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Foreword

Basic Marketing Research: A Decision-Making Approach, third edition, is yet another out-
standing text book from Dr. Naresh K. Malhotra, a very well-known and highly successful
author, researcher, and teacher. Dr. Malhotra’s highly successful previous text, Marketing
Research: An Applied Orientation, has been translated into Chinese, Spanish, Portuguese,
French, Russian, Hungarian, Indonesian, and Japanese and published in several English
editions including North American, International, European, Indian, and Australian edi-
tions. This text will likely follow suit.

Basic Marketing Research: A Decision-Making Approach, third edition, carries Dr.
Malhotra’s skills and expertise in marketing research to the next level. With its focus on
contemporary issues such as international marketing research, the newer technologies, and
practical ethics, the book effectively captures the current environment. The application of
Web-based marketing research is integrated in a pervasive way throughout the book. That’s
state-of-the-art.

The book is rich in real-world examples that bring the student closer to the business
world and everyday realities of the marketplace. The opening vignettes, interwoven
throughout the respective chapters, further illustrate the marketing research concepts in
real-life settings. The Experiential Learning exercises provide a rich hands-on experience.
The research-in-action examples, case studies, and video case studies are great learning
tools and further reinforce the highly applied and managerial orientation of the text.
Particularly noteworthy are the additions of comprehensive critical thinking cases and sev-
eral other cases that include actual questionnaires and the resulting data. There are many
diagrams, figures and concept maps in each chapter that truly enhance learning. The
lessons are conceptually sound, technically accurate, and communicate basic research con-
cepts with simplicity and clarity. The book is strong in qualitative concepts and imparts the
necessary quantitative knowledge and skills, with the use of SPSS, Excel, and other statis-
tical software. The SPSS and Excel demonstration movies, screen captures, step-by-step
instructions, and Study Guide and Technology Manual provide the greatest resources
available anywhere for students to learn these programs.

Basic Marketing Research: A Decision-Making Approach, third edition, provides a
strong foundation that I believe every student should have. This book is unsurpassed as a
basis for students to become researchers and intelligent users of marketing research.

William D. Neal
Senior Partner
SDR Consulting



Preface

The Third Edition—Helping You Learn
Marketing Research

Marketing research is an integral part of marketing. The task of marketing research is to
assess the information needs and provide management with relevant, accurate, reliable,
valid, and current information to aid marketing decision making (see Figure 1.5).
Companies use marketing research to stay competitive and avoid the high costs associated
with making poor decisions based on unsound information. If you are a marketing major,
understanding the various customer groups (consumers, suppliers, channel partners,
employees, and so on), competitors, and the environment is the foundation for developing
effective marketing programs. Such an understanding is gained by conducting marketing
research. This course will help you succeed in your marketing career.

If you are not a marketing major, consider all of the marketing research around you in
the form of information available on the Internet, newspapers, magazines, government,
commercial firms, and other sources. Any company or organization you work for will use
such information for making decisions. It is important to understand how such information
is generated and how it should be evaluated to assess its relevance, accuracy, and useful-
ness. The research process that we describe in this book is very general and can be applied
to conduct research in any area of management, not just marketing. Only the context in
which we illustrate the research is marketing. Therefore, this course and this book will
help you to be more effective in your job, regardless of the specific area in which you
work. This knowledge will also provide you with a better understanding of those involved
in marketing in the organization where you will work, and it will equip you with better
information to function as a consumer.

Since research is best learned by doing, this book emphasizes a hands-on, do-it-yourself
approach. We created Basic Marketing Research: A Decision-Making Approach, in part, to
help students understand and learn the importance of sound information to make marketing
decisions and to see the interaction between marketing research and marketing management
decisions. We provide you with several opportunities to experience these interactions
through pedagogical tools such as the Opening Vignette, Be an MR!, Be a DM!, Experiential
Learning, What Would You Do?, Research in Action, cases, video cases, and extensive review
questions, applied problems, and group discussions. The data analysis chapters involve a tight
integration of SPSS and Excel, illustrating each step in running these programs in detail. We
provide four distinct ways in which you can learn these programs on your own. SPSS and
Excel files are provided for all datasets, and outputs and screen captures are posted on the Web
site (www.pearsonhighered.com/malhotra). This book provides the most extensive help avail-
able to marketing research students in learning SPSS and Excel.

We prepared this textbook and all of the additional materials in a way that will best
help you to understand the fundamental principles of marketing research and their applica-
tions in real-life marketing situations. Students need opportunities to apply concepts to
real-life situations. This application helps you clearly understand and retain the ideas. As a
result, we have prepared a variety of end-of-chapter materials that are designed to help you
practice using the concepts. These materials include review questions, applied problems,
group discussion, cases, and video cases. The data analysis chapters include several
datasets where the files have been provided in both SPSS and Excel.

xvii
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Integrated Learning Package

We have created several devices that are designed to help you learn the materials in this
text. If you take advantage of them, you might find this textbook interesting and even fun.
Even those who are not marketing majors may discover marketing research and all of the
involved activities are enjoyable subjects to talk about and study.

