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Abstract

Objective: This study aims to identify and analyze common mistakes in
marketing research and provide a comprehensive framework to improve
research processes. Common mistakes can significantly affect the quality
of research outcomes and ultimately influence managerial decision-making.

Method: This research is applied in purpose and descriptive in nature,
employing a survey method with a questionnaire as the data collection tool.
A three-stage mixed approach was used: first, a systematic review of
reputable scientific sources was conducted to identify the main components
of common mistakes in marketing research. Next, semi-structured
interviews with experts in marketing management and research were
conducted to validate and refine these components. The statistical
population included university professors with over 10 years of teaching
and project experience in marketing management, senior managers and
consultants in marketing consulting firms, experienced professionals in
advertising companies, and independent researchers in data analysis and
technical reporting. Finally, the relationships between the components and
their levels of influence were analyzed using interpretive structural
modeling (ISM). This method not only identified complex relationships
between system elements but also provided a structured model for better
interpretation of the results. Validity and reliability were ensured through
the nature of the selected statistical population, simplification of questions,
and unbiased analysis of interviews.

Findings: The findings indicate that the root cause of mistakes in marketing
research lies in ambiguity and the use of vague problem definitions.
Unclear, unmeasurable, and non-consensual research topics are identified
as the most significant factors leading to errors in marketing research.
Negligence in this area can result in multiple issues, including unclear
objectives and hypotheses, poorly designed data collection tools,
inappropriate sample sizes, and incomplete analyses. Other significant
factors include errors in selecting the research approach, weaknesses in
questionnaire design, failure to conduct pilot studies, and human and non-
human errors in data analysis. The final model presented in this study
illustrates the interactions between these components and provides a precise
ranking of their impact and dependencies.

Conclusion:

This study provides a useful tool for researchers and marketing managers
to improve the quality of their research by identifying and preventing
common mistakes. The interpretive structural model serves as a guide for
analyzing and reducing errors throughout the research process.
Additionally, the findings can increase awareness of common mistakes in
marketing research, create opportunities for improving research processes,
and enhance the efficiency of managerial decision-making. Using this
model in future projects can lead to better solutions and more reliable results
in marketing research. With this tool, organizations can avoid repeating past
mistakes and optimize their research outcomes to achieve strategic goals.
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