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Preface

asic Marketing Research, 6th edition provides an introductory look at marketing research
for undergraduate students, managerially oriented graduate students, or anyone who
wants an appreciation of the marketing-research process. Our goal was to produce a
readable book that overviews the information-gathering function from the perspective of
both researchers who gather the information and marketing managers who use the informa-
tion. The book can be used in either 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 develop valid, us-
able information. Basic Marketing Research provides a framework for the choices and decisions
that must be made. This is important, because decisions made in one stage of the research
process have consequences for other stages. Managers and marketing researchers both need
to appreciate the interactions among the parts of the research process so they can have con-
fidence in a particular research result.

Basic Marketing Research, 6th edition is intended to serve both aspiring managers and aspiring
researchers by breaking the research process down into the basic stages that must be followed
when answering a research question. These stages are

1. Formulate the problem.

2. Determine the research design.

3. Determine the data collection method.
Design the data collection forms.

4.
5. Design the sample and collect data.
6. Analyze and interpret the data.

7. Prepare the research report.

Organizing the material in this book around the stages in the research process has sev-
eral 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. Readers can easily see, for exam-
ple, the relationship between problem definition and an appropriate research design, or be-
tween the type of research design and the different data collection forms that might be used.
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.

Basic Marketing Research has several special features to enhance the teaching and learning ex-
perience. The general approach used to discuss topics is to provide readers with the pros and
cons of the various methods used to address a research problem and then to develop an

Xix
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appreciation of why these advantages and disadvantages arise. Our hope is that managers and
researchers 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 in each chapter highlights the most
important topics covered in the chapter. The learning objectives are repeated in the margins
in the chapter where the topics are discussed, and are then reinforced point by point in the
chapter summary.

The Manager’s Focus. These short sections throughout each chapter provide insights
into how the information in a particular section is relevant to marketing managers. The goal
is to emphasize the role of marketing managers in the research process and to offer guidelines
for achieving the most usable results. Some examples include how to determine if a focus
group is useful (Chapter 5), understanding different levels of measurement (Chapter 12),
and how nonsampling errors enter a study (Chapter 17).

Jon Austin, who teaches marketing research at Cedarville University and has a strong
background working with clients in industry, provided the inspiration—and most of the
writing—for “The Manager’s Focus.”

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 at the end of the text.

Research Windows. The Research Windows provide a view of what is happening in the
world of marketing research, describe what is happening at specific companies, and offer
some specific how-to tips. They serve to engage the readers’ interest in the chapter topic and
to provide further depth of information. Some examples include Data Security Issues Heating
Up (privacy breaches, various companies, Chapter 2), VISA: Using Strategy-Oriented Research to
Select a New Brand Mark, (Visa, Chapter 4), The Naked Truth about Shower Heads (Moen, Inc.,
Chapter 9), and Me, Doctor Mullet, and a Market-Research Mess, (professional marketer com-
pletes a survey, Chapter 10).

Technically Speaking Features. These are placed where appropriate to provide readers
with additional detailed information about some of the technical topics presented, such as Brand-
Switching Analysis (Chapter 6) and Operation of the Randomized-Response Model (Chapter 14).

Photos and Cartoons. Visual reinforcement serves to stimulate interest and to bring con-
cepts. Throughout the book, photos provide readers with a look at how various aspects of the
research process are conducted.

End-of-Chapter Reinforcements. Discussion questions, problems, and/or projects are
found at the end of each chapter. These features provide the opportunity to apply the chap-
ter topics to focused situations, thereby honing readers’ analytical skills and developing first-
hand knowledge of the strengths and weaknesses of various research techniques.

End-of-Part Cases. Case analyses for Parts 1 through 6 deal with each stage in the
research process. These cases assist readers in developing their own evaluation and analytical
skills. They are also useful in demonstrating the universal application of marketing-research
techniques. Marketing-research methods can be used not only by manufacturers and distrib-
utors of products, as is commonly assumed, but also by the private and public sectors to
address other issues. Cases include diverse entities and issues, and many represent real-life
situations, though some of them have been disguised to protect the proprietary nature
of the information. Additional cases are available for download from our Web site,
www.thomsonedu.com/marketing/churchill.

Raw Data. Data are provided for several of the cases to allow readers to perform their own
analyses to answer questions. These data are available to adopters on the text Web site.

This sixth edition of Basic Marketing Research brings with it several changes. The structure
of the book remains largely the same; however, we have streamlined, reworked, and
rearranged the chapters where appropriate to make it more accessible and appealing to our
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readers. At the same time, however, we maintain the scholarly standards the book has created
throughout its previous editions. We have focused our efforts on the practical aspects of
conducting marketing research—the general “how-to,” including key issues and possible
problems and their solutions. Through extensive examples, we demonstrate how the con-
cepts and techniques presented are put into practice.

The most obvious change in this edition is an explicit focus on what the content means
for managers. Many of our readers will not go on to careers in marketing research, but virtu-
ally everyone who reads our book will encounter marketing research or public opinion
polling results in their business careers or everyday lives. Dozens of newly developed short sec-
tions entitled “The Manager’s Focus” appear throughout the book, each offering an insight
into what the associated information means for managers.

Of the twenty-two cases included in this edition, five are new. In the process of stream-
lining the book, twenty-five cases appearing in the previous edition were moved to the book’s
Web site. Instructors who want to use those particular cases still have complete access to them.

