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PREFACE :::

ever before has marketing research been more exciting or offered more and better

career opportunities. Today’s decision makers are under more pressure than ever to act,

and to act fast. To take effective actions, they need intelligence, and intelligence begins

with information. That’s where research steps in. Research provides insight that leads to
better decision-making. Researchers have access to more data than ever before to help provide that
insight. Tracking consumers is easy today as virtually every move we make leaves some type of data
trail. Also, never before has communicating with consumers been easier in a world where so many
consumers are connected all the time. Now, finding gems of insight amidst the colossal amounts of
intelligence seems a lot like searching for a needle amidst a mountain of hay. Complicating the search
further is the fact that markets change more quickly than ever, meaning that in the search for the
needle, the hay keeps shifting around. Thus, “search” cannot be removed from “research.”

Decision-making in so many industries, both for-profit and not-for-profit, depends on input
from research. The research process described in this text helps provide that input. The process
enables a company to identify its customers and design products that maximize the value they
receive from a purchase. In return, the company receives value as the customers spend their hard-
earned money. The result: customers win and businesses win! All are better off.

A lot has changed since the first edition of this text. One thing that has not changed though
is that businesses succeed by coming together with customers to create value that addresses real
consumer needs. Although addressing needs remains the raison d’étre for business, the way con-
sumer needs get addressed is ever changing.Value creation today involves all sorts of technologies.
Today, value creation involves much more than computers and the Internet. Smartphones mean
billions of consumers can access your business at their fingertips, GPS systems point consumers to
market offerings, drones help provide information and may even make deliveries, tap and pay sys-
tems involving iPay or Google Wallet make transactions faster and easier than ever. For the market
researcher, the key advantage is that all of these systems leave behind a trail of information ready
to mine for insight. That’s where this text comes in: Essentials of Marketing Research equips students
with the knowledge and skills involved in this basic research process. By mastering this process,
students will know how to frame questions to get valuable answers, where to look for those an-
swers, and know how to use tools that help convert raw data into intelligence.

Chapter 3 introduces this process, which includes six stages. Researchers must first work
together with decision makers to decide why they are looking for that metaphorical needle in the
haystack. The next two stages plot out the way to go about finding the needle. Next are two stages
that focus on the actual search for the needle. The process concludes when the market researcher
communicates the benefits of finding “pointed” information that can help mend problems or cre-
ate something really new and special to the decision maker. Success in this process usually merits
the researcher a reward that is a bit more valuable than that needle!

xi
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New to Essentials of Marketing Research

To ensure that students are able to conduct market research with an understanding of all the latest
theories and techniques available to them, the sixth edition is substantially revised and updated.
The earlier parts place emphasis more on describing research designs and different sources of data
and data processes. The latter part focuses more specifically on modern tools that help form a basis
for marketing analytics. But, in larger firms and on larger projects, the function of the analyst is
specifically focused on data analysis, often using inferential statistical tools.

The revisions in the text also better reflect data collection approaches suitable to the infor-
mation age. Technological and social developments of the last few decades are revolutionizing
information systems, sources of and ways of gathering secondary data, survey processes, sampling,
questionnaire design, qualitative analysis including focus group interviews, and communication of
results. Practically every chapter includes significant coverage of technology-related topics. Most
chapters also include review questions and activities that get students involved with the latest re-
search technologies in a hands-on way. For example, “The Survey This!” feature provides firsthand
experience with the advantages and disadvantages of using online questionnaires and then analyz-
ing the data that this approach provides.

Key features of the sixth edition include:

®  Survey This'—Students respond to an online questionnaire using Qualtrics software. The
questionnaire involves students’ opinions, activities, and interests regarding numerous everyday
behaviors ranging from involvement with social networking media to study habits. In the early
chapters, this feature is useful for critiquing the way questionnaires are constructed and how
research hypotheses are addressed in a survey. In later chapters, students can use data from the
ongoing survey to get experience with marketing analytics tools. Students also get access to
Qualtrics to design their own questionnaires as described below.

m  Increased coverage of big data and analytics.

m  Tips of the Trade—Each chapter contains a useful list of important tips that correspond to the
particular stage of the research process discussed in the chapter. The tips provide information
addressing practical questions such as interview length, question wording, interviewer involve-
ment, sample size requirements, and guides for data reliability and validity, as well as useful tips
for testing hypotheses using inferential statistics.

m  Chapter Vignettes—All chapters open with a story relevant to the material featured in that
particular chapter. Some of these vignettes involve famous brands and companies, so the reader
may well be familiar with some of the topics. Other vignettes involve “slice of life” stories
describing a businessperson’s struggle to make smart decisions and demonstrate how research
is intertwined with this struggle.