Opening Vignettes. Each chapter begins with a vignette related to the presented
topic. The majority of the vignettes revolve around success stories about
companies and products most of you will recognize, such as Reebok, Gillette,
P&G, Olympics, Sears, Spiegel, and United Airlines. The opening vignette is
used as a running example throughout the chapter. After discussing the main
concepts in each chapter, we revert to the Opening Vignette to summarize and
illustrate the concepts in a section entitled Summary Illustration Using the
Opening Vignette.

Stimulating Critical Thinking. The principles for critical thinking, including
Socratic questioning, critical reading and writing, and higher order thinking and
assessment, have been embodied in the three comprehensive critical thinking cases,
end-of-chapter review questions, applied problems, and group discussions. These
materials have been designed based on the guidelines provided by the Foundation for
Critical Thinking.

Interrelationships among Concepts. Substantial research shows that concept maps
aid in learning. One or more concept maps appear in each chapter to illustrate the
interrelationships among concepts. These maps have been developed based on the
principles and tools provided by the Institute for Human and Machine Cognition.
These maps will help you acquire a better understanding of the various concepts.
Please be sure to review them!

Real-Life Examples and Illustrations. Several real-life examples, called Research
in Action, are presented in each chapter. These examples describe in detail the kind
of marketing research used to address specific managerial problems and the
decisions that were based on the findings. Where appropriate, the sources cited have
been supplemented by additional marketing research information to enhance the
usefulness of these examples. In addition, there are several other examples and
illustrations that are blended in the text.

Cases and Video Cases. Each chapter of the book contains the Hewlett-Packard
running case and a video case. Toward the end of the book, there are comprehensive
cases with actual questionnaires and real-life data. The video cases have been drawn
from the Prentice Hall video library and have been written from a marketing research
perspective. The questions at the end of each video case are all marketing research
questions. The cases and video cases relevant to each chapter have been identified
toward the end of that chapter.

Extensive and Pervasive Internet Coverage. The Internet has become a part of
our lives. The text discusses how the Internet can be integrated in each step of
the marketing research process and how it can be used to implement the
concepts discussed in each chapter. The coverage of the Internet is so extensive
and pervasive that it has not been singled out. Internet applications are
everywhere. For example, all of the Be an MR! exercises require you to do
Internet research.

International Focus. Many of you have travelled to other countries. Most of you interact
with students from other countries. Global/international business is all around, which
makes understanding international marketing research issues important. Every chapter,
except data analysis in Chapters 16, 17, and 18, has a section entitled International
Marketing Research. This section discusses how the concepts of that chapter should be
implemented while conducting marketing research in an international setting. Note that
data analysis in international marketing research is discussed in Chapter 15.

Ethics Focus. Ethical issues are pervasive in marketing research. Every chapter,
except data analysis in Chapters 16, 17, and 18, has a section entitled Ethics in
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Marketing Research. This section presents the salient ethical issues involved while
implementing the concepts of that chapter. These ethical issues are discussed from
the perspectives of the four stakeholders: the client, the marketing research firm,
respondents, and the general public. Note that the ethical issues pertinent to data
analysis are discussed in Chapter 15.

Focus on Technology. You may or may not be a technology buff, but you do make
use of technology on a daily basis. Technological developments have shaped the way
in which marketing research is conducted. Every chapter, except data analysis in
Chapters 16, 17, and 18, has a section entitled Technology and Marketing Research.
This section covers the role and impact of technology in implementing the concepts
of that chapter while conducting marketing research. In the data analysis chapters,
this section is replaced with one entitled Software Applications.

Contemporary Focus. A contemporary focus has been achieved by illustrating the
applications of marketing research to current topics such as customer value,
satisfaction, loyalty, customer equity, brand equity and management, innovation,
entrepreneurship, return on marketing, relationship marketing, and socially
responsible marketing throughout the text. These examples cover a diversity of
products and companies that will interest undergraduate students.

Opening Diagrams. Each chapter, except Chapter 1, opens with a diagram that gives
the focus of that chapter, its relationship to the previous chapter(s), and its
relationship to the marketing research process. This diagram is an excellent way to
see the linkages between chapters and to trace the entire marketing research process
throughout the book. We also include a diagram that provides an overview of the
chapter, showing the major topics, and linking them to figures and tables. There is
also an abundance of other diagrams in each chapter.

SPSS, Excel, SAS, and Minitab. Data analysis procedures are illustrated with
respect to SPSS, Excel, SAS, and Minitab, along with other popular computer
programs. However, the emphasis is on SPSS and Excel. Detailed, step-by-step
instructions are given for running the various statistical procedures using SPSS and
Excel. SPSS and Excel files are provided for all datasets, and outputs are provided
for the analyses contained in the chapters.

