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prelace

The motivation in writing Marketing Research was to provide a college text that is com-
prehensive, practical, applied, and managerial and that presents a balanced coverage ot
both qualitative and quantitative material. This book is written from the perspective of
users of marketing research, and it reflects the current trends in international marketing,
ethics, and the integration of microcomputers and mainframes into this field. Several
unique features in terms of the content and presentation of the material make this book
distinctive from others.

The response to the first edition was truly gratifying, and more than 100 universi-
ties adopted the book. [ 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, contemporary,
illustrative, and sensitive to user needs.

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 at both lev-
els. The coverage is comprehensive and the depth and breadth of topics encompass both
levels. Yet the material is presented in a manner that is easy to read and understand. Dia-
grams, tables, pictures, illustrations, and examples explain the basic concepts. Special fea-
tures designed for undergraduate students include acronyms, extensive exercises {ques-
tions, problems, and microcomputer and mainframe exercises), and activities (role playing,
field work, and group discussion). Features thar 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 marketing research, but it can also
be effectively used in courses on marketing data analysis. All the commonly used univari-
ate and multivariate data analysis techniques are discussed extensively yet simply.
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The book is organized into six 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 important step. The nature and scope of research undertaken to
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develop an approach to the problem, the second step in the marketing research process,
is also described. Part II covers research design, 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 questionnaires and explain-
ing the procedures, techniques, and statistical considerations involved in sampling are
also presented. Part III presents a practical and managerially oriented discussion of field
work, the fourth step in the marketing research process.

Part [V 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 VI 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.

INEW FOR THE SECOND EDITION

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

1. Integrated coverage of international marketing research. A section on international marketing
research has been added to each chapter. This section discusses and illustrates how the con-
cepts in that chapter can be applied when conducting international 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
contain a Research in Practice box that illustrates the use of the technique in an interna-
tional context. The capstone chapter on international 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 research. 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 chapter. This section also takes the form of a
major heading and includes one blocked example in each of Chapters 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 marketing research ethics context. A capstone
chaprter on ethics in marketing research has been added as Chapter 24, which presents the
various codes of ethics and develops a framework for ethics in marketing research. This
framework incorporates various approaches: teleology—egoism and utilitarianism, deontol-
ogy, hybrid, and objectivism.

3. Newly revised sections 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 exhibits. The data analysis chapters,
15 through 21, retain the emphasis on the microcomputer and mainframe programs for
SPSS, SAS, and BMDP packages.

4. New figures, tables, exhibits, Research in 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 marketing in Chapter 4) or clarify the subject (e.g.,
problem definition and approach development process in Chaprer 2, cohort analysis in
Chapter 3, a comparative evaluation of observation methods in Chapter 6). Such additions
have been made throughout the text.

o
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5.

6.

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

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

FATURES OF THE TEXT

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

Content Features

1.

10.

11.

12.

A separate chapter has been devoted to problem definition and developing an approach.
These important steps in the marketing research process are discussed thoroughly and
extensively (Chapter 2).

. A separate chapter covers secondary data analysis. In addition to the traditional sources,

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

. Qualitative research is discussed in 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 observation methods (Chapter 6), and another

discusses experimentation (Chapter 7). Thus, descriptive and causal designs are covered
in detail.

. Two chapters have been devoted to scaling techniques. One chapter is devoted to the fun-

damentals and comparative scaling techniques (Chapter 8), and another covers noncom-
parative techniques, including multiitem scales, and procedures for assessing their reliabil-
ity, validity, and generalizability (Chapter 9).

. A separate chapter discusses questionnaire design. A step-by-step procedure and several

guidelines are provided for constructing questionnaires (Chapter 10).

. Two chapters cover sampling techniques. One chapter discusses the qualitative issues

involved in sampling and the various nonprobability and probability sampling techniques
(Chapter 11). The other chapter explains statistical issues as well as final and initial sam-
ple size determination (Chapter 12).

