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Diverse and balanced coverage of consumer behavior research in theory and application,
from some of the pioneering authors in this field.

Sheth, Mittal, and Newman, Customer Behavior: Consumer Behavior and Beyond (1999)
0-03-098016-X

Customer behavior seeks to make a connection between customer behavior principles and
the elements of marketing strategy. This anxiously anticipated text goes beyond tradi-
tional consumer behavior books by focusing not only on the behavior of “buyers,” but also
on the behavior of users and payers.
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NEW FOR 2000! Terpstra and Sarathy, International Marketing, Eighth Edition 0-03-02112-3
The Eighth Edition of this popular text has been completely revised, reflecting current de-
velopments in the field. Drawing on the extensive and unparalleled international marketing
experience of its authors, International Marketing takes a comprehensive look at the envi-
ronment, problems, and practices of today’s international marketing arena.

(Czinkota and Ronkainen, Global Marketing (1996) 0-03-010649-4

This text covers managerial issues in marketing from a truly global perspective, looking at
management concepts from the view of a firm that operates worldwide. Government issues
are also addressed and analyzed from a viewpoint not limited to the US.

(Czinkota and Ronkainen, International Marketing, Fifth Edition (1998) 0-03-024401-3
The market leading text which is best known for its extremely current coverage, unique
chapter coverage, and prestigious author team who have consulted all of the world.
Czinkota and Ronkainen, Readings in International Marketing Strategy: Environmental

Assessment and Entry Strategies (1995) 0-03-098373-8
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and implementation considerations from the viewpoint of the new entrant into the inter-
national market.

Hassan, Global Marketing: Perspectives & Cases (1994) 0-03-098107-7

This book delivers current, innovative, and thought-provoking methods on how to identity in-
termarket opportunities in a globally competitive environment, thereby providing interna-
tional marketing students with the tools and framework necessary to profile intermarket
segments.

Schuster and Copeland, Global Business: Planning for Sales and Negotiations (1996)
0-03-010519-6

Written for undergraduates, graduate students, and executives in training, Global Business
is a useful tool for anyone involved in business or government transactions with someone
from another country.

For a complimentary examination copy, please call 1.800.237.2665. And don’t forget to
visit us online at www.dryden.com!

MARKETING RESEARCH

NEW FOR 2000! Zikmund, Exploring Marketing Research, Seventh Edition 0-03-026218-6
This comprehensive, practical, and extremely student-friendly market leader offers the most
up-to-date coverage of the current marketing research issues available. Intended primarily for
undergraduates, this best-seller emphasizes such important issues as total quality manage-
ment and global marketing research, integrating both topics throughout the text.

Churchill, Basic Marketing Research, Third Edition (1996) 0-03-098367-3

This leading introductory text breaks the complex maze of marketing research down into seven
straightforward stages. A managerial emphasis, new photo essays, profiles of marketing re-
search professionals, and real research studies provide excellent views of modern practices in
the field.

Churchill, Marketing Research: Methodological Foundations, Seventh Edition (1999)
0-03-023816-1

This market leader has established itself as a classic by presenting its material from both a
quantitative and qualitative perspective, and allowing students to develop an appreciation
for the six stages of the research process. Marketing Research is the market leader at the
graduate level.

Zikmund, Essentials of Marketing Research (1999) 0-03-024356-4

In response to market feedback, Zikmund and The Dryden Press have developed this new
abridged version of the best selling Exploring Marketing Research. This new text was de-
signed specifically for marketing research classes where a more concise introduction to
marketing research topics is desired.

MARKETING MANAGEMENT & MARKETING STRATEGY

NEW FOR 2000! Stauble, Marketing Strategy: A Global Perspective 0-03-026216-X
Marketing Strategy: A Global Perspective introduces strategic applications, global strategy,
and emerging perspectives in an approach that captures the challenges of marketing strat-
egy. It is designed to help students integrate the “4 Ps” of marketing in a broader frame-
work with a strategic application in addressing global strategy.

