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Preface

S tudying marketing research can and should be an interesting, enlightening,
and rewarding experience. We have designed Marketing Research for this pur-
pose, even for those students who may approach the subject apprehensively and
reluctantly. Based on our collective teaching experience of over five decades we
believe that the best way to engage students and reinforce the importance and
relevance of marketing research is to continually remind them of its applications
in the real world. Therefore, we present the various marketing research terms,
tools, and concepts in an understandable, lively fashion by using numerous ex-
amples in every chapter. In addition, we have incorporated the impact of the lat-
est advances in computer and information technologies on marketing research.

This book is intended for students who are taking their first course in market-
ing research. The breadth and the depth of topics included in the book are care-
fully chosen to benefit those students who will primarily be potential research
users as well as those who wish to consider marketing research as a career. To
cater to this dual audience, we stress the importance of effective communication
between research users and researchers and highlight their respective roles and
responsibilities at various stages of a research project.

Content and Organization

The textbook contains sixteen chapters, organized into five parts. Part One, con-
sisting of three chapters, provides an overview of the nature and scope of market-
ing research, the various parties and steps involved in conducting marketing
research, and the different types of marketing research. Part Two, consisting of
five chapters, discusses the various types of data available to marketers, the in-
creasing sophistication and capabilities of research-based systems to aid decision
making, and the basic research approaches and designs available for conducting
marketing research. Part Three, containing three chapters, focuses on the meas-
urement instruments and sampling approaches used in data collection. Part Four
highlights data analysis, with chapters on quality control and initial analysis, hy-
pothesis testing, correlation and regression analyses, and other multivariate tech-
niques. Part Five includes the final chapter, which highlights the importance of
accurately and clearly presenting marketing research findings to decision makers.

Text Highlights

We stated earlier that this book has been designed to make the study of marketing
research interesting, enlightening, and rewarding. Here are some of the ways that
the text makes the subject accessible and relevant:

* Every chapter in the book has numerous, carefully chosen examples that are
well integrated with the textual material. Every key concept, principle, or tech-
nique is illustrated with one or more examples. Many of these examples are
from international contexts, involve technology-based products and services,
and focus on contemporary issues.

* The book has a readable and accessible writing style. The key ideas in each
chapter are logically developed and organized to enable students to grasp them
clearly and quickly.

xvii
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e An attractive, colorful, and engaging design presents the information in an ac-

cessible and appealing way. Charts, diagrams, and other graphical illustrations
are used liberally to supplement the textual discussion.

The text provides extensive coverage of marketing research procedures that are
frequently used in practice but are treated only superficially in many textbooks.
For example, this book has a separate chapter on Geographic Information Sys-
tems (Chapter 5) and Qualitative Research (Chapter 7).

The text also offers useful frameworks and illustrations for understanding and
applying effectively the more technical aspects of marketing research (e.g., the
probability-sampling techniques covered in Chapter 11 and the hypothesis-
testing procedures covered in Chapter 13).

For those instructors who wish to familiarize students with statistical analysis
software, a student version of SPSS is available for packaging with the text. In
addition, in-text tutorials and screen captures provide step-by-step instructions
on how to use the software to perform statistical analysis.

The analysis chapters share a data set—the “National Insurance Company”
data set—to illustrate the use of the most appropriate technique (including how
to use SPSS to perform the analysis) based on the nature of the research ques-
tion and the type of data. This common data set, obtained from a real-life sur-
vey of 285 customers of an insurance company, provides continuity across the
chapters and brings to life the application of multiple analytical techniques
within the same research study:.

The National Insurance Company data set, along with data sets for four other
cases in the book, are included in the SPSS CD-ROM that is available with the
text. The same data sets are also available on the student website (for Excel
users and those already having access to SPSS).

Guidelines for using Microsoft Excel are also provided for those instructors who
prefer to use this tool.

Pedaqogical Features

To help highlight the most important concepts and issues in marketing research,
we have incorporated a number of pedagogical features.

Chapter opening vignettes provide interesting and up-to-date anecdotes from
the world of business, providing immediate application of chapter concepts
and setting the stage for further learning.

Chapter objectives identify key chapter concepts, mapping chapter content
and giving students clear direction about what they need to study most closely.

In addition to the many in-text examples, “Case in Point” sections provide more
in-depth examples and short case scenarios to illustrate major points.

