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The motivation in writing Marketing Research was to provide a college text that is cony
prehensive, practical, applied, and managerial and that presents a balanced coverage ot
both qualirative and quannrarive material. This book is written from the perspective of
users of markecing research, and 1t reflects the current trends in international marketing,
ethics, and the integrarion of microcomputers and mainframes into this field. Several
unique features in teris of the content and presentation of the marerial make this book
distinctive from others.

The response to the first edition was truly gratifying, and more than 100 universi-
ties adopred the baok. I want to express my sincere thanks and appreciation to all the
professors and students who, as users, reviewers, and providers of valuable feedback and
encouragement, have contributed to the success of the book. This second edition
attempts to build on this success to make the book even more current, contempaorary,
illustrative, and sensitive to user needs.

Pooince

This book is suitable for use at both the undergraduate and graduate levels. This position-
ing is confirmed by the response to the first edition, which included adoptions arhoth lev-
els. The coverage is comprehensive and the depth and breadth of topics encompass both
levels. Yet the marerial is presented in a manner that is easy to read and understand. Dra-
grams, tables, pictures, illustrations, and examples explain the basic conceprs. Special fea-
tures designed for undergraduate students include acronyms, extensive exercises (ques-
tions, problems, and microcomputer and mainframe exercises), and activities (rele playing,
field work, and group discussion). Features that will appeal to graduate students include
extensive notes and comprehensive coverage. An Instructor’s Manual offers specific sug-
gestions for teaching each chapter at the undergraduate and graduate levels. Activities
(role playing, field work, and group discussion) have been moved to the Instructor’s Man-
ual. Not only is the book suitable for use in courses on markering research, but it can also
be effectively used in courses on marketing data analysis. All the commonly used univari-
are and mulavariate dara analysis techniques are discussed exrensively yer simply.

HORGANIZATION
e

The book is organized into »ix parts, based on a six-step framework for conducting mar-
keting research. Part | provides an introduction and discusses problem definition, the
first and the most imporrant step. The nature and scope of research undertaken to
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develop an approach te the problem, the second step in the marketing research process,
is also described. Part 11 covers research destgn, the third step, and describes in detail
exploratory, descriptive, and causal research designs. The types of information com-
monly obtained in marketing research and the appropriate scales for obtaining such
information are described. Several guidelines for designing questionnaites and explain-
ing the procedures. techniques, and satistical considerations involved in sampling are
also presenited. Part I1] presents a practical and managerially oriented discussion of field
work, the fourth step in the marketing research process.

Part 1V is devoted to data preparation and analysis, the fifth step of the marketing
research process. Here the basic and advanced statistical techniques are discussed in
detail, with emphasis on explaining the procedures, interpreting the results, and uncov-
ering the managerial implications, rather than on statistical elegance. Communicating
the research by preparing and presenting a formal report constitutes the sixth step in the
marketing research process and forms the subject of Part V. Finally, Part V1 is devoted to
the complex process of international marketing research and the ethical issues that arise
in marketing research. Throughout the book, the orientation is applied and managerial.

ﬁEWFOR THE SECOND EDITION

While retaining the desirable features, this second edition of Markering Research contains
major revisions. Several significant changes, identified by conducting surveys of profes-
sors (users and nonusers) and students and by obrtaining critical reviews and detailed
evaluations, were made, including the following.

1. Integrated coverage of international markenng research. A section on intemational marketing
research has been added to each chapter. This section discusses and illustrates how the con-
cepts in that chapter can be applied when condycting intemational marketing research.
This section takes the form of a major heading, including at least one blocked example, in
each of Chapters 1 through 14, 22. and 24. The data analysis chapters. 15 through 21, each
conrain a Research in Practice box that illustrates the use of the technique in an intemna-
tional context. The capstone chapter on internarional marketing research has been
retained from the first edition, although in modified form. It now appears as Chapter 23 and
presents only material not covered elsewhere in the text.
Integrated coverage of ethics in marketing vesearch. A section on ethics in marketing research
has been added to each chapter. This section discusses and illustrates the ethical issues that
arise when implementing the concepts in the chaprer. This section also takes the form of a
major heading and includes one blocked exarnple in each of Chapeers 1 through 14, 22, and
23. The data analysis chapters, 15 through 21, each contain a Research in Practice box that
illustrates the use of the technique in a markering research ethics context. A capstone
chapter on ethics in marketing research has been added as Chapter 24, which presents the
vanous codes of ethics and develops a framework for ethics in marketing research. This
framework mncorporates various approaches: teleology—egoism and utilivaransm, deontol-
ogy, hybrid, and objectivism.