® More emphasis on “how to”—The boxed material, chapter objectives, and end-of-chapter
materials seek to emphasize research in action or steps used to perform different approaches
illustrated in the text. Boxed materials take the form of Research Snapshots that cover ethical
angles of research, provide illustrations of research in practice, and offer relevant tips or detailed
“how-to” examples. The chapter learning objectives provide coherence and structure to the
chapters, each culminating with objective-directed end-of-chapter materials. In later chapters,
the Research Snapshots provide step-by-step guides describing how to perform many of the
marketing analytics approaches.

m  Software Friendly—Essential recognizes that different students and instructors interact with
multiple software platforms. Here, the illustrations do not focus on a single software platform.
Rather, the how-to guides illustrate how to perform different analysis routines in multiple
platforms. Most advanced analytical/statistical tools are illustrated in SPSS, SAS, and JMP (a fast
growing analytical tool). The more basic tools also include illustrations for EXCEL.



m  Substantial Coverage on International Business Issues—The examples and illustrations make
much greater use of international business. Readers of this book may end up working or deal-
ing with issues anywhere in the world, so the increased international examples will increase
awareness of research issues beyond North America and open up domestic students to global
market dynamics. This is a particularly important emphasis because cultural and language bar-
riers often present challenges for the researcher.

®  Substantial Attention to Qualitative Research—Big data also creates a big demand for
qualitative research tools. In response, several chapters provide insight into how to gather and
use data not expressed in the form of quantities. Chapter 5 focuses exclusively on qualitative
research. Phenomenology, grounded theory, ethnography, and case study approaches are all
covered. Qualitative research is dramatically being changed by the Internet as consumers leave
more and more artifactual data behind on social networking websites, company chat rooms,
blogs, social networks, micro-blogs (such as tweets left on Twitter), and more. Just think about
the potential gold mine of data available in all of the online consumer feedback, ratings, and
recommendations.

Organization of the Book

The sixth edition of Essentials of Marketing Research follows the logic of the marketing research
process. The book is organized into parts, and each part presents the basic research concepts for
one of the stages in the research process; each part also discusses how these concepts relate to deci-
sions about conducting specific projects.

Part 1: Introduction, emphasizes the interplay between research and business and how the
importance and scope of research varies with the type of business orientation that characterizes a
company. Included in this discussion is an overview of computerized data management and infor-
mation systems, an overview of the entire marketing research process, and an explanation of how
all of this is changing due to the Internet. )

Without high ethical standards, no business is good. Thus, the introductory materials also in-
clude an emphasis on business ethics and the special ethical problems associated with marketing
research.

Part 2: Designing Research Studies, covers the essentials involved in starting to study busi-
ness problems. This part emphasizes decision-making, problem definition, and the process of how
researchers translate business problems into research questions and perhaps even research hypotheses.
The part includes coverage of research proposals in some detail, and the reader is encouraged to see
these as the written agreement that helps put the decision maker and the researcher on the same page.

Chapter 5 emphasizes qualitative research applications. One role played by qualitative research
is helping to separate business problem symptoms from true issues that researchers can attack with
marketing research. However, qualitative research extends far beyond problem definition; it allows
greater potential for discovery as well as deeper and potentially more meaningful explanations in
marketing research.

Other chapters in this part include other ways of obtaining data. This includes a detailed dis-
cussion of secondary data and emphasizes its increasing importance in an increasingly data-rich
world. Other chapters include descriptions of survey designs (how to conduct, administer, and
design survey instruments) observational studies (data on actual consumer behaviors) and causal
designs involving marketing experiments.

Part 3: Measurement, gives readers working knowledge of building blocks absolutely
critical to effective marketing research. This part describes the basics of measurement theory.
Key topics include descriptions of the different levels of scale measurement and how this af-
fects the interpretation of results. Basic ways to measure human attitudes and practical matters
dealing with questionnaire design are also discussed. An increased emphasis is placed on the
use of new technologies for conducting interviews. For instance, how does asking a question
in an electronic format change options for respondents and the researcher? Students can again
get firsthand experience with state-of-the-art questionnaire design and surveying tools with the
Qualtrics assignments.

