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Technology is the foundation of modern society. Its evolution leads irreversibly to the 

development of all sectors of activity in an economy, being in a relationship of interdependence. 

And as far as social sciences are concerned, technology has left its mark, being studied and used 

by specialists. The present paper proposes a leaning toward the blending of technology and 

marketing. 

Marketing in the world, and implicitly in Romania, has over time witnessed a number of 

transformations or additions to the field due to the perspectives or ideas shared by the most 

connoisseurs. Marketing targets several directions of development, including marketing research. 

Marketing research therefore also innovates with technology. If initially studies were done 

using the pen and paper, then the phone and the computer, now due to the global Internet 

expansion, created the premises for new research methods, obviously using the Internet as well 

as other intelligent devices: smart tablet or smartphone . Therefore, in this chapter there will be 

presented theoretical elements of novelty in the field of marketing researches, namely the 

concepts of online quantitative marketing research, namely online quality marketing research and 

the methods and techniques related to the two types of research. 

This paper addresses aspects of traditional marketing research, online marketing research, and 

methods and techniques used in online marketing research. 

Digital technologies have contributed to the transformation of marketing, but not by 

revolutionizing the fundamentals, but by completing them. The basic principles of marketing 

have remained the same, but marketing actions by organizations are getting a new approach. In 

particular, marketing research has become more applied and customer oriented, organization and 

market oriented (Smith, 2015). 

The motivation for choosing this theme has its premise in the emergence of more and more 

ways by exploring the market. Besides, the present paper has proposed to organize these methods 

according to different criteria and their classification in a typology and belonging to a particular 



category, from where the novelty of this thesis results; as there is no current approach to 

classifying the methods and techniques of online marketing research, being studied only in 

isolation. 

Originality is given by the development and implementation of online marketing research 

tools, being a topical field developed in international marketing research, by providing the 

Romanian researcher with a set of suitable methods and models, in order to bring a scientific 

contribution to the academic environment and business in Romania 

The main objective was to develop a methodological classification of online marketing 

research methods and techniques. 

In order to deepen the proposed topic, two studies were conducted; a qualitative one among 

the Romanian marketing research specialists, in the form of in-depth interviews, where they 

highlighted topics related to the online research methods and techniques used today and their 

vision of the evolution of this industry. The second study aimed at making an experiment using 

the modern eye tracking technique, which tracked the difference between consumers choosing to 

view an online product catalog and where their eyes look when they view a product that is in a " 

an online catalog. 

This work is divided into six chapters, namely: 

Chapter I. Introduction to marketing research - definition and typology 

Chapter II. Conceptual and Methodological Aspects of Online Marketing Research Chapter III. 

Methods and techniques used in online marketing research 

Chapter IV. Software tools and platforms used in online marketing research 

Chapter V. Researching the methods and tools used by companies specialized in online 

marketing research in Romania 

Chapter VI. Marketing experiment on consumer behavior related to their preferences for 

different product categories by eye tracking 

Chapter I. Introduction to marketing researches - definition and typology approaches the 

theoretical aspects of marketing research, the context of the emergence and evolution of 

marketing research and the classification of marketing researches, being underlined aspects 

related to the terminology of marketing research presented in the order of its appearance in the 

literature specialty, then the significant events of evolution are highlighted marketing research as 

well as what is the vision of the typology of marketing researches. 



Chapter II. Conceptual and methodological aspects of online marketing research point to 

elements related to the definition of online marketing research, the emergence and evolution of 

online marketing research, the history of online marketing research, the prediction of online 

marketing research, the online marketing research ethics, the field of marketing research, the 

current ethical guide to online marketing research, and about putting ethics of online marketing 

research into practice.  

Chapter III. Methods and techniques used in online marketing research provide insight into 

the conceptual aspects of quantitative and qualitative marketing research, definitions and 

features, and then describe the methods and techniques used in online quantitative marketing 

research: online survey, self-administered survey, Mobile Survey, Microsample, Mixed Survey, 

Big Data Data Analysis, Behavioral Economic Models, Predictive Markets, Crowdsourcing, 

Internet of Things, Sensor / Usage / Telemetry Data, portable device research . Also in this 

chapter are presented methods and techniques used in online quality marketing research, namely: 

Online Focus Group, In-depth Interviews, Online Communities, Online Forums, Video Journals, 

Online Journals and Blogs, Mobile Ethnography, Online Chat messaging, Qualitative research 

done on mobile devices. There are also hybrid techniques and techniques used in online 

marketing research: Social Network Analysis, Biometrics, Eye Tracking, Neuromarketing, 

Gamming - Using Game Techniques in Marketing Research.  

Chapter IV. Software tools and platforms used in online marketing research are briefly listed 

and described as providers of online marketing research services, software tools to design and 

carry out online marketing research, budgets allocated to the development and acquisition of 

research tools as well as budgets allocated to carry out a marketing research using such platforms 

and tools.  

Chapter V - Research of methods and tools used by companies specialized in online 

marketing research in Romania A qualitative research was carried out among Romanian 

marketing research specialists, in the form of in-depth interviews where topics related to the 

online research methods and techniques currently used and their vision of the industry's 

evolution are discussed 

Chapter VI - Marketing & Eye Tracking Experiment on Conduct glider on their preferences 

for different product categories. The second study targeted an eye tracking experiment, where the 

difference between consumers choosing to view an online product catalog as a result of applying 



a questionnaire and where the eye is looking when viewing a product in a " an online catalog. 

The outstanding scientific contribution of the PhD thesis consists in presenting a synthesis of the 

current state of knowledge regarding marketing research, generally by developing conceptual 

and methodological field of online marketing research, methods and techniques used in online 

marketing research, ethical frameworks needed to conduct online surveys to identify software 

used to apply online research methods, and in particular to present eye-tracking indexes using 

eye-tracking.  

KEY WORDS: online marketing research, online research methods, te online research tools, 

online marketing research software tools; eye-tracking, marketing experiment; oculomotor 

analysis; 
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