. Neuwly revised secdons entitled “Computer Applications.” These sections have been rewritten
for Chapters 1 through 14, 22, and 23. Each section now discusses in detail a major soft-
ware program and illustrates its use with one or more exhibts. The data analysis chapters,
15 through 21, retain the emphasis on the microcomputer and mamnframe programs for
PSS, SAS, and BMDP packages.

4. New figures, tables, exhibus, Research m Practice boxes, and text. Where appropriate, new
material has been added to either present new ideas {e.g., the changing nature of market-
ing research in Chapter 1, database markering in Chapter 4) ot clarify the subject (e,
problem definition and approach development process in Chapter 2, cohorr analysis
Chapter 3, a comparattve evaluation of observation methods in Chapter 6). Such additions
have been made throughout the rext.

[
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5. New and updated examples and cases. Several new examples have been added, some old ones
have been deleted, and the temaining examples have been updated as appropriate. Some
new cases have been added, and all the rest have been updated 1o reflect the current mar-
keting and marketing research environment.

6. Updated references. Each chapter contains at least some references from 1993 or later.

E&TURES OF THE TEXT

The book has several salent and unique features, both in terras of content and pedagogy.

Content Features

1. A separate chapter has been devoted to problem definition and developing an approach.
ese important steps in the marketing research process are discussed thoroughly and

extensively (Chapter 2).

A separate chapter covers secondary data analysis. [n addition o the traditional sources,

computerized databases and syndicate sources are also covered in some deail (Chapter 4).

L

Qualitarive research is discussed m a separate chapter. Focus groups, depth interviews, and
projective techniques are discussed in detail, with emphasis on the applications of these
procedures {Chapter 5).

A separate chapter presents survey and ohservarion methods (Chapter 6), and another
discusses experimentation (Chapter 7). Thus, descriptive and causal designs are covered
in detail.

Two chapters have been devored to scaling techniques. One chapter is devoted 1o the fun-
damentals and comparative scaling techniques {Chaprer 8), and another covers noncom-
parative techniques, including multiitem scales, and procedures for assessing their reliabil-
ity, validity, and generalizability (Chapter 9).

*

w

o

3

- A separate chaprer discusses questionnaire design. A step-by-step procedure and several
guidelines are provided for constructing questionnaires (Chapter 10),

»

Two chapters cover sampling rechniques. One chapter discusses the qualirative issues
involved in sampling and the various nonprobability and probability sampling rechniques
(Chaprer 11). The other chaprer explains statistical issues as well as final and initial sam-
ple size determination (Chaprer 12).

- A separate chapter presents field work. It provides several guidelines on interviewer train-
ing, interviewing, and supervision of field workers (Chapter 13).

[

10. The book is unique in the treatment of marketing research data analysis. Separate chapters

have been devoted to:

a. Frequency distrihution, cross-tabulation, and hypothesis resting (Chapter 15)
b. Analysis of vatiance and covariance (Chapter 16)

¢. Regression analysis (Chapter 17)

d. Discriminant analysis (Chapter 18)

e, Factor analysis (Chapter 19)

{. Cluster analysis (Chaper 20)

& Multidimensional scaling and conjoin analysis (Chapter 21)

1. To ! the di ions th } the text, an additional chapter explains interna-

tional marketing research. The environment in which international marketing research is
conducted is described, followed by a discussion of some advanced concepts (Chapter 23).
2. In addition vo discussions throughout the text, another chapter has been devoted to ethics
in marketing research. Some of the guidefines that aid managers and researchers alike in
ethical decision making are described. A framework for ethics in marketing research is then
proposed. The way in which ethics influence each step of the marketing research process is

explained (Chaprer 24).
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Pedagogical Features

1. Scholarship is appropriately blended with a hughly applied and managertal orientation. The
application of marketing research findings by managers o improve marketing practice 15
illustrared throughout.

Several real-life examples, which have been boxed for clarity and impacr, are given. These
examples describe in some detail the kind of marketing research used to address a specific
managerial problem and the decision that was based on the findings. Where appropriate,
the sources cited have been supplemented by additional marketing research information to
enhance the usefulness of these examples. Additional examples have been integrated
throughout the text to explain and illuscrate the concepts in sach chapter further.

