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Preface

ESIGNED FOR THE INTRODUCTORY, UNDERGRADUATE COURSE in marketing research,
|| Basic Marketing Research, 5e¢ can be used either in one- or two-quarter sequences or in
# semester courses.

Marketing research can be a complex topic. It involves a number of questions that need to
be answered and a number of decisions that need to be made in order to make the best choice
of techniques when solving the research problem. This text provides a framework for these
choices, preventing students from becoming lost in a maze when they focus on the bits and
pieces to the point that they fail to see the interrelationships of the parts to the whole. An
understanding of these interrelationships is essential both to the aspiring manager and the
aspiring researcher.

Decisions made in one stage of the research process have consequences for other stages.
Managers and marketing researchers both need an appreciation of the subtle and pervasive
interactions among the parts of the research process so that they can have confidence in a
particular research result.

This book attempts to serve both aspiring managers and aspiring researchers by breaking
the research process down into the basic stages that must be completed when answering a
research question. These stages are

Formulate problem.

Determine research design.
Determine data-collection method.
Design data collection forms.
Design sample and collect data.
Analyze and interpret the data.
Prepare the research report.

NSOk N

The organization of the book parallels these stages in the research process. Thus, the book
is organized into seven corresponding parts. Each part (or stage) is then broken into smaller
parts, so that a given stage is typically discussed in multiple chapters. This modular treatment
allows students to negotiate the maze. It also allows instructors some latitude with respect to
the order in which they cover topics.

Organization

Part 1 consists of four chapters. Chapter 1 provides an overview of marketing research and
describes the kinds of problems for which it is used, who is doing research, and why it is
important to study marketing research. Chapter 1 also provides a perspective on career
opportunities available in marketing research. Chapter 2 provides an overview of the various
ways of gathering marketing intelligence. It emphasizes the increasingly important role
played by decision support systems and the Internet in providing business and competitive
intelligence. Chapter 3 then overviews the research process, and includes a discussion of
ethics in marketing research. Chapter 4 discusses the problem-formulation stage of the
research process and explains the issues that must be addressed in translating a marketing
decision problem into one or more research problems that research can address productively.
It also covers the preparation of the research request agreement and the research proposal.

Xix



Part 2 concerns the choice of research design and consists of two chapters. Chapter 5
overviews the role of various research designs and discusses one of the basic types, the
exploratory design. Chapter 6 then discusses the two other basic types, descriptive and causal
designs.

Part 3 discusses the general issue of selecting a data collection method and contains five
chapters and an appendix. Chapter 7 focuses on secondary data as an information resource,
while the appendix to Chapter 7 discusses the many sources of secondary data. Chapter 8 dis-
cusses the operations of and data supplied by standardized marketing information services.
Chapter 9 describes the issues involved when choosing between the two primary means by
which marketing information can be collected—through observing or questioning subjects.
Chapter 10 then describes the main alternatives and the advantages and disadvantages of each
when subjects are to be questioned. Chapter 11 does the same for observational techniques.

Part 4 addresses the actual design of the data collection forms that will be used in a study.
Chapter 12 discusses a sequential procedure that can be used to design a questionnaire or
observation form, and Chapter 13 then discusses some basic measurement issues that
researchers and managers need to be aware of so that they will neither mislead others nor be
misled themselves when interpreting the findings. Chapter 14 describes some of the most pop-
ular techniques marketers currently use to measure customers’ attitudes, perceptions, and
preferences. It also discusses the importance of developing norms for interpreting measures.

Part 5, which consists of four chapters, examines sample design and the actual collection of
data needed to answer questions. Chapter 15 gives an overview of the main types of samples
that can be used to determine the population elements from which data should be collected.
It also describes the main types of nonprobability samples and simple random sampling, the
most basic probability sampling technique. Chapter 16 discusses the use of stratified sampling
and cluster sampling, which are more sophisticated probability sampling techniques. Chapter
17 addresses the question of how many population elements need to be sampled for research
questions to be answered with precision and confidence in the results. Chapter 18 discusses
data collection and the many errors that can occur in completing this task from a perspective
that allows managers to better assess the quality of information they receive from research. It
also presents the appropriate methods for calculating survey response rates.

Once the data have been collected, the research process logically turns to analysis, which is a
search for meaning in the collected information. The search for meaning involves many ques-
tions and several steps, and the three chapters in Part 6 give an overview of these steps and ques-
tions. Chapter 19 reviews the preliminary analysis steps of editing and coding, plus building the
codebook and data file. Chapter 20 discusses the procedures that are appropriate for analyzing
individual variables, along with the basics of hypothesis testing. Chapter 21 describes the statisti-
cal procedures that can be used when multiple variables are considered at the same time.

