tew devclopers were interested. How-
ever now, four years later, both developers and banks arc calling for
more rescarch and better information.

“Before, ay a child, they didn’t want to think about this beeause
they thought they knew ything. But as competition has grown,

asy 1o sell [real estate],” he said, “"Now
ach other and they need more and more
ct and their competitors,”
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Forwore information, please contact: ACT Research, 91-62-42; CRRC,

32-34 Makashvili 8t. Thilisi, Georgia
Tel.: [99532) 931404, 923996, 982615 Fax: (99532) 001237
e-mail: betsy@2121.ge www.betsyshotel.com