~

bl

In addition, a real-ife progect is used as a running example to illustrate various concepts
throughoue the text. These illustrations. entitled “Department Store Patronage Project.”
are highlighted using a colored background. To make the running example comprehensive
so that it covers all aspects of marketing research, an actual department stote project 13
supplemented with other similar projects with which I was involved, although several
aspects of these projects have been disgussed. In other instances, as in the case of causal
research Jdesign, how the relevant concepts can be applied in a department store setting
are shown. Thus, the department store example spans the whole book and is casy to pick
up in any chaprer.

Each chapter contains Research in Practice boxes. These provide a_further illustration of
how marketing research concepts are being implemented in practice.

Another way in which a contemporary focus is achieved is by integrating the coverage of
internartional marketing research and ethics in matketing research throughout the texr.
Discussions include how the concepts discussed in each chapter can be applied in an inter-
national settng and the ethical issues that may arse when implementing those concepts
domestically and nternationally.

The use of mucrocomputers and has also been d throughout the text.
Each chapter has a section entitled “Computer Apphcations,” which shows how micro-
computers and mainframes can be integrated in each step of the marketing research process.
Both types of computers are considered because both systems are used in practice, and
abundant software has been developed o facilitate interaction between both.

*

e

*

Data analysis procedures are illustrared with respect to mainframes as well as microcom-
puters. SPSS, SAS, and BMDP manframe and microcomputer packages are used, along
with other popular programs. Thus, this book can be used as a text, regardless of the statis-
tical package being used by the instructor.

. Each chapter contains one or more helpful acronyms that summartze the salient concepts.
Acronyms are the most popular mnemonic technique used by college students. Theoretical
and empirical evidence supporting the effectiveness of mnemonic techniques and their use-
fulness as a pedagogical tool has been discussed in a paper I published in the Juumnal of the
Academy of Markeung Science (Spring 1991): 141-150.

9. Each part contains Practitioner Viewpoints that feature articles by some of the leading mar-
keting rescarch practitioners, including practitioners from Matket Facts. Burke, and Elrick
and Lavidge. These articles complement the material in the chapters and further
strengrhen the applied oriencation of the book.

10, Short and long real-life cases. Each part of the book contains some shore cases that illus-

trate the concepts discussed. The conciseness of the cases will allow for their use in exam-

inations. Some long cases are also provided, including some cases with statistical data.

These cases are current and deal with ropics of interest to students.

bl

@

11. Extensive exercises and acuwvities sections nclude questions, problems, microcomputer and
mainframe exercises, role playing, field work, and group discussion and are found at the
conclusion of each chapter. These provide ample opporttunities for learning and testing the
concepts covered in the chapter.

12. A complete set of learning aids, including an Instructor’s Manual, tailor-made Instructional
and Tutoriel Software (for presentation of materials in class and for tutonals), Test ltem File,
and Study Guide have been provided.
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FSTrucTiONAL SUPPORT

* Instructor’s Manual. Personally written by me, the entire Instructor’s Manual is very closely
t1ed to the text. The manual shows how to tatlor the material in each chaprer to the under-
graduate and graduate levels. Each chapter contains transparency masters, chapter objec-
tives, author’s notes, a chapter oucline, teaching suggestions, and answers to all end-of-
chapter exercises and acrivities (questions, problems, mictocomputer and mainframe
exercises, role playing, field work, and group discussion). In addirion, solutions are provided
wo all the questions in rthe cases. including those that involve dura analysis, A disk con-
raining statistical data for some of the cases is provided.

Test {tem File. Available for both IBM and Macintosh computers, this valuable test irem
file contains a wide variety of tests for each chaprer that allow instructors to “creare” their
own exams.

¢ Instrucuonal and Tutorial Software. This software, available for borh IBM and Macintosh
compurers, covers the key material in each chaprer including examples, figures, tables, and
Research in Practice boxes. It can be used by the instructor for presenting the book marer-
ial in the class as well as by students in the computer lab or at home as a tutorral.
Exxercises in Marketing Research. Written by Naresh K. Mathorra and Chulwan Kim, this
guide is designed o give students practice in marketing research. It presencs four real-life
scenarios, with exercises framed on all the phases of the markering rescarch process, from
problem definition to réport presentation. A questionnaire and seanstical data are provided
for each case, and solutions to exerenes are discussed,
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