Ferrell, Hartline, Lucas and Luck, Marketing Strategy 0-03-024801-9

Marketing Strategy is presented from a perspective that guides strategic marketing manage-
ment in the social, economic, and technological arenas in which businesses function today.
This text helps students develop a customer-oriented market strategy and market plan.

Dickson, Marketing Management, Second Edition (1997) 0-03-017742-1
This text presents cutting-edge marketing management concepts in a traditional format,
supplemented by the market’s most innovative teaching tools.
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This text provides an alternative to the traditional marketing management texts in the
market by offering a concise overview for the advanced level marketing course, enabling
instructors to incorporate other materials, such as cases, into the course.
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Dunne and Lusch, Retailing, Third Edition (1999) 0-03-024758-6
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MARKETING SERVICES

Bateson, Managing Services Marketing: Text and Readings, Fourth Edition (1999)
0-03-022519-1

Bateson’s latest edition of this market leading text combines coverage of key topics in ser-
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areas such as hotel/hospitality management.

Hoffman and Bateson, Essentials of Marketing of Services (1997) 0-03-015217-8

Designed especially for the undergraduate, this unique text goes beyond the “common
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MARKETING CHANNELS

Rosenbloom, Marketing Channels: A Management View, Sixth Edition (1999) 0-03-024482-X
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Rosenbloom continues to set the standard as the premier text in the field by examining
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channels move into the 21st century.

INDUSTRIAL MARKETING

Hutt and Speh, Business Marketing Management: A Strategic View of Industrial and
Organizational Markets , Sixth Edition (1998) 0-03-020633-2

Providing the most current and complete treatment of business-to-business marketing, this
comprehensive market leader captures and integrates the latest developments in market
analysis, relationship management, supply chain management, and marketing strategy de-
velopment.

INTERNET MARKETING

NEW FOR 2000! Reedy, Schullo, & Zimmerman, Electronic Marketing Integrating Electronic
Resources into the Marketing Process, First Edition 0-03-021107-7

This innovative and exciting new first edition combines the traditional proven marketing
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ELECTRONIC COMMERCE

NEW FOR 2000! Watson, Berthon, Pitt, & Zinkhan, Electronic Commerce, First Edition
0-03-026533-9

This exciting new text from The Dryden Press provides a strategic marketing and manager-
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relevance.
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Preface

T he Seventh Edition of Exploring Marketing Research is copyrighted
for the year 2000. This makes it a book for the new millennium.
The years between the previous edition of Exploring Marketing Re-
search and this new millennium edition have given rise to e-commerce
and an information revolution. It is quite clear that new information technologies
and research methodologies that are currently emerging have dramatically
changed the nature of marketing research. The Internet’s World Wide Web, with
its great potential for instantaneous and interactive access to information from
around the globe, has brought about one of the most dramatic changes ever to
occur in the discipline. However, its future impact will be even more profound.
This Seventh Edition of Exploring Marketing Research reflects the astonishing
changes in information technology that have taken place in the last few years. [
have worked diligently and carefully to make this edition a book that reflects the

practice of marketing research in our new digital age.
Although the Seventh Edition is quite different from past editions, it retains

the distinguishing attributes previous editions.

ORGANIZATION OF THE BOOK

The organization of the Seventh Edition of Exploring Marketing Research follows
the logic of the marketing research process. The book is organized into eight
parts. Each part presents the basic research concepts for one of the stages in the
research process and discusses how these concepts relate to decisions about con-
ducting specific projects.

e Part 1: Introduction discusses the scope of marketing research, provides an
overview of the entire marketing research process, and explains the nature
of global information systems. It also discusses organizational and ethical is-
sues in marketing research.

e Part 2: Beginning Stages of the Research Process covers problem definition,
research proposals, exploratory research, and secondary data.

e® Part 3: Research Designs for Collecting Primary Data examines the con-
cepts and issues related to designing and using surveys, observation studies,
and experiments.

e Part 4: Measurement Concepts discusses the logic of measurement and the
practical issues involved in attitude measurement and questionnaire design.