. A separate chapter presents field work. It provides several guidelines on interviewer train-

ing, interviewing, and supervision of field workers (Chapter 13).

The book is unique in the treatment of marketing research data analysis. Separate chapters
have been devoted to:

a. Frequency distribution, cross-tabulation, and hypothesis testing (Chapter 15)
b. Analysis of variance and covariance (Chapter 16)

c. Regression analysis (Chapter 17)

d. Discriminant analysis (Chapter 18)

e. Factor analysis (Chapter 19)

f. Cluster analysis (Chapter 20)

g- Multidimensional scaling and conjoint analysis (Chapter 21)

To supplement the discussions throughout 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).

In addition to discussions throughout the text, another chapter has been devoted to ethics
in marketing research. Some of the guidelines 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 (Chapter 24).
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Pedagogical Features

1.

2.

Scholarship is appropriately blended with a highly applied and managerial orientation. The
application of ‘marketing research findings by managers to improve marketing practice is
illustrated throughout.

Several real-life examples, which have been boxed for clarity and impact, 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 usetulness of these examples. Additional examples have been integrated
throughout the text to explain and illustrate the concepts in each chapter further.

In addition, a real-life project is used as a running example to illustrate various concepts

* throughout the text. These illustrations, entitled “Department Store Patronage Project,”

*

=

©

10.

11

12,

are highlighted using a colored background. To make the running example comprehensive
so that it covers all aspects of marketing research, an actual department store project is
supplemented with other similar projects with which I was involved, although several
aspects of these projects have been disguised. In other instances, as in the case of causal
research design, 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 easy 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
international marketing research and ethics in marketing research throughout the text.
Discussions include how the concepts discussed in each chaprer can be applied in an inter-
national setting and the ethical issues that may arise when implementing those concepts
domestically and internationally.

The use of microcomputers and mainframes has also been integrated throughout the text.
Each chapter has a section entitled “Computer Applications,” 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 to facilitate interaction between both.

Data analysis procedures are illustrated with respect to mainframes as well as microcom-
puters. SPSS, SAS, and BMDP mainframe 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 summarize 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 Jowrnal of the
Academy of Marketing Science (Spring 1991): 141-150.

Each part contains Practitioner Viewpoints that feature articles by some of the leading mar-
keting research practitioners, including practitioners from Market Facts, Burke, and Elrick
and Lavidge. These articles complement the material in the chapters and further
strengthen the applied orientation of the book.

Short and long real-life cases. Each part of the book contains some short 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 topics of interest to students.

Extensive exercises and activities sections include questions, problems, microcomputer and
mainframe exercises, role playing, field work, and group discussion and are found ar the
conclusion of each chapter. These provide ample opportunities for learning and testing the
concepts covered in the chapter.

A complete set of learning aids, including an Instructor’s Manual, tailor-made Instructional
and Tutorial Software (for presentation of materials in class and for tutorials), Test [tem File,

and Study Guide have been provided.
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e [nstructor’'s Manual. Personally written by me, the entire Instructor’s Manual is very closely
tied to the text. The manual shows how to tailor 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 outline, teaching suggestions, and answers to all end-of-
chapter exercises and activities (questions, problems, microcomputer and mainframe
exercises, role playing, field work, and group discussion). In addition, solutions are provided
to all the questions in the cases, including those that involve data analysis. A disk con-
raining statistical data for some of the cases is provided.

® Test Item File. Available for both IBM and Macintosh computers, this valuable test item
file contains a wide variety of tests for each chapter that allow instructors to “create” their
own exams.

o [nstructional and Tutorial Software. This software, available for both IBM and Macintosh
computers, covers the key material in each chapter including examples, figures, tables, and
Research in Practice boxes. [t can be used by the instructor for presenting the book mater-
ial in the class as well as by students in the computer lab or at home as a tutorial.

o Exercises in Marketing Research. Written by Nasesh K. Malhotra and Chulwan Kim, this
guide is designed to give students practice in marketing research. It presents four real-life
scenarios, with exercises framed on all the phases of the marketing research process, from
problem definition to report presentation. A questionnaire and statistical data are provided
for each case, and solutions to exercises are discussed.