Existing examples, exhibits, figures, and so on, have been revised and updated through-
out the book—and many new ones have been added. For example, we have added twenty-five
new Research Windows. Here are a few highlights of other changes we have made.

B All chapters have been updated and streamlined where possible to make the book cur-
rent and accessible to its intended audience.
B In Chapters 11 and 21, we’ve added interviews with Don Schultz, who offers a strong rec-
ommendation for using behavioral research techniques (Chapter 11), and gives his views
on the current state of marketing research within the organization based on his consult-
ing experiences worldwide (Chapter 21).
B Chapter 4 includes a presentation of the marketing research process that Visa man-
agers used to devise and test a new brand mark. Visa managers worked with us to develop a
thorough overview of the process they employed. In this chapter we also include an
example of aresearch requestagreementused in a project for a not-for-profit organization.
B We listened to our reviewers and worked diligently to improve the flow of the book. As a
result, we shifted content from one chapter to another, expanded on certain points, and
reduced content as necessary. Some of the changes include
B Moving the discussion of projective techniques to Chapter 5 with the discussion of
exploratory research techniques

B Combining the discussion of different methods of sampling into a single streamlined
chapter (Chapter 15)

B Reordering the chapters in Part IV (Chapters 12 through 14) on data collection forms

B Extensively rewriting Chapter 10 to more clearly present advantages and disadvan-
tages of different methods of collecting communication data, including a new focus
on using Internet-based approaches.

B The sources of secondary information (Chapter 7) and its appendix have been care-
fully reviewed and updated.

B We've added Internet addresses where possible, to enhance reader access to the
sources.

Instructor’s Resource CD-ROM (IRCD)

The Instructor’s Resource CD-ROM (IRCD) is a new supplement to the text that includes
everything instructors need for teaching the marketing research course. On the IRCD you’ll
find complete files for the Instructor’s Manual, the Test Bank in Microsoft Word, the Exam-
View testing software, the PowerPoint Presentation slides, and the data sets. In addition, all
supplements are available on the text Web site.
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Text Web Site

(www. thomsonedu.com/marketing/churchill )

For Instructors

Completely new for this edition of the text, you’ll find all instructor’s resources on the text
Web site.

For Students
Also on the text Web site for students are
B Quizzing
Crossword puzzles
A summary of the learning objectives for each chapter
Raw data files
Book Resources (Career Topics, Market Topics, News Room)

B Course Resources (Marketing Careers, Marketing Resources, Marketing in the News)

Visit us at www.thomsonedu.com/marketing/churchill.

This book has benefited immensely from the many helpful comments received along the way
from interested colleagues. We especially wish to acknowledge the following people who re-
viewed the manuscript for this or one of the earlier editions. While much of the credit for the
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and all for your most perceptive and helpful comments.
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Terry Childers Wesley H. Jones Debra Ringold
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My colleagues at the University of Wisconsin have my thanks for the intellectual stimula-
tion and psychological support they have always provided.

I also wish to thank Janet Christopher, who did most of the typing of the manuscript. She
was efficient in her efforts and patient with mine. I also wish to thank students Beth Bubon,
Joseph Kuester, Jayashree Mahajan, Jennifer Markkanen, Kay Powers, and David Szymanski
for their help with many of the tasks involved in completing this book. I would like to thank
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the editorial and production staff of Thomson South-Western for their professional efforts on
my behalf. I am also grateful to the Literary Executor of the late Sir Ronald A. Fisher, F.R.S; to
Dr. Frank Yates, F.R.S; and to Longman Group Ltd., for permission to reprint Table III from
their book Statistical Tables for Biological, Agricultural and Medical Research (6th Edition, 1974).

Finally, I once again owe a special debt of thanks to my wife, Helen, and our children.
Their unyielding support and generous love not only made this book possible but also worth
doing in the first place.

Gilbert A. Churchill, Jr.
Madison, Wisconsin

I want to thank my colleagues and students at Oklahoma State University, as well as my vari-
ous research colleagues, for their support, friendship, and patience while I've focused atten-
tion on this text. Many people have helped in various ways over the past several years, includ-
ing Tyler Bell, Janet Christopher, Steve Locy, John Phillips, and Amy Sallee; thank you! I
especially want to thank Jon Austin, of Cedarville University, for his stellar contributions to
this edition—“The Manager’s Focus” features, several new cases, and lots of work on the sup-
plemental materials. Thanks also to the editorial and production staffs at South-Western,/
Thomson Learning for their efforts on the book: Susan Smart, Juli Cook, Neil Marquardt,
Nicole Moore, Stacy Shirley, Pam Wallace, Erin Donohoe, Diane Lohman, Karen Schaffer,
and John Hill. We’re really proud of the final result.

Once again, I want to take this opportunity to express my gratitude to Gil Churchill for
everything he’s taught me over the years, and the opportunity to work with him in this
endeavor. Watching him for a few years at the University of Wisconsin was a privilege and I
learned a great deal from his example. Thanks, Gil; I'll try to pass it on to my students.

Projects like this require lots of time, effort, and motivation. My wife, DiAnn, has been a
lovely source of inspiration throughout the process. I will forever appreciate her patience and
love. I also thank Drew, Taylor, Avery, and Brady for the wonderful way they help keep my
attention where it really needs to be. Finally, I thank God for His blessings and the joy of
knowing Him.

Tom J. Brown

Stillwater, Oklahoma
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