e Part 5: Saumpling and Fieldwork explains why sampling is required, how to
design samples, how to conduct fieldwork, and how to determine sample
size. A review of basic statistical concepts appears in this part of the book.

e Part 6: Data Analysis and Presentation covers editing and coding, descrip-
tive data analysis and inferential statistical analysis, and communication of
research results. It ends with a final note on the use of marketing research.

e Part 7: Comprehensive Cases with Computerized Databases provides mate-
rials that challenge students to apply and integrate the concepts they have
learned.

e Part 8 provides several video research projects.
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Preface

NEW TO THE SEVENTH EDITION

Chapter 1 places a new emphasis on relationship marketing so its impact on mar-
keting research can be better illustrated in subsequent chapters.

Each passing year the use of global information systems in business and
not-for-profit organizations grows more important. This edition focuses on the
latest technological means for instantaneous and interactive access to informa-
tion from around the globe.

Chapter 2: Information Systems and Knowledge Management has been sub-
stantially revised to reflect this focus. This chapter, placed early in the book, sets the
stage for a book-long discussion of the Internet and other new technologies influ-
encing marketing research. It begins by making a distinction between data, infor-
mation, and knowledge and shows how knowledge management enhances the
organization’s intellectual capital. The Internet’s role in our global, e-commerce
economy is introduced in this chapter to serve as a framework for a variety of dis-
cussions throughout the book. Specific technical details about secondary data
searchers on the Internet are reserved for Chapter 7.

Chapter 4: The Human Side of Marketing Research reflects the growing use
of cross-functional teams in marketing research. It provides an early introduction
to ethical issues. Concerns about privacy have caught the attention of the public
and marketing research world. The impact of new technology on privacy is dis-
cussed in depth. Critical thinking questions at the end of the chapter about ethics
appear in every chapter following Chapter 4. A special icon ’ designates these
questions.

Chapter 7: Secondary Data in a Digital Age has been substantially revised.
The technology is rapidly changing and this new edition is at the cutting edge.
This chapter now incorporates discussions of data mining and other new
methodologies that are modifying the way marketing researchers view sec-
ondary data investigations.

Chapter 8: Survey Research: An Overview and Chapter 9: Survey Research:
Basic Methods of Communication with Respondents have been updated to reflect
the role new technologies, such as answering machines, new caller ID systems,
and the Internet.

Chapter 9 expands its coverage of computerized surveys using electronic in-
teractive media, such as the Internet.

Chapter 14: Questionnaire Design now discusses writing questions and for-
matting Web pages for Internet surveys.

Chapter 15: Sampling Designs and Sampling Procedures now incorpo-
rates a new section on sampling problems associated with surveys conducted
on the Internet.

To the Point is a new pedagogical feature that provides meaty quotes with
valuable insights about research issues.

Various new cases have been added to this new edition. Several of these are
new video cases or cases with computerized databases.

Internet sites can add considerable value for students of marketing re-
search. A serious effort has been made to provide current URLs for numerous
worthwhile Internet links. These appear in the end of chapter feature called Ex-
ploring the Internet and through the text itself. These are not just a bunch of
shallow links to trivial places, but educational sites where a professor will want
his or her students to go to learn more about a concept.



Preface

FEATURES STUDENTS WILL LIKE

More than other marketing textbooks, Exploring Marketing Research, Seventh
Edition, addresses students’ need to comprehend the field literally. To achieve
these objectives, the text emphasizes the following elements:

e Numerous, real, easy-to-understand examples stimulate students to search
for additional information about marketing research. The “What Went
Wrong?” and “What Went Right?” boxes portray failures and successes in
specific marketing research situations.

e A straightforward prose style presents a balanced coverage of marketing
research as it is actually practiced. This is a comprehensive coverage
rather than a superficial treatment of topics. Considerable effort has been
directed toward explaining topics with examples that clarify rather than
mystify.