KNOWLEDGMENTS

Several people have been extremely helpful in writing this textbook. I would like to
acknowledge Professor Arun K. Jain (State University of New York at Buffalo), who
taught me marketing research in a way that I will never forget. My students, particularly
former doctoral students (James Agarwal, Imad Baalbaki, Dan McCort, Gina Miller, and
Mark Peterson). and current doctoral students (Charla Allen, Mark Leach, Tyra
Mitchell, Rick McFarland, and Jamie Pleasant), have been very helpful in many ways. I
particularly want to acknowledge the assistance of Mark Leach and Gina Miller in writ-
ing the ethics sections and chapter, the assistance of Mark Peterson in writing the com-
puter applications sections, and the assistance of James Agarwal with the international
marketing research examples. The students in my marketing research courses have pro-
vided useful feedback as the material was class-tested for several years. My colleagues at
Georgia Tech, especially Fred Allvine, have been very supportive. I would also like to
thank Ronald L. Tatham (Burke Marketing Research), Lawrence W. Labash (Market
Facts, Inc.), Roger L. Bacik (Elrick and Lavidge, Inc.), and the other practitioners who
have contributed to this book.

The reviewers have provided many constructive and valuable suggestions. Among
others, the help of the following reviewers is gratefully acknowledged. ,

Reviewers for the second edition

Rick Andrews, University of Delaware

Holland Blades, Jr., Missouri Southern State College
Sharmila Chatterjee, Santa Clara University
Rajshekhar Javalgi, Cleveland State University
Mushtag Lugmani, Western Michigan University



Preface  xxXiii

Jeanne Munger, University of Southern Maine
Audesh Paswan, University of South Dakota.
Venkatram Ramaswamy, University of Michigan
Gillian Rice, Thunderbird University

Paul L. Sauer, Canisius College

Hans Srinivasan, University of Connecticut

Reviewers for the first edition

David M. Andrus, Kansas State University

Joe Ballenger, Stephen E Austin State University
Joseph D. Brown, Ball State University

Thomas E. Buzas, Eastern Michigan University
Rajendar K. Garg, Northeastern Illinois University
Lawrence D. Gibson, Consultant

Ronald E. Goldsmith, Florida State University
Rajshekhar G. Javalgi, Cleveland Srate University
Charlotte H. Mason, University of North Carolina
Kent Nakamoto, University of Colorado

Thomas J. Page, Jr., Michigan State University
William S. Perkins, Pennsylvania State University
Sudhi Seshadri, University of Maryland at College Park
David Shani, Baruch College

The team at Prentice Hall provided outstanding support. Special thanks are due to
James C. Boyd, editor in chief; David Borkowsky, senior marketing editor; Sandra
Steiner, director of marketing for Prentice Hall Business Publishing Division; John
Chillingworth, marketing manager; Edie Pullman, production editor; Theresa Festa,
administrative assistant; and Carole Horton, field editor. Special recognition is due to
the several field representatives and salespeople, who have done an outstanding job in
marketing the book.

[ want to acknowledge with great respect my parents, Mr. and Mrs. H. N. Malho-
tra. Their love, encouragement, support, and the sacrificial giving of themselves have
been exemplary. My heartfelt love and gratitude go to my wife, Veena, and my children,
Ruth and Paul, for their faith, hope, and love.

Most of all, I want to acknowledge and thank my Savior and Lord, Jesus Christ, for
the many miracles He has performed in my life. This book is, truly, the result of His
grace. “This is the Lord’s doing; it is marvelous in our eyes” (Psalm 118:23).

