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All business practitioners/managers are by 
necessity decision makers; as they are 
daily confronted with the task of deciding 
the right thing to do in the course of 
carrying out their business 
routines/activities.  Whatever situation 
these decisions makers face usually has 
myriad of options, choices or alternative 
course of action to take. Unfortunately, 
their ability to know  or decipher the 
right/best  option may in most cases not 
depend on their experiences, authorities, 
powers or strengths.  Worse still, the 
world’s (business) environment is filled 
with myriad of unknowns, mysteries, 
difficulties and uncertainties. Therefore, 
effort is always on to unravel these  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
unknown mysteries, solve the problems 
and curtail uncertainties. However, no 
method known to mankind can utterly 
eliminate uncertainties; but, scientific 
method of obtaining knowledge (otherwise 
known as research) can minimize 
uncertainties arising from lack of 
information and therefore, reduce to a 
great extent the danger of making wrong 
decisions/choices.  This is because 
research is knowledge acquired on the 
basis of clearly identifiable, organized and 
replicateable   process (Onodugo, 
Ugwuonah & Ebinne, 2010).  It is a 
careful and systematic attempt to provide 
answers, clues, and directions to issues 
and/or situations. 
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Abstract 
Research and innovation are very important in business management.  In the field 

of marketing, research and innovation co-exist like Siamese twins to enhance the survival 
and growth of firms/businesses.  Research leads to innovation and their combination in the 
hands of a marketer ensures customer satisfaction, repeat-purchase probability, continued 
customer patronage and the resultant organizational growth and profitability. The paper x-
rayed research and innovation and their nexus. It observed that marketing management 
analyzes, plans, directs, implements and controls programmes aimed at building and 
maintaining mutually beneficial exchange relationships with the target market so as to 
achieve organizational objectives. It therefore concluded that the effective combination of 
research and innovation in these activities inherent in marketing management will put a 
firm or business ahead of competitors  
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“An idea can turn to dust or 
magic” (Bernbach in Sokolova, 2015) 
depending on the usage the idea is put and 
the hand that used it. Thus, research 
provides the information/direction (idea), 
but, creativity turns the idea to magic – 
something new and fascinating. Research 
creates ideas, and creative use of ideas 
yields innovation (something new). 
Something new fascinates and attracts 
mankind, which in turn fosters cordial 
relationship between organizations and 
their publics. Businesses can be better off 
by making the twosome tool (research and 
innovation) an indispensable combination 
for achieving success.  The firms that 
outdo others in this regard are most likely 
going to be ahead competitively. 
 

Research 
Research is derived from the  

French terms "recherche", which means 
"to go about seeking", or "recerchier" a 
compound word from "re-" plus 
"cerchier", or "sercher", meaning 'search', 
and, the earliest recorded use of the term 
was in 1577.  (Wikipedia , 2016) 

Several definitions of the word 
exist as there are writers. Shuttleworth 
(2008) in Wikipedia (2016) defined 
research as any gathering of data, 
information and facts for the advancement 
of knowledge. Meriam Webster on-line 
Dictionary (m-w.com) gave the following 
definitions;  “a careful or diligent search; 
the collection of information about a 
particular subject; and, a studious inquiry 
or examination; especially investigation or 
experimentation aimed at the discovery 
and interpretation of facts, revision of 

accepted theories or laws in the light of 
new facts, or practical application of such 
new or revised theories or laws".    
Research comprises creative work 
undertaken on a systematic basis in order 
to increase the stock of knowledge, 
including knowledge of humans, culture 
and society, and the use of this stock of 
knowledge to devise new applications,    It 
is used to establish or confirm facts, 
reaffirm the results of previous work, solve 
new or existing problems, support 
theorems, or develop new theories. 

Eboh (2009) also averred that 
research is the process of systematic 
inquiry by which humankind increases 
knowledge of how things are, why things 
are the way they are and how they could 
be improved.   
All these definitions point to the fact that 
progress in all spheres of society such as 
improved condition of living, development 
and increased knowledge and awareness of 
various phenomena nowadays are made 
possible by research. 
 