e The text explains statistical concepts in a simple, straightforward manner.
This is a managerially oriented marketing research textbook, not a statis-
tics monograph. The statistical and quantitative aspects of the text were
written for those who need a book that provides an understanding of basic
concepts. Too many students approach the prospect of statistical material
with a great deal of unnecessary trepidation. The text devotes an entire
section to a review of statistics. Even students with rusty statistical skills
will benefit from a quick review of the basic statistical concepts. “Statistical
Tutor” boxes aid in the learning process by visually reflecting statistical
concepts.

e Each chapter begins with a clear statement of learning objectives to pro-
vide students with an expectation of what is to come. Students can also use
the objectives to determine whether they understand the major points of the
chapter.

e An opening vignette describing an actual situation relevant to the chapter
focuses students’ attention on the pragmatic aspects of each chapter.

e To enhance students’ understanding of conceptual materials, Exploring
Marketing Research includes many exhibits that indicate and visually high-
light ideas and relationships among variables. A full-color format enhances
the imagery and appeal of the artwork and photographs.

e Learning the vocabulary of marketing research is essential to understanding
the topic. Exploring Marketing Research facilitates this in three ways. First,
key concepts 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 highlighted 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 in-
cluded.

e End-of-chapter materials were carefully designed to promote student in-
volvement in the classroom. The end-of-chapter questions for review and
critical thinking stimulate thinking about topics beyond the text’s coverage.
Review materials enhance students’ understanding of key concepts.

e The end-of-chapter cases present interesting, real-life research situations
that require students to make thoughtful decisions. They offer the opportu-
nity for active participation in a decision-making process, one of the most
effective forms of learning.

xiii
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Preface

“Exploring the Internet” exercises appear at the end of every chapter.
This feature helps students navigate the Internet. These activities range
from going to the Census Bureau’s Population Clock to being participants
in Internet surveys.

Several video research projects appear in Part 8. A video research pro-
ject, presented in several segments, is an innovative pedagogical tool
that represents an actual research situation. Each segment allows stu-
dents to think about various decisions and uses a video dramatization
to provide an in-depth look at marketing research.

Real world video cases illustrate marketing research in practice. The
cases portray actual research activities and companies, such as Fossil,
Paradigm Entertainment, and Hard Candy, that conduct marketing
research around the world.

A Web site that provides numerous links to other relevant Web sites
with marketing research content.

FEATURES THE PROFESSOR WILL LIKE

Materials to supplement the content of the textbook are available to help
instructors perform their vital teaching function. The extensive learning pack-
age provided with Exploring Marketing Research includes a test bank, a com-
puterized test bank, an instructor’s manual, PowerPoint presentation slides,
transparency masters, videocassettes containing case materials, a floppy
disk containing databases for several cases, a marketing research Web site on
the Internet (http://www.harcourtcollege.com/marketing/research.html), and
other ancillary materials.

PowerPoint is a state-of-the-art presentation graphics program for IBM
compatible computers. This integrated program allows instructors to
retrieve and edit any of the preloaded transparencies that accompany
the book. Images can easily be edited, added, or deleted.

All chapters that follow Chapter 4: The Human Side of Marketing
Research: Organizational and Ethical Issues, include end-of-chapter
questions dealing with ethical issues. These questions are marked with a

@ symbol.

Video cases with questions _for homework assignments or classroom
discussion are included in the text and the Instructor’s Manual. These
cases allow classroom discussions of case solutions to be integrated
with video materials. Teaching notes are provided for these video cases
as well as for all other cases in the text.

Five comprehensive cases appear at the end of the book. Each case dis-
cusses an entire research project and includes a database useful for as-
signments dealing with statistical analysis.

All comprehensive cases and several other cases are marked with a =
symbol to indicate the data set in the case is stored on a floppy disk
that is available to instructors.

A CD-ROM containing the data sets and the student version of SPSS
software is available for the students, which allows them to fully develop
their computer skills.

Video Research Projects allows professors to involve students and show
that marketing research involves various decisions on many projects.
Thorndike Sports Equipment uses video dramatization to provide an in-
depth look at one organization’s use of marketing research. This innova-
tive educational drama consists of five video units especially created for



this textbook. Each unit focuses on a particular aspect of a racquetball racquet
manufacturer’s need for and utilization of marketing research and data analy-
sis. Each unit provides a springboard for classroom discussions.