Conducting a Live Marketing Research Project. Toward the end of each chapter is a
section entitled Live Research: Conducting a Marketing Research Project. These
sections show how to implement one or more live marketing research projects in the
course. The approach is flexible and can handle a variety of organizations and formats.
The entire class could be working on the same project, with each team working on all
aspects of the project, or each team could be assigned a specific responsibility (for
example, a specific component of the problem or a specific aspect of the project like
collection and analysis of secondary data). Alternatively, the class could be working on
multiple projects with specific teams assigned to a specific project. If your course
includes a class project, your instructor will choose the approach that is best for you!
Acronyms. Each chapter contains one or more helpful acronyms that summarize the
important concepts. Acronyms are the most popular mnemonic technique used by
undergraduate students. Theoretical and empirical evidence supporting the
effectiveness of mnemonic techniques and their usefulness as a pedagogical tool has
been discussed in a paper I published in the Journal of the Academy of Marketing
Science, (Spring 1991: 141-150).

You Can Learn SPSS and Excel on Your Own!

Many students complain that they spend a substantial amount of time learning SPSS or
Excel. We have addressed this situation. The Third Edition provides four ways in which
you can learn SPSS and Excel on your own:

1. Detailed step-by-step instructions are given in the chapter.

2. You can download computerized demonstration movies illustrating these step-by-

step instructions from www.pearsonhighered.com/malhotra.

Xix
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3. You can download screen captures with notes illustrating these step-by-step
instructions from www.pearsonhighered.com/malhotra.

4. Extensive instructions for SPSS and Excel are given in the Study Guide and
Technology Manual, a supplement that accompanies this book.

Thus, we provide the most extensive help available anywhere to learn SPSS and Excel!

Tips on How to Use This Textbook

We want to offer you a few tips on how to use this book and some suggestions on how to
master the material:

B Read the Chapter. Start by reading the chapter. Be sure to look at the opening
questions and diagrams and read the overview so you will know what is in the
chapter. Often this is skipped because students don’t believe it is important.

B Review the Key Terms. It is important to read through these new terms to be sure
you understand each one. Key terms are often targets of quiz and exam questions.

B Answer the Review Questions. Go through the review questions and see if you can
answer them without looking in the chapter. When you are finished, go back and
check to see if you got each one correct. For the ones you couldn’t answer, go back
and locate the correct information in the chapter.

B Do the Applied Problems. Pick several problems you believe would be interesting.
Spend some time thinking about the question and the concepts being explored. You
can make these problems fun to do as you analyze the concepts at a deeper level.

B Pick One of the Cases or Video Cases. The cases and video cases provide an excellent
summary of the material presented in the chapter. Read the case or the video case and
answer each of the questions at the end. Note that all the video cases have been written
in a stand-alone format so you do not need to see the video to answer the case questions.

® Have Some Fun with Critical Thinking. Go to one of the critical thinking cases 2.1
American Idol, 2.2 Baskin-Robbins, or 2.3 Akron Children’s Hospital. These cases
are comprehensive and contain questions on all the chapters except the data analysis
chapters. Based on the knowledge you have learned in the chapter and the case
information, answer the critical thinking questions as well as the technical questions.
Doing these cases will help you understand and apply the concepts in real-life
situations from a critical thinking perspective.

Suggestions for Preparing for Exams

If you have followed the tips provided in the previous section, you will almost be ready for
the exam. A brief review of the key terms and a scan of the chapter will be all that you
need. But if you have not followed all of the tips, here is a sequence of activities you can
follow that will aid in learning the material.

B Read the chapter.

Review the concept maps.

Review the key terms.

Answer the review questions.

Read the chapter overview.

Read the chapter summary.

Go through the chapter and locate all of the bold and italic words. Read the context
for all the terms to make sure you understand them.

Start at the beginning of the chapter and read the topic sentence—the first sentence—
of each paragraph. These sentences should provide a good summary.

B Re-read the chapter summary.

B Re-review the key terms.

Congratulations! You are now ready for the exam. Relax, you will do well.



Student Supplements and Value Packs
A set of supplements can enhance your learning.

1. A functional and useful Web site. The book is supported by a student Web site that
can be accessed at www.pearsonhighered.com/malhotra. This site contains useful
materials that you can download, including:

B Data for cases 1.1 Hewlett-Packard, 3.1 Bank of America, 3.2 McDonald’s,
and 3.3 Boeing, given in the book (SPSS and Excel)

Files for all the Experiential Learning exercises

Data files for all the Applied Problems (SPSS and Excel)

Data file for the dataset(s) used in each data analysis chapter (SPSS and Excel)
SPSS and Excel Computerized Demonstration Movies

SPSS and Excel screen captures

Additional materials that supplement the topic discussed in the book

2. Student version of SPSS. A student version of SPSS can be obtained as an optional
value package with this book.

3. Study Guide and Technology Manual. This supplement will help deepen your
learning and is available in print format.

4. CourseSmart eTextbooks. Developed for students looking to save on required or
recommended textbooks, CourseSmart eTextbooks Online save you money off the
suggested list prices of the printed text. You simply select your eText by title or
author and purchase immediate access to the content for the duration of the course
using any major credit card. With a CourseSmart eTextbook, students can search
for specific keywords or page numbers, make notes online, print out reading
assignments that incorporate lecture notes, and bookmark important passages for
later review. For more information, or to purchase a CourseSmart eTextbook, visit
www.coursesmart.com.
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