“Research in Use” boxes illustrate real-world applications of concepts or tech-
niques covered in the chapter. Some of these have been researched firsthand
and often include offbeat and unique themes.

Key terms in each chapter are highlighted in the text and defined in the mar-
gins. The text also includes a comprehensive glossary containing an alphabeti-
cal listing of all key terms with their definitions.



Preface ¥ xix

» Questions for Review and Discussion, Application Exercises, and Internet Exer-
cises in every chapter provide a variety of tasks to help students retain the infor-
mation they've learned and apply concepts in meaningful ways.

¢ End-of-Chapter Cases, written by Jeanne Munger of the University of Southern
Maine, in association with the text authors, are original to the text and include
pertinent and compelling facts and company data to illustrate real-world use of
marketing research.

Flexibility for Instructors

The content and the organization of this book are designed to offer maximum
flexibility for instructors in terms of the teaching approaches they want to use and
the relative emphases they wish to place on different topics. The simple writing
style and the liberal use of examples should minimize the amount of class time
necessary to merely clarify concepts covered in the book. Instructors will there-
fore have more time for further developing key topics they wish to emphasize and
for experiential activities such as case discussions, computer-assisted exercises,
and student projects.

Each text includes a free passkey to SurveyTime.com—a website housing a
professional online survey creation tool—so that students will be able to conduct
actual Internet surveys as part of their course work. In addition, a student version
of SPSS software, containing a special tutorial program, is available for packaging
with the text. For those instructors who prefer to work with Microsoft Excel, how-
ever, the text is available as a stand-alone product.

A Complete Package of Support Materials

Accompanying the text is a support package that focuses on generating enthusi-
asm in the classroom and inspiring student success. The following items are pro-
vided to help instructors plan, present, and assess more effectively:

Instructor’s Resource Manual. Created by Jeanne Munger of the Univer-
sity of Southern Maine in association with the text authors, the Instruc-
tor’s Resource Manual contains a variety of chapter support materials.
These include chapter summaries, lists of key terms, detailed lecture
notes, answers to review and discussion questions, comments and
guidelines for the application exercises and Internet exercises, exten-
sive case teaching notes, and sources for further reading.

Instructor Website. This password-protected site provides up-to-date re-
search, useful web links, downloadable PowerPoint slides and Instruc-
tor Resource Manual files.

Test Bank. Also developed by Jeanne Munger in association with the text
authors, the Test Bank contains about 1400 true/false and multiple-
choice questions, several short-answer and essay questions for each
chapter, and computational/problem-solving questions for the data
analysis chapters.

HMTesting. This electronic version of the printed Test Bank allows in-
structors to generate and change tests easily. The program includes an
online testing feature by which instructors can administer tests via their
local area network or over the Web. It also has a grade book feature that
lets users set up classes, record and track grades from tests or assign-
ments, analyze grades, and produce class and individual statistics.
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Call-in Test Service. This service lets instructors select items from the
Test Bank and call our toll-free faculty services number (800-733-1717)
to order printed tests.

PowerPoint Slides. This program, developed by the text authors, pre-
sents key concepts and illustrations from the text as well as from out-
side the text to enhance classroom presentations. The slides are
downloadable from the Instructor Website.

Video Package. The video package provides compelling footage of real
companies and situations to help bring the textbook concepts to life.
Teaching notes and suggestions are also provided.

The following package items are available for students to enhance their
knowledge and application skills:

Passkey to SurveyTime.com. A passkey for a free, six-month subscrip-
tion to this website allows students to create and distribute online
surveys using a professional survey construction tool created by Sur-
veyPro.com. Downloading survey data is quick and efficient—and is
compatible with SPSS software.

Student Website. Content for the student website has been developed by
the text authors and includes student tutorials, data sets relating to text
exercises that can be used with either Excel or SPSS, ACE practice tests,
additional marketing research information supporting text content, ca-
reer search links, summaries of latest marketing research articles with
links as appropriate, as well as hyperlinks to research sites pertaining to
technology, service, and global issues.

SPSS Software. This professional software program is available for packag-
ing with each textbook through a special arrangement with SPSS. Step-
by-step instructions, explanations, and screen shots are provided in the
textbook to familiarize students with this popular statistical analysis pro-
gram. In addition, a student tutorial is included with each CD-ROM.
Data sets relating to exercises in the textbook are also provided.
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