PREFACE @ xiii
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Part 4: Sampling and Sample Statistics, explains the difference between a population
and a sample. Two chapters cover important issues that provide a basis for statistical inference. One
important topic describes reasons why sampling is needed and why samples can be used to confi-
dently allow predictions about larger numbers of people (i.e., populations). Another chapter pro-
vides useful guides for determining how large a sample is needed to make inferences with desired
levels of confidence. Basic issues related to sampling distributions also are covered.

Part 5: Basic Data Analytics (and Reporting), covers basic processes necessary in trans-
lating raw data into market intelligence. The part presents some of the most commonly used
methods for analyzing data. For instance, basic descriptive statistics related to central tendency
and dispersion are discussed in detail as a basis for understanding approaches that follow. The
chapters also cover inferential statistics including often-used univariate and bivariate approaches
such as the chi-square test, t-tests, and simple regression Elementary ANOVA applications
are discussed in the context of analyzing experiments. Last, but certainly not least, the part
concludes with a chapter on presenting research results. The chapter includes the outline useful
in creating a student (individual or group) marketing research project. Also, basic guidelines
for constructing research reports and presentations that are delivered orally or presented online
are discussed.

The cases provide more variety and include some that involve analysis of internal market-
ing problems as well as an opportunity to use qualitative research. When quantitative data are
included, they can be easily analyzed with basic statistical tools like SPSS or JMP. Excel files are
also included with the same data. These files can be read directly by statistical programs like SAS,
SPSS, JMP, or other programs. The sixth edition includes a new comprehensive case suitable for
application of multivariate data analysis tools.

Superior Pedagogy

More than other marketing research textbooks, the sixth edition of Essentials of Marketing Research
addresses students’ need to comprehend all aspects of the marketing research process. The follow-
ing features facilitate learning throughout the book:

m Learning Objectives. Each chapter begins with a concise list of learning objectives that empha-
size the major areas of competency the student should achieve before proceeding to the next
chapter. The key is to avoid labeling everything a major learning objective and to provide the
instructors with flexibility for emphasizing additional material from each chapter as they see fit.

® Major Headings Keyed to Learning Objectives. All first-level headings, with the
exception of those labeled “Introduction,” are keyed to learning objectives. This should be
an aid in developing assessment rubrics and makes the book more user friendly in terms
of identifying key material. Example assessment rubrics are available in the instructional
resources.

B Research Snapshots. All of the box materials share a common title, Research Snapshots.
Each chapter contains three Research Snapshots. The boxes explore marketing research pro-
cesses in a variety of modern businesses situations, ranging from international considerations
to research ethics. In later chapters in particular, boxes illustrate research techniques and step-
by-step instructions for producing statistical results across multiple platforms.

m  Writing Style. An accessible, interesting writing style continues as a hallmark of this book.
With a careful balance between theory and practice and a sprinkling of interesting examples
and anecdotes, the writing style clarifies and simplifies the market research process. In addition,
the text offers a comprehensive treatment of important and current topics.



m Statistical Approach. Given the increased emphasis in industry on marketing analytics, the
sixth edition provides balanced coverage of data analytics. That said, the emphasis remains one
that takes a simple approach to give full coverage to basic tools like those used to test hypoth-
eses involving differences between means or relationships among variables. Cross-tabulation,
t-tests, ANOVA, and regression are covered in sufficient depth to allow a student to master
these techniques. The text includes screen shots to get students started running statistics using
EXCEL, SAS, JMP, or SPSS, (check for software availability with this text) with easy-to-follow,
click-through sequences.

®  Key Terms. Learning the vocabulary of marketing research is essential to understanding
the topic, and Essentials of Marketing Research facilitates this with key terms. First, key con-
cepts 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 high-
lighted 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.

m  Research Activities. The end-of-chapter materials include a few real-world research activi-
ties intended to provide actual research experience for the student. Most provide an oppor-
tunity for the student to gain experience with multiple content areas. Some involve ethical
aspects of research, and some involve Internet usage.

m Cases. Cases taken from real-life situations illustrate marketing research concepts and build
knowledge and research skills. These cases offer students the opportunity to participate actively
in the decision-making process, one of the most effective forms of learning.Video cases are also
available via the instructor section of the book’s website (www.cengagebrain.com).