® A new marketing research Web site on the Internet (http://www.harcourt
college.com/marketing/research.html) enhances the way marketing research
can be taught. The Web site will provide the latest information about “what’s
new” and “what’s cool” in marketing research. Links to other research-
related sites, tips about using the supplemental video library, and much
more are planned for the site.

This book and its supplements are for the undergraduate student who must meet
the future challenge of marketing management. The professor should find Explor-
ing Marketing Research a useful aid in facilitating student achievement.

The Dryden Press will provide complimentary supplements or supplement
packages to those adopters qualified under its adoption policy. Please contact
your local sales representative to learn how you may qualify. If as an adopter or
potential user you receive supplements you do not need, please return them to
your sales representative or send them to: Attn: Returns Department, Troy Ware-
house, 465 South Lincoln Drive, Troy, MO 63379.

ACKNOWLEDGMENTS

The author would like to acknowledge the help of the market researching muse,
who came to him at odd times with no understanding of the requirements of fam-
ily life. The time required to sequester oneself to write a textbook must be paid
for by family and friends.

I am deeply indebted to Dr. Don Sciglimpaglia, San Diego State University,
who offered encouragement as the book was being conceptualized and read the
entire manuscript through several drafts. His many insightful suggestions were
adopted with gratitude. John Bush greatly enhanced the book by making numer-
ous suggestions and by providing the first draft of Chapter 25.

I appreciate Guan Kheng “Adam” Low’s punctuality, computer skills, and his
sincere effort to please. His assistance is greatly appreciated.

Many colleagues contributed ideas for this book. They recommended many
suggestions that greatly enhanced this book. For their insightful reviews of the
manuscript of the Seventh Edition or reviews of previous editions of Exploring
Marketing Research, I would like to thank:

Gerald Albaum, University of Oregon

William Bearden, University of South Carolina
Joseph A. Bellizzi, Arizona State University-West
James A. Brunner, University of Toledo

F. Anthony Bushman, San Francisco State University
Thomas Buzas, Eastern Michigan University

Roy F. Cabaniss, Western Kentucky University
Michael d’Amico, University of Akron

Ron Eggers, Barton College

H. Harry Friedman, City University of New York—Brooklyn
Ron Goldsmith, Florida State University

Larry Goldstein, Iona College

David Gourley, Arizona State University

Jim Grimm, Illinois State University

Al Gross, Robert Morris College

Don Heinz, University of Wisconsin

Craig Hollingshead, Marshall University

Victor Howe, University of Kentucky

Roy Howell, Texas Tech University

Preface



Preface

Rhea Ingram, University of Kentucky

P.K. Kannan, University of Maryland

Susan Kleine, Arizona State University

David B. Klenosky, Purdue University

C.S. Kohli, California State University-Fullerton
Jerome L. Langer, Assumption College

James H. Leigh, Texas A&M University

Larry Lowe, Bryant College

Karl Mann, Tennessee Technological University
Charles R. Martin, Wichita State University

Tom K. Massey, University of Missouri-Kansas City
Sanjay Mishra, University of Kansas

G.M. Naidu, Universithy of Wisconsin-Whitewater
Charles Prohaska, Central Connecticut State University
Alan Sawyer, University of Florida

Robert Schaffer, California State University-Pomona
Leon G. Schiffman, City University of New York-Baruch
K. Sivakumar, University of Illinois at Chicago

Mark Speece, Central Washington University

Harlan Spotts, University of Wisconsin-Parkside
Wilbur W. Stanton, Old Dominion University

Bruce L. Stern, Portland State University

James L. Taylor, University of Alabama

Gail Tom, California State University-Sacramento
Deborah Utter, Boston College

David Wheeler, Suffolk University

Richard Wilcox, Carthage College

Margaret Wright, University of Colorado

Clifford E. Young, University of Colorado-Denver
William Lee Ziegler, Bethune Cookman College

Designer Burl Sloan created an attractive design for this book. Humberto Calzada
graciously allowed us to reproduce his painting, “Gate to an Imaginary Future,”
for the cover. I hope the artwork brings as much joy to others.