Part 7, which consists of one chapter and an epilogue, discusses the last, yet critically
important, part of the research process: the research report. Because it often becomes the
standard by which any research effort is judged, the research report—whether in written or
oral format—must contribute positively to that evaluation. Chapter 22 discusses the criteria a
written research report should satisfy and a form it can follow so that it does contribute posi-
tively to the research effort. A similar perspective is provided for oral reports. Finally, this
chapter also discusses some graphic techniques that can be used to more forcefully communi-
cate the important findings. The epilogue ties together the elements of the research process
by demonstrating their interrelationships in overview fashion.

Organizing the material in this book around the stages in the research process has several
significant benefits. First, it allows the subject of marketing research to be broken into very
digestible bites. Second, it demonstrates and continually reinforces how the individual bits
and pieces of research technique fit into a larger whole. Students can see readily, for example,
the relationship between statistics and marketing research, or where they might pursue addi-
tional study to become research specialists. Third, the organization permits the instructor

some flexibility with respect to the order in which the parts of the marketing research process
may be covered.
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Changes in the Fifth Edition

This newest edition of Basic Marketing Research brings with it several major changes. While the
structure of the book remains largely the same, we have gone to great lengths to make the
information in it more accessible and appealing to twenty-first century undergraduate stu-
dents. At the same time, we maintain the scholarly standards the book has built over its four
previous editions. We have focused our efforts on the practical aspects of conducting market-
ing research—the general “how-to,” including key issues and possible problems and their
solutions. Through extensive examples, we demonstrate how the concepts and techniques
presented are put into practice.
Here are a few highlights of the changes we’ve made.

m In Chapter 1, we make an even greater effort to communicate to students why organiza-
tions need marketing research, as well as why they personally need to study the topic.

m Chapter 2 includes new information about the types of data companies hold in their MIS
and DSS systems, as well as a discussion of customer relationship management.

B We have streamlined the discussion of marketing research ethics in Chapter 3, and in the
process eliminated an appendix that had appeared in prior editions. Under the “less is
more” axiom, we think that students will be more likely to absorb the information in its
new format.

B One of the most extensive changes we made involves the problem definition/formulation
process. Chapter 4 now centers on a new process for defining problems that adds consid-
erable structure to what has traditionally been a mostly abstract process in marketing
research. Here, students are introduced to the notion of discovery- vs. strategy-oriented
research.

® Consistent with ongoing trends in the industry, we have added to Chapter 6 a discussion
of online panel research conducted via the Internet, as well as new examples of test mar-
keting and an exhibit detailing the relative advantages and disadvantages of different
types of test markets.

W In Chapter 8, we’ve included new information on the NAICS classification system as well
as current information about UPC codes. We've also added a Technically Speaking box
on how the Nielsen television ratings are computed, which should be of interest to many
students, given that almost all will have heard of these ratings. We also briefly discuss syn-
dicated measurement for Internet Web sites.

B In Chapters 13 and 14, we’ve streamlined much of the discussion of measurement and
the assessment of attitudes and preferences, added a Research Window on how market-
ing research is used in Hollywood, and provided an example from BizRate.com of online
attitude ratings for online companies. We’ve also added new sections on considerations in
scale design and on the importance of developing norms for interpreting rating scale
scores.

m Chapters 15 through 17, which cover sampling and sample size calculation, have been
streamlined to make the presentation more straightforward. Some of the more technical
material has been shifted to Technically Speaking boxes.

® Chapter 18 has been completely restructured, with large amounts of new material on
sources of error, calculating response rates for different types of data collection, and
improving response rates. New exhibits detail methods for detecting nonresponse error
and the percentages, for two new studies, of respondents contacted by number of tele-
phone calls.

m Chapter 19 demonstrates our effort to focus on practical aspects of marketing research,
with new material on coding two kinds of open-ended responses, building the data file
and codebook, cleaning the data file, and an expanded discussion of how to handle miss-
ing data. Exhibits 19.1 through 19.4 use an ongoing example to demonstrate how to take
responses from the questionnaire to the data file.
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B We have completely rewritten and restructured Chapters 20 and 21, the analysis chapters,
from earlier editions. We have placed a premium on application and interpretation of the
various techniques, with less focus on how many of the statistics are calculated. Our goal is
to emphasize to students that analysis is actually quite straightforward when we know (a)
the level of measurement of the variable(s) being analyzed, and (b) whether a variable is
being analyzed in isolation or simultaneously with other variables. Accordingly, Chapter
20 deals with univariate analyses (and the basics of hypothesis testing) and Chapter 21
addresses multivariate analyses. In some examples, we also present SPSS output and
guide students toward the relevant statistics in the output. Relevant information from
three appendices (for example, the analysis of variance) appearing in earlier editions has
been moved directly into the text.

B Chapter 22 provides and updates material on presenting the results of the research
project, both in written and oral format. This chapter condenses material that had previ-
ously appeared as two separate chapters.