Roles of Research 

Various types of research exist, 
such that every discipline/field has a 
type(s) of research suited for it and its 
purposes. Research generally play many 
significant roles in the life of man and 
organizations.  Some of these roles include 
the following (Nworgu, 1991; Obiesie, 
2014): 
1. Expansion of Knowledge 
Research helps to push back the frontiers 
of human ignorance thereby expanding the 
frontiers of knowledge in diverse 
disciplines 
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2. Provision of Insight into 
Unknown Phenomena 
Research provides insight into many 
unknown phenomena thereby increasing 
the understanding and awareness of such 
phenomena.   
3. Provision of 
Information/Solution to Problems 
Researches are embarked upon to solve 
identified problems.  Hence, research helps 
to solve knotty problems.  It provides 
information and/or solutions that help 
decision makers to solve various 
(identified ) problems. 
4. Provision of Improvement in 
Manner of Doing Things   
With research, better and improved ways 
of doing things is enhanced/entrenched.  
For instance, research can provide better 
and improved way of production, customer 
service, selling, etc. 
5. Makes Progress and 
Development Possible. 
Research brings about over all progress 
and development.  Consider the various 
technological, economic, social, etc, 
advancements recorded in modern times; 
they are all products of research.  All these 
aggregate to overall progress and 
development and improvement in standard 
of living of mankind. 
 
Innovation 

One of the keys to any successful 
business is being able to come up with 
new ideas to keep operations, products and 
services fresh. The process of bringing 
those ideas to reality is called innovation. 
Innovation can be viewed from diverse 
angles.  In the field of marketing, it is seen 

as something new, and as such, it is used 
synonymously with “new product”. A 
product is understood as “any thing that 
can be offered to a market for attention, 
acquisition, use or consumption, and 
which might satisfy a want or need. It 
includes physical objects, services, 
personalities, places, organizations and 
ideas”. (Kotler,2000 ;Kotler and 
Armstrong 2013)   
Innovation has been defined variously as; 
“the introduction of new products and 
services that add value to the organization” 
(McFarthing, 2016); “the implementation 
of new creative ideas in order to generate 
value usually through increased revenues, 
reduced costs or both” (Baumgartner, 
2016); “anything that is new, useful and 
surprising” (Boyd, 2016); “something new 
or different that delivers value to the 
world” (Barba, 2016); and, “work that 
delivers new goodness to new customers 
in new markets, and does it in a way that 
radically improves the profitability 
equation” (Shipulski, 2016) 

One obvious recurring word in 
these definitions is the word “new”. The 
new thing must be of value for it to be 
appreciated.  This is why Stephen 
Shapirow (2016) put innovation simply as 
staying relevant.  According to him, we are 
in a time of unprecedented change, 
therefore, what may have helped an 
organization be successful in the past 
could potentially be the cause of their 
failure in the future. Consequently, 
companies need to adapt and evolve to 
meet the ever-changing environment.  
Research mingled with innovation   is a 
sure way to achieve this.  And companies 
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that do this well will have sustained 
success and tower while others stutter and 
falter . 
 
Types of Innovation 
Chand (2015) identified three basic types 
of innovation. These  are: 
(i) Technical, 
(ii) Process and 
(iii) Administrative. 

Technical innovation involves 
creation of new goods and services. Many 
technical innovations occur through 
research and development efforts intended 
to satisfy demanding customers who are 
always seeking, new, better, faster and/or 
cheaper products. 

Process innovation involves 
creating a new way of producing, selling 
or distributing an existing good or service. 
Process innovations are changes which 
affect the methods of producing outputs. 
For example, manufacturing practices such 
as just-in-time, mass customerisation, 
simultaneous or concurrent engineering – 
are all innovations (Chand, 2015) 

Administrative innovation occurs 
when creation of a new organisation 
design better supports the creation, 
production and delivery of goods and 
services. 

According to Chand, the various 
types of innovation often go hand in hand. 
For example, the rapid development of 
business to business e-commerce 
represents process innovation. But this 
new process requires many technical 
innovations in computer hardware and 
software. Also as firms began to use 

business to business e-commerce, 
administrative innovation soon followed.  
 