Resources for Students

To promote learning and competency, it is also important to provide students with well-crafted
resources. In addition to covering the latest information technology, the sixth edition includes the
following student resources:

®m To access additional course materials and companion resources, please visit www.cengagebrain
.com. At the Cengage Brain home page, search for ISBN 9781305263475 using the search box
at the top of the page. This will take you to the product page where free companion resources
can be found.

m  The Dedicated Website www.cengage.com/marketing/zikmund, developed especially for the
new edition, includes chapter quizzes that allows you to test and retest your knowledge of
chapter concepts. Each chapter has a quiz to encourage retesting. In addition, the website
features downloadable flashcards of key terms, the very best online marketing research resources
available, and much more.

Survey and analytical skills are essential to effective marketing research. Survey skills include
an ability to translate research questions into survey items that respondents, usually consumers, an-
swer. These answers produce data and analytics turns that data into market intelligence! Essentials
provides students with real experience in both state of the art survey and analytical technologies.
Students gain access to commercial quality survey creation and data analysis software with student
versions of two market-leading products: The Qualtrics Research Suite for building surveys and
JMP point and click statistical software from the SAS Institute. One access card (see the front of
the book) provides a code and instructions for downloading JMP statistical software while another
access card provides access to the Qualtrics Research Suite, the premier survey software tool in
the industry, is bound inside the back cover of the book. Note that e-book versions of this title
will not have access to these products. As well, some instructors might want to expose and assign
the SPSS Statistical Software as part of their course. An optional packaging option providing stu-
dents with access to SPSS is available with Essentials of Marketing Research. Contact your Cengage

PREFACE ® xv
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Learning consultant for procedures for adding SPSS to your bookstore order. Following are de-
scriptions of all of these products:

m JMP is a statistics software package for Windows and Mac computers from SAS, the market
leader in analytics software and services. Unlike the traditional SAS interface, JMP provides
point-and-click accessibility and integrates easily with Excel spreadsheets. JMP student edition
is a streamlined, easy-to-use version that provides extensive marketing analytics capabilities
and easily produces graphical output. The textbook provides many JMP illustrations. Once
data is imported, students will find that most procedures require just two or three mouse clicks.
JMP provides an interface to explore data visually and interactively, which enhances students’
engagement with the data and enables them to tackle difficult statistical problems with ease.
JMP can import data from a variety of formats, including Excel and other statistical packages,
and you can easily import or copy and paste graphs and output into documents and presenta-
tions. JMP functions in the same way on both Windows and Mac platforms and instructions
contained with this book apply to both platforms.

® The Qualtrics Research Suite was built for marketing researchers by marketing researchers.
Enclosed with each new copy of Essentials of Marketing Research is an access code that gives you
access to a tool that makes survey creation easy enough for a beginner while at the same time
sophisticated enough for the most demanding academic or corporate researcher. Qualtrics
allows you to create and deploy surveys, and provides data for analysis. A survey included in
the book in the Survey This! box on page 4 invites users to respond to a sample survey. Then
the sample survey data collected from students who have used Essentials of Marketing Research
around the globe are made available for learning exercises throughout learning experience.
Exercises and questions stemming from the survey engage students in critically evaluating sur-
vey items and questionnaire construction in the early chapters and in the later chapters, actual
data provide a resource for hands-on analytics revealing insights into actual students’ attitudes
and behaviors. Qualtrics access requires the code provided in the access card available with
each new copy of the book.

m  SPSS Statistics StudentVersion provides real-world software for students to do data analysis with
one of the world’s leading statistical software packages. This student-friendly version is virtually
identical to the professional version in function and appearance. Marketing faculty around the
world have relied on SPSS for decades. SPSS StudentVersion promotes better decision-making
and productivity through faster performance, accurate results, increased productivity and effec-
tiveness using a range of specialized techniques. SPSS Student Version integrates with other
technologies and tools, making it easy to access common data types, external programming
languages, and file types. Access is available only when bundled with text. [IBM SPSS Statistics
Student Version for Windows (ISBN-10: 1285838033 | ISBN-13:9781285838038)
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