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PREFACE

This first edition of Essentials of Marketing Research is the direct result of listening to the
collective voice of professors. The Dryden Press’ marketing research indicated a segment
of marketing professors wanted a shorter book.

Essentials of Marketing Research, which consists of 16 chapters, is shorter than my
other book, Exploring Marketing Research, sixth edition, but it shares many of the same
attributes. Essentials of Marketing Research presents a lively picture of marketing
research. It emphasizes an applied approach with practical applications that gives students
a basic understanding of the scope of marketing research. Essentials of Marketing
Research is also contemporary, reflecting the emergence of our digital age. For example,
the Internet’s World Wide Web with its ability for instantaneous and interactive access to
information from around the globe has a prominent place in this book.

I believe a student’s first exposure to the subject of marketing research should create an
appreciation of the full range of activities involved in marketing research in businesses and
other organizations. This textbook was written under the assumption that few individuals
will truly appreciate the marketing research process if their first exposure to the material
requires them to study an exhaustive technical handbook filled with advanced statistical
techniques and abstract research designs.

During my student years, my professors presented marketing research as a dynamic,
creative, and enjoyable pursuit. This approach turned out to be more accurate than the dry,
analytical image of marketing research presented in most marketing research textbooks.

My own experience in the marketing research industry and in teaching marketing
research for many years at the university level has convinced me that a topically relevant
and exciting textbook is necessary for students enrolled in their first course in marketing
research. I have put forth my best effort to communicate the energy and creativity of mar-
keting research without compromising integrity or accuracy.

In writing a shorter book, I have not simply pared down our coverage to the essentials of
marketing research but have organized many topics in a unique way. For example, the mate-
rial on data analysis is organized to show the “big picture” of data analysis rather than to
focus on advanced techniques that undergraduate students have difficulty understanding.

W ORGANIZATION OF THE BOOK

The organization of Essentials of Marketing Research follows the logic of the marketing
research process. The book begins by discussing the scope of marketing research. It pro-
vides an overview of problem definition and the entire marketing research process. A dis-
cussion of global information systems and the Internet follows. The many new information
technologies and new methodologies for collecting data are covered at this point in the text-
book. Next, the need for exploratory research and secondary data collection are explained.
Research designs for primary data collection, surveys, observation research, and experi-
ments are discussed next. A practical explanation of measurement and questionnaire design
follows. Sampling designs and sample size are examined. Finally, basic data analysis is
explained and a conceptual overview of advanced data analysis is presented.
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B FEATURES STUDENTS WILL LIKE

Essentials of Marketing Research addresses students’ need to comprehend the field liter-
ally. To achieve these objectives, the text emphasizes the following elements:

Numerous real, easy-to-understand examples help students gain insight and perspective
concerning marketing research. They are designed to stimulate students to search for addi-
tional information about marketing research. The “What Went Wrong?” and “What Went
Right?” boxes portray failures and successes in specific marketing research situations.

A straightforward prose style portrays marketing research as it is actually practiced.
There is a balanced coverage of conceptual and managerial issues. Considerable
effort has been directed toward explaining topics with examples that clarify rather
than mystify.

The text explains statistical concepts in a simple, straightforward manner. This is a man-
agerially oriented marketing research textbook, not a statistics monograph. The statisti-
cal and quantitative aspects of the text were written for those who need a book that
provides an understanding of basic concepts. Too many students, approach the prospect
of statistical material with a great deal of unnecessary trepidation. The text devotes an
entire section to a review of statistics. Even students with rusty statistical skills will ben-
efit from a quick review of the basic statistical concepts.

Each chapter begins with a clear statement of learning objectives to provide students
with an expectation of what is to come. Students can also use the objectives to determine
whether they understand the major points of the chapter.

An opening vignette describing an actual situation relevant to the chapter focuses stu-
dents’ attention on the pragmatic aspects of each chapter.

To enhance students’ understanding of conceptual materials, Essentials of Marketing
Research includes many exhibits that indicate relationships among variables and that
visually highlight ideas. A full-color format enhances the imagery and appeal of the art-
work and photographs.