Innovation Processes/Strategies 

In effecting any of the above 
discussed types of innovation, Brooks 
(2013) identified five (5)  types of 
innovation processes or strategies firms 
can employ: 
Open: Open innovation is when 
companies use internal and external ideas 
to help advance their operations. "Open 
innovation is the use of purposive inflows 
and outflows of knowledge to accelerate 
internal innovation, and expand the 
markets for external use of innovation, 
respectively," According to him, 
Chesbrough, the originator of open 
innovation believes open innovation is a 
more profitable way to innovate, because 
when done correctly it has the potential to 
reduce costs, accelerate time to market, 
increase differentiation in the market and 
create new revenue streams.  
Disruptive: Disruptive innovation is when 
new products or services start out at the 
bottom of the marketplace but end up 
eventually moving up and displacing their 
competitors. It is a situation by which an 
innovation transforms an existing market 
or sector by introducing simplicity, 
convenience, accessibility, and 
affordability where complication and high 
cost are the status quo. In the words of 
Brooks (2013), a disruptive innovation is 
formed in a niche market that may appear 
unattractive or inconsequential to industry 
incumbents, but eventually the new 
product or idea completely redefines the 
industry." Examples of disruptive 
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technology include the refrigerator being 
introduced as a replacement for the icebox 
and mobile phones being developed as a 
replacement for home phones. Both 
products were not highly welcomed when 
they first hit the market, but over time, as 
they improved on the original designs, the 
products eventually took hold with 
consumers. 
Reverse: Reverse innovation is when 
products or services are developed first for 
use in developing nations. Brooks 
explained that reverse innovation describes 
solutions adopted first in poorer, emerging 
nations that subsequently — and 
disruptively — find a market in richer, 
developed nations. He cited examples of 
reverse innovation to include dried noodles 
that Nestle developed for use in India that 
eventually became popular in Australia 
and New Zealand, and smaller format 
Wal-Mart stores, which originally were 
developed for use in Mexico, but 
eventually became popular in the United 
States as well. 
Incremental: Incremental innovation is 
when companies make small changes to 
products and services to ensure they keep 
their spot in the marketplace. Rather than 
changing the products or services 
completely, incremental innovation simply 
builds upon what already exists. Examples 
of incremental innovation include men's 
razor blades, which started with one blade 
and now have three or four, and the 
automobile, which is consistently being 
updated with new features and technology. 
Breakthrough: Breakthrough innovation, 
also commonly referred to as radical 
innovation, is developing completely new 

ideas and concepts that don't build off any 
existing products, servicers or operations. 
It is often a product of extensive research, 
and usually uses new technology as a way 
to quickly climb to the top of new markets. 
Examples of the breakthrough innovations 
include the Internet and transistors. 
 
Research and Innovation Nexus 

Research and innovation are 
critical elements in any endeavour in 
achieving success. Usually, research goes 
hand in hand with innovation. There is 
rarely any innovation without research. 
While research studies search for new and 
unique ideas, innovation is the 
implementation of that research outcome - 
that's the introduction of a new idea, 
solution, process, or product. Thus, 
innovation is the process of taking useful 
ideas and converting them into useful 
products; services or processes or methods 
of operation. The useful ideas are the 
result of research, which is the prerequisite 
for true innovation. We put it simply that 
research provides new ideas for quality 
improvement in organizations and 
innovation puts these ideas into action. 
Research and innovation within an 
organization is a sure path to success. 
Therefore, stimulating research and 
exploring completely new and never-
known-before territories or new ways of 
doing things keeps an organization ahead 
of others, and  leads to growth and 
increased profitability  
Research accelerates the process of solving 
problems. These include developing a new 
strategy or an innovative way to stay ahead 
of the competitors. Thus, research plus 
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innovation gives an organization that 
competitive edge which every business is 
striving to achieve. 
 