Naresh K. Malhotra



About The Author

NARESH K. MALHOTRA is Regents’ Pro-
fessor at the Georgia Institute of Technology.
He is President of the Academy of Marketing
Science, Distinguished Fellow of the Academy
of Marketing Science, and Fellow of the Deci-
sion Sciences Institute. He has
published more than 60 papers in
major refereed journals including
the Journal of Marketing Research,
Journal of Consumer Research,
Marketing Science, Journal of Mar-
keting, Journal of the Academy of
Marketing Science, Journal of
Retailing, Journal of Health Care
Marketing, and other leading
journals in the fields of statistics,
management science, and psy-
chology. In addition, he has also
published numerous refereed arti-
cles in the proceedings of major national and
international conferences.

Malhotra has published nine papers in the
prestigious Jowmnal of Marketing Research. In an

article by Wheatley and Wilson (AMA Educators’

Proceedings, 1987), Malhotra was ranked first in
the United States based on articles published in
the Journal of Marketing Research from 1980 to

-1985. He is also ranked first in the country based

on articles published in the Journal of Health Care
Marketing from its inception to
1994. (This analysis was conducted
by William Gombeski, Jr., editor of
that journal.) Malhotra is the
recipient of numerous awards for
research, teaching, and service to
the profession.

He is also an active market-
ing and marketing research consul-
tant and has consulted for private,
public, nonprofit, and government
organizations in the United States
and abroad. He has served as an
expert witness in regulatory and
legal proceedings.

Dr. Malhotra is a member and deacon of
the Eirst Baptist Church of Atlanta. He lives in
the Atlanta area with his wife, Veena, and chil-

dren, Ruth and Paul.




[!i'iel [onfenls

PART I: INTRODUCTION AND EARLY PHASES OF MARKETING RESEARCH

Chapter |  INTRODUCTION TO MARKETING RESEARCH 2
Chapter 2 DEFINING THE MARKETING RESEARCH PROBLEM AND DEVELOPING AN APPROACH 33
PROFESSIONAL PERSPECTIVES FOR PART I 68 CASESFORPART I 73

PART II: RESEARCH DESIGN FORMULATION 83

Chapter 3 RESEARCH DESIGN 84
Chapter 4  EXPLORATORY RESEARCH DESIGN: SECONDARY DATA 114
Chapter 5 EXPLORATORY RESEARCH DESIGN: QUALITATIVE RESEARCH 161
Chapter 6  DESCRIPTIVE RESEARCH DESIGN: SURVEY AND OBSERVATION 194
Chapter 7 CAUSAL RESEARCH DESIGN: EXPERIMENTATION 232
Chapter 8 MEASUREMENT AND SCALING: FUNDAMENTALS AND COMPARATIVE SCALING 269
Chapter 9 MEASUREMENT AND SCALING: NONCOMPARATIVE SCALING TECHNIQUES 289
Chapter 10 QUESTIONNAIRE AND FORM DESIGN 317
Chapter 11 SAMPLING: DESIGN AND PROCEDURES 357
Chapter 12 SAMPLING: FINAL AND INITIAL SAMPLE SIZE DETERMINATION 387
PROFESSIONAL PERSPECTIVES FOR PART II 418 CASES FOR PART II 426

PART III: DATA COLLECTION 441

Chapter 13 FIELD WORK 442
PROFESSIONAL PERSPECTIVES FOR PART 11 462 CASESFOR PART Il 465

PART IV: DATA PREPARATION AND ANALYSIS 469

Chapter 14 DATA PREPARATION 470
Chapter 15  FREQUENCY DISTRIBUTION, CROSS-TABULATION, AND HYPOTHESIS TESTING 500
Chapter 16 ~ ANALYSIS OF VARIANCE AND COVARIANCE 545
Chapter 17 CORRELATION AND REGRESSION 573
Chapter 18  DISCRIMINANT ANALYSIS 616
Chapter 19 FACTOR ANALYSIS
Chapter 20 CLUSTER ANALYSIS
Chapter 21  MULTIDIMENSIONAL SCALING AND CONJOINT ANALYSIS
PROFESSIONAL PERSPECTIVES FOR PART IV 730 CASESFORPART IV 744