Learning the vocabulary of marketing research is essential to understanding the topic.
Essentials of Marketing Research facilitates this in three ways. First, key concepts are
boldfaced and completely defined when they first appear in the textbook. Second, all key
terms and concepts are listed at the end of each chapter, and many terms are highlighted in
a marginal glossary. Third, a glossary summarizing all key terms and definitions appears at
the end of the book for handy reference. A glossary of frequently used symbols is also
included.

End-of-chapter materials were carefully designed to promote student involvement in the
classroom. The end-of-chapter questions stimulate thinking about topics beyond the
text’s coverage. Review materials enhance students’ understanding of key concepts.

The end-of-chapter cases present interesting, real-life research situations that require
students to make thoughtful decisions. These real-world cases offer the opportunity for
active participation in a decision-making process, one of the most effective forms of
learning. The cases portray actual research activities and companies such as Walker
Marketing Research and Upjohn that conduct marketing research around the world.

“Exploring the Internet” exercises appear at the end of every chapter. This feature helps
students navigate the Internet. These activities range from going to the Census Bureau’s
Pop Clock to being participants in Internet surveys.

A new feature Exploring the Internet provides links to other relevant Web sites helpful
for both students and professors.
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M FEATURES THE PROFESSOR WILL LIKE

Essentials of Marketing Research is for the undergraduate student who must meet the
future challenge of marketing management. The professor should find this book and its
supplements an extremely useful aid in facilitating student achievement.

Materials to supplement the content of the textbook are available to help instructors
perform their vital teaching function. The extensive learning package provided with Essen-
tials of Marketing Research includes a test bank, a computerized test bank, an instructor’s
manual, PowerPoint presentation software, transparency masters, videocassettes contain-
ing case materials, a floppy disk containing databases for several cases, a Web site on the
Internet (http://www.dryden.com), and other ancillary materials.

* All chapters that follow Chapter 4, “The Human Side of Marketing Research: Organiza-
tional and Ethical Issues,” include end-of-chapter questions dealing with ethical issues.

® Cases with questions for homework assignments or classroom discussions are included
in the text. These cases allow classroom discussions of the case solutions to be inte-
grated with video materials. Teaching notes are provided for these video cases as well as
for all other cases in the Instructor’s Manual.

® PowerPoint Presentation Software is a state-of-the-art presentation graphics program for
IBM compatible computers. This integrated program allows instructors to retrieve and
edit any of the preloaded transparency slides that accompany the book. Images can eas-
ily be edited, added, or deleted. The instructor can present the transparency slides elec-
tronically in the classroom.

* A new Web site on the Internet for this textbook enhances the way marketing research
can be taught. The Web site will provide the latest information about “what’s new” and
“what’s cool” in marketing research. Links to other research-related sites, tips about
using the supplemental video library, and much more are planned for the site.

The Dryden Press will provide complimentary supplements or supplement packages to
those adopters qualified under its adoption policy. Please contact your local sales represen-
tative to learn how you may qualify. If as an adopter or potential user you receive supple-
ments you do not need, please return them to your sales representative or send them to:

Attn: Returns Deparment
Troy Warehouse
465 South Lincoln Drive
Troy, MO 63379

B OUR REVIEWERS ARE APPRECIATED

Several of our colleagues reviewed various drafts of the manuscript to evaluate scholarly
accuracy, writing style, and pedagogy. Many aspects of this book are based on their sug-
gestions. We greatly acknowledge their help. They are:

Leopoldo G. Arias-Bolzmann, Palm Beach Atlantic College & Universidad Adolfo
Ibanez, Chile

Neeraj Arora, Virginia Polytechnic Institute and State University
Paul Christ, Wesr Chester University

David Crocker, Brandenberg Consulting



X Preface

Stacey Menzel Baker, Texas A&M University
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Jackie Snell, San Jose State University

Tom Steele, University of Montana

Rajneesh Suri, Northern State University
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