B A total of eleven cases are new to the text for this edition, with significant revisions to
numerous other cases. In addition, the end-of-chapter materials including review ques-
tions, discussion questions, problems, and projects have been revised—sometimes quite
substantially—to reflect the revised content of the chapters.

Key Features

P

Basic Marketing Research has several special features that deserve mention. The general
approach employed when discussing topics is not only to provide students with the pros and
cons of the various methods used to address a research problem, but also to develop an appre-
ciation of why these advantages and disadvantages occur. The hope is that through this appre-
ciation students will be able to creatively apply and critically evaluate the procedures of
marketing research. Other important features include the following:

Learning Objectives. A set of learning objectives highlights the most important topics dis-
cussed in the chapter. The learning objectives are repeated in the margins in the chapter
where the topics are discussed. The chapter summary then recaps the learning objectives
point by point.

Looking Ahead/Looking Back Cases. A specific research scenario, Looking Ahead, opens
each chapter. These scenarios are adapted from actual situations and should prove to be very
interesting to students. Furthermore, an end-of-chapter continuation of the scenario, Look-
ing Back, illustrates how the scenario can be brought into sharper focus using the methods
described in the chapter.

Key Terms with Definitions. A running glossary appears throughout the text. Key terms in
each chapter are boldfaced, and their definitions appear in the margin where the terms are
discussed. A complete glossary is also included.

Research Windows. The Research Windows provide a view of what is happening in the
world of marketing research. Research Windows describe what is going on at specific compa-
nies and offer some specific how-to tips. Like the Looking Ahead/Looking Back features, they
serve to breathe life into the subject and strongly engage the students’ interest.

Technically Speaking Boxes. These provide interested students with more detailed infor-
mation about some of the topics presented in the text.

Photos and - Cartoons. These provide visual reinforcement to important concepts.
Throughout the book, photos provide students with a tangible understanding of how various
aspects of the research process are conducted.

End-of-Chapter Materials. Discussion questions, problems, and/or projects are found at
the end of each chapter. This feature allows students the opportunity to apply the chapter top-
ics to focused situations, thereby honing their analytical skills and developing firsthand
knowledge of the strengths and weaknesses of various research techniques.

PREFACE



End-of-Part Features

1. A complete research project at the end of each part concerns retailers’ attitudes toward
advertising in various media. The project represents an actual situation faced by a group
of radio stations in one community. It begins with a description of the radio stations’ con-
cerns and objectives. Each of the sections then describes how the research was designed
and carried out, demonstrating the interrelationships of the stages in the research
process and providing students with a real, hands-on perspective as to how research is
actually conducted. Discussion questions are included with each section of this case.

2. End-of-Part Cases for Parts 1 through 6 deal with each stage in the research process.
These cases assist students in developing their own evaluation and analytical skills. They
are also useful in demonstrating the universal application of marketing research tech-
niques. Marketing research methods can be used not only by manufacturers and distribu-
tors of products, as is commonly assumed, but also by the private and public sectors to
address other issues. Cases include such diverse entities or issues as the Big Brothers pro-
gram, education, banking, and theater, among others. All cases represent actual situa-
tions, although some of them have been disguised to protect the proprietary nature of
the information.

Raw Data

Data are provided for several of the cases to allow students to perform their own analyses to
answer questions. These data are available to adopters both on an Instructor’s Resource CD-
ROM and on the Web site for this text: http://churchill.swlearning.com.

Real-World Case. The text also contains the description, questionnaire, coding form, and
raw data for a ground coffee study conducted by NFO. This study was used to generate a num-
ber of discussion questions and problems for the chapters, which give students the opportu-
nity to work with “live” data. This should develop their skills in translating research problems
into data analysis issues and in interpreting computer output. Moreover, the database is rich
enough for instructors to design their own application problems and exercises for their
classes, thereby allowing even more opportunity for hands-on learning.

Supplements

Instructor’s Resource CD-ROM

This brand-new supplement to this edition includes everything you need for teaching the
marketing research course. On the CD you’ll find complete files for the Instructor’s Manual,
the Test Barik, the Examview Testing Software, and the PowerPoint Presentation.

Web Site

Completely new for this edition of the text, you’ll find complete Instructor’s Resources as well
as an Interactive Study Center for students that includes quizzing, crossword puzzles, a sum-
mary of the learning objectives for each chapter, and Infotrac citations and exercises. Visit us
today at: http://churchill.swlearning.com.

Video Cases

For this edition of the text you’ll find a video case that uses an original script and professional
actors that allows students to view short segments illustrating the points being discussed.
There is a special icon at the end of the chapters in the Instructor’s Manual that indicates
questions that might be asked after students view a segment of the video case. The video case
makes for a lively and interactive learning experience.
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