PART V: COMMUNICATING THE RESEARCH PROJECT

Chapter 22 REPORT PREPARATION AND PRESENTATION
PROFESSIONAL PERSPECTIVES FOR PART V' 790 CASESFORPART V794

PART VI: INTERNATIONAL AND ETHICAL DIMENSIONS

- Chapter 23 INTERNATIONAL MARKETING RESEARCH
Chapter 24 ETHICS IN MARKETING RESEARCH
PROFESSIONAL PERSPECTIVES FOR PART VI 842

CASES FOR PART VI 844




CHAPTER 1

CHAPTER 2

-PART I: INTRODUCTION AND EARLY PHASES.OF MARKETING RESEARCH 1.

[onlenls |

Preface xxviii
About the Author xxxv

INTRODUCTION TO MARKETING RESEARCH 2
Objectives 2
Overview 3
What Does Marketing Research Encompass? 3
The Nature of Marketing Research 6
Definition of Marketing Research 8
A Classification of Marketing Research 10
The Role of Marketing Research in MIS and DSS 12
Marketing Research Suppliers and Services 13
Selecting a Research Supplier 18
Careers in Marketing Research 18
Marketing Research Process 21
The Department Store Patronage Project 23
International Marketing Research 24
Ethics in Marketing Research 26
Computer Applications 27
Summary 29
Acronyms 29
Exercises 29

Questions 29

Problems 30
Computer Exercises 30
Notes 30

DEFINING THE MARKETING RESEARCH PROBLEM AND DEVELOPING
AN APPROACH 33
Objectives 33

Overview .34




viii

Contents

Importance of Defining the Problem 36
The Process of Defining the Problem and Developing an Approach 37
Tasks Involved 38 ,
Discussions with Decision Makers 38
Interviews with Industry Experts 40
Secondary Data Analysis 41
Qualitative Research 42
Environmental Context of the Problem 43
Past Information and Forecasts 43
Resources and Constraints 44
Objectives 45
Buyer Behavior 45
Legal Environment 46
Economic Environment 46
Marketing and Technological Skills 47
Management Decision Problem and Marketing Research Problem 47
Defining the Marketing Research Problem 48
Components of the Approach 51
Objective/Theoretical Framework 51
Analytical Model 52
Research Questions 54
Hypotheses 54
Relevant Characteristics 56
International Marketing Research 57
Ethics in Marketing Research 59
Computer Applications 61
Summary 63
Acronyms 64
Exercises 64
Questions 64
Problems 64
Computer Exercises 65

Notes 65

PROFESSIONAL PERSPECTIVES FOR PART I 68
The Profession of Marketing Research: A Strategic Assessment 68
The Marketing Research Problem: From the DM’s Desk to Study
Execution 70
Defining the Research Problem 72

CASESFORPARTI 73
Case 1.1: Life in the Fast Lane: Fast Food Chains Race to Be
Number One 73
Case 1.2: Nike Sprints Ahead of the Competition 75
Case 1.3: Lexus: Imparting Value to Luxury or Luxury to Value? 77
Case 1.4: Marketing Research Lights the Way for Electric Utilities 79
Case 1.5: Quaker Oats: Marketing Its Way to Success 80



Contents  1X

" PART I1: RESEARCH DESIGN FORMULATION 83

CHAPTER 3 RESEARCH DESIGN 84
Objectives 84
Overview 85
Research Design: Definition 86
Research Design: Classification 86
Exploratory Research 88
Descriptive Research 90
Cross-Sectional Designs 92
Longitudinal Designs 94
Relative Advantages and Disadvantages of Longitudinal and Cross-
Sectional Designs 95
Causal Research 97
Relationships among Exploratory, Descriptive, and Causal Research 98
Potential Sources of Error 100
Random Sampling Error 102
Nonsampling Error 102
Budgeting and Scheduling the Project 105
Marketing Research Proposal 105
International Marketing Research 106
Ethics in Marketing Research 107
Computer Applications 108
Summary 110
Acronyms 111
Exercises 111
Questions 111
Problems 111
Computer Exercises 112