Marketing Management 

Within any organization, 
marketing has been likened to the railway 
engine that pulls other departmental 
carriages along. Consequently, the failure 
of any other department in the 
organization may not necessarily amount 
to failure of the entire organization, but the 
failure of marketing can, and often leads to 
organizational failure   

British Chatered Institute of 
Marketing (2001) in Obiesie (2016) 
defined Marketing as the management 
process responsible for identifying, 
anticipating and satisfying customer 
requirements profitably. Therefore, the 
profitability and sustainance/growth of an 
organization squarely rests on marketing 
(management).  

Marketing management in the 
words of Kotler (2000) is the analysis, 
planning, implementation and control of 
programmes designed to create, build and 
maintain mutually beneficial exchanges 
and relationships with the target market for 
the purpose of achieving organizational 
objectives. Anyanwu (1999) also viewed 
Marketing management as the process of 
utilizing the managerial functions of 
planning, organizing, staffing, directing, 
leading and controlling in the solution of 
marketing problems. 
Thus, Marketing management involves co-
ordination and integration of all available 
resources of organization to accomplish set 
objectives and specific results. It 

integrates, coordinates and evaluates the 
effectiveness of each elements of the 4ps 
(marketing mix) and make necessary 
modifications. (Obiesie, 2016) 
 
Functions of Marketing Management 

Pillai and Bagavathi (2012) in 
Obiesie (2016) summarized the functions 
of marketing management to include the 
following; 
i. Determination of marketing goals 
to be achieved 
ii.  Market analysis to improve sales 
iii.  Formulation of marketing plans, 
procedures, policies, etc.  
iv. Evaluation of unsatisfied and 
potential customers’ needs and desires 
v. Organizing the marketing 
functions and marketing mix 
vi. Develop detailed sales plans and 
budgets. 
vii.  Sponsors a continuing programme 
of market research 
viii.  Determination of most desirable 
channels of distribution  
ix. Encouraging good employee 
relation within the organization. 
x. Exercises effective marketing 
communication 
xi. Participation in the product 
planning to match with demand. 
xii.  Periodic review of over-all 
marketing programmes to increase the 
sales volume and net profit. 
xiii. Proper control and coordination of all 
marketing functions. 
These functions when performed (well) 
will help achieve some of the following 
objectives of marketing management. 

Research and Innovation in Marketing Management: A Potent Combination to Achieve 
Competitive Edge - Michael Chuks Obiesie 
 



 

 

228 

 

 
Journal of Teacher Perspective, Volume 11 No. 1, December, 2016, ISSN: 2006 - 0173 

(a) Determine the right marketing mix 
that will satisfy the needs of customers 
(b) Generate and increase more 
customer base for the business 
(c) Increase profit and ensure business 
growth 
(d) Increase the quality of life for the 
people 
 

Importance of Research in Marketing 
Management 

Research is being driven by the 
quest for information, and used not just for 
learning but also for making good 
decisions.  Research in marketing is 
popularly called marketing research.  It 
can be used in quite a wide-range of issues 
in marketing such as sales operation, 
product/services, the market, 
communication, competition, corporate 
growth, etc. Any organization that wishes 
to thrive must integrate marketing research 
to keep the pulse of its market, the 
market’s dynamics and exploit market 
opportunities. 
Marketing research is specifically 
important in marketing management in the 
following ways;   
1. Success of Campaigns and 
identification of Market Opportunities 
Apart from helping in identifying new 
business opportunities, discovering 
potential customers and their needs, 
marketing research also helps in designing 
potent marketing campaigns that will 
actually capture the interest of potential 
customers of the firm.. 
2. Monitoring competitors 
Marketing research is an invaluable tool 
used in monitoring competitors. With it, 