There are many people to thank at the Dryden Press. Bill Schoof Jr. is an edi-
tor who understands the new media and technologies required for education in
the new millennium. I appreciate his enthusiasm and strong support for this
book. Jana Pitts joined the project in midstream to perform the necessary devel-
opmental efforts during a crucial stage of the book. [ am in her debt for making
my work easier. The diligent work of Linda Blundell on permissions is greatly ap-
preciated. Colby Alexander and Cindy Young organized the production tasks. I
appreciate that they were always responsive to my requests. Lisé Johnson’s cre-
ative thinking is especially appreciated. She is a person with an ever-present
smile and it is a joy to work with her. I appreciate working with such fine profes-
sionals.

For debts extending over a longer period and less directly, I wish to thank
Leo Aspinwall, Philip Cateora, Charles Hinsderman, Jerome Scott, and William
Stanton.

William G. Zikmund
August 1999



About the Author

native of the Chicago area, William G. Zikmund now lives in Tulsa,
A Oklahoma. He is a professor of marketing at Oklahoma State Uni-
versity. He received a bachelor of science in marketing from the
University of Colorado, a master of science in marketing from
Southern Illinois University, and a Ph.D. in business administration

with a concentration in marketing from the University of Colorado.

Before beginning his academic career, Professor Zikmund worked in marketing
research for Conway/Millikin Company (a marketing research supplier) and
Remington Arms Company (an extensive user of marketing research). Professor
Zikmund also has served as a marketing research consultant to several business
and nonprofit organizations. His applied marketing research experiences range
from interviewing and coding to designing, supervising, and analyzing entire re-
search programs.

During his academic career, Professor Zikmund has published dozens of articles
and papers in a diverse group of scholarly journals ranging from the Journal of
Marketing to the Accounting Review to the Journal of Applied Psychology. In ad-
dition to Exploring Marketing Research, Professor Zikmund has written Essen-
tials of Market Research, Business Research Methods, Marketing, Effective
Marketing, and a work of fiction, A Corporate Bestiary.

Professor Zikmund is a member of professional organizations such as the Ameri-
can Marketing Association, the Academy of Marketing Science, the Association
for Consumer Research, the Society for Marketing Advancement, and the South-
west Marketing Association. He has served on the editorial review boards of the
Journal of Marketing Education, Marketing Education Review, Journal of the
Academy of Marketing Science, and the Journal of Business Research.



Brief Contents

PREFACE
PART 1
CHAPTER 1
2

3

4

PART 2
CHAPTER 5
6

7

PART 3
CHAPTER 8

9

10

11

12

PART 4
CHAPTER 13
14

15

PART 5
CHAPTER 16
17

18

PART 6
CHAPTER 19
20

21

xi

INTRODUCTION

The Role of Marketing Research 1

Information Systems and Knowledge Management 27
The Marketing Research Process 53

The Human Side of Marketing Research 77
BEGINNING STAGES OF THE RESEARCH PROCESS
Beginning Stages of the Research Process 113
Exploratory Research and Qualitative Analysis 135
Secondary Data Research in a Digital Age 169
RESEARCH DESIGNS FOR COLLECTING PRIMARY DATA

Survey Research: An Overview 217

Survey Research: Basic Methods of Communication
with Respondents 247

Observation 285

Experimental Research 307

Test Marketing and Complex Experiments 341
MEASUREMENT CONCEPTS

Measurement 367

Attitude Measurement 385

Questionnaire Design 411

SAMPLING AND FIELDWORK

Sampling Designs and Procedures 461
Determination of Sample Size 493

Fieldwork 529

DATA ANALYSIS AND PRESENTATION

Editing and Coding: Transforming Raw Data into Information 555
Basic Data Analysis: Descriptive Statistics 579

Univariate Statistical Analysis 611