Notes 112

CHAPTER 4 EXPLORATORY RESEARCH DESIGN: SECONDARY DATA 114

Objectives 114

Overview 115 ‘

Primary versus Secondary Data "F16

Advantages and Uses of Secondary Data 117

Disadvantages of Secondary Data 118 ‘

Criteria for Evaluating Secondary Data 118
Specifications: Methodology Used to Collect the Data 118
Error: Accuracy of the Data 118
Currency: When the Data Were Collected 120
Objective: The Purpose for Which the Data Were Collected 120
Nature: The Content of the Data 120
Dependability: How Dependable Are the Data? 121

Classification of Secondary Data 127



X  Contents

CHAPTER 5

Internal Secondary Data: 123
Database Marketing 123
Published External Secondary Sources 125
General Business Data 125
Government Sources 126
Computerized Databases 127
Classification of Computerized Databases 128
Directories of Databases 130
Syndicated Sources of Secondary Data 130
Syndicated Data from Households 130
Surveys 130
Diary Panels 134
Electronic Scanner Services 137
Syndicated Data from Institutions 138
Retailer and Wholesaler Audits 138
Retail Auditing for Retailing Information 139
Industry Services 140
Combining Information from Different Sources: Single-Source Data
Applications of Secondary Data 143
Buying Power Index 143
Computer Mapping 143
International Marketing Research 146
Ethics in Marketing Research 148
Computer Applications 149
Summary 151
Acronyms 152
Exercises 152
Questions 152
Problems 152
Computer Exercises 152
Notes 153
Appendix 4A: Published Sources of Secondary Data 155

EXPLORATORY RESEARCH DESIGN: QUALITATIVE RESEARCH 161
Objectives 161
Overview 162
Primary Data: Qualitative versus Quantitative Research 163
Rationale for Using Qualitative Research 165
A Classification of Qualitative Research Procedures 165
Focus Group Interviews 166
Characteristics 166
Planning and Conducting Focus Groups 168
Other Variations in Focus Groups 171
Advantages and Disadvantages of Focus Groups 172
Applications of Focus Groups 173
Depth Interviews 174

140



CHAPTER 6

Contents

Characteristics 174
Techniques 175
Advantages and Disadvantages of Depth Interviews 177
Applications of Depth Interviews 177
Projective Techniques 178
Association Techniques 178
Completion Techniques 180
Construction Techniques 181
Expressive Techniques 183
Advantages and Disadvantages of Projective Techniques 184
Applications of Projective Techniques 184
International Marketing Research 185
Ethics in Marketing Research 186
Computer Applications 187
Summary 190
Acronyms 190
Exercises 191
Questions 191
Problems 191
Computer Exercises 192
Notes 192

DESCRIPTIVE RESEARCH DESIGN: SURVEY AND OBSERVATION 194
Objectives 194
Overview 195
Survey Methods 196 _
Survey Methods Classified by Mode of Administration 198
Telephone Methods 198
Traditional Telephone Interviews 198
Computer-Assisted Telephone Interviewing 199
Personal Methods 200
Personal In-Home Interviews 200
Mall-Intercept Personal Interviews 201
Computer-Assisted Personal Interviewing (CAPI) 202
Mail Methods 202
Mail Interviews 202
Mail Panels 204
A Comparative Evaluation of Survey Methods 205
Flexibility of Data Collection 205
Diversity of Questions 205
Use of Physical Stimuli 205
Sample Control 207 ‘
Control of the Data Collection Environment 209
Control of Field Force 209
Quantity of Data 209
Response Rate 210

X1