track of company's progress are kept and at 
the same time, the strategies and  growth 
of competitors are monitored. This helps 
marketing management to devise business 
strategies that would keep the firm ahead 
of rivals. 
3. Avoid Costly mistakes and minimize 
losses in business  
 Marketing research can help marketing 
management avoid costly mistakes, reduce 
the chances of losses to a business to a 
large extent. For instance, it can be done 
before or after launching a product. When 
done before launching a product, it can 
identify potential problems and even 
proffer solutions. After the launch of a 
product, it can help find loopholes and 
devise plans to counter such loopholes or 
losses and increase the profits. Thus, it can  
help a company avoid future failure and 
can also help a business to determine the 
right time to expand into another territory 
or market. 
4. Making Informed Decisions 
Because  marketing research, provides 
invaluable information relating to 
competitors, economic shifts, 
demographics, current market trends and 
the spending traits of the firm’s customers, 
it makes management to make well 
informed decisions. 
From the foregoing, it is obvious that 
research is very crucial for any 
organization to remain powerful and 
competitive in the market. Therefore, 
every area of marketing and all marketing 
decisions should be rooted in research. 
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Research, Innovation and Marketing 
Management 

A true marketer is the one that 
upholds the marketing concept. He is the 
one that holds the interest of his or firm’s 
customers uppermost at heart when 
creating products. Thus, creating goods 
and services that actually satisfy or meet 
the needs, wants and preferences of 
customers is very important for firm’s 
success.  Research and innovation are 
handy tools to achieve meaningful success 
in this regard. Their combination can result 
in the creation of a new product, or, 
process, or, it can be an idea on how to 
completely overhaul or change the way 
business is carried out. Therefore, any 
organization aspiring for success should 
recognize that both research and 
innovation are required to satisfy her 
important stake holders. 

Research and innovation propel 
organizations forward. They form sources 
of new growth that can give a business a 
clear competitive advantage. Marketing 
management encompasses a wide-range of 
activities, strategies and decisions such as 
strategies for acquisition and retention of 
customers, segmentation, targeting, 
positioning of offerings, and making right 
decisions on the marketing mix (the right 
products,  the right price,  the right 
channels, and the right promotional 
message/strategies). Research and 
innovation can help a marketer adjust and 
or improve at any point along these 
spectrum of activities. Research brings up 
new ideas while innovation puts the idea 
into action to keep operations, products, 

services and processes fascinatingly fresh 
and novel.  Consequently, a business that 
engages or stimulates research and 
explores new and never-known-before 
ways of carrying out these activities like; 
acquiring and retaining customers, serving 
customers better, positioning offering, or 
deploying the marketing mix variables, 
will surely achieve greater success and the 
much desired competitive edge. The firm 
will leave others wobbling behind. 
Through research and innovation, new, 
improved and better products/services are 
discovered and introduced.  These 
fascinate and attract (new) customers  and 
stops switching by existing ones.  Business 
growth is a function of (number of) 
customer attraction and retention.  The 
firm that excels in doing this, towers above 
others.  
 
Summary and Conclusion 

Knowledge they say is power.  
Research creates and enhances knowledge 
by gathering information, and generating 
ideas, innovation puts these information 
and ideas into action such that their 
benefits are maximized.  Research and 
innovation are therefore jointly needed to 
better the quality of life of people.  
Efficiency and effectiveness without 
research and innovation may not sustain 
business or organizational growth in this 
era.  This is because, one may be effective 
and efficient in doing the wrong thing, or 
doing the right thing in an outdated 
manner.  This is why management expert 
Peter Drucker said that if an established 
organization, in this age necessitating 
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innovation is not able to innovate, it faces 
decline and extinction (Shukla, 2009) 

Research and innovation are 
needed now more than ever before.  This is 
because, every organization, business and 
individuals are feeling the impact of 
globalization, migration, technological and 
knowledge revolution, economic 
downturn, as well as climatic change 
issues.  Therefore, with research and 
innovation added value will be injected 
into the system, thereby bettering the lots 
of organizations and widening the 
employment base. 

Research leads to innovation, and 
their effective combination by a marketer 
guarantees customer satisfaction, repeat-
purchase, sustained customer patronage, 
leading to organizational growth and 
profitability.  Every business/firm 
promotes, markets, sells and looks after 
customers, but, the difference in their 
success levels in these regards depends on 
their degree of application of research and 
innovation. The one(s) that maximizes the 
use of research and innovation will 
certainly achieve competitive edge in the 
midst of others.  
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