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Preface

ince the last edition of Exploring Marketing Research, the use of the Internet for
marketing research has come of age. I am now very certain that technological
developments and social diffusion of the Internet will dramatically shape the
future of marketing research. As the Internet becomes increasingly representative of
the U.S. population, innovative techniques that can uniquely be administered online
will become standard. In the 21st century, marketing research on the Internet has
moved out of the introductory stage of its product life cycle into the growth stage.
This eighth edition of Exploring Marketing Research reflects the astonishing
changes in information technology that have taken place in the last few years. I have
worked diligently and carefully to make this edition a book that reflects the prac-
tice of marketing research in our new digital age. While this edition remains focused
on time-honored, traditional marketing research methods, the inclusion of exten-
sive coverage of Internet research is a major new addition.

NEW TO EXPLORING MARKETING RESEARCH

The eighth edition places greater emphasis on the power of the Internet to con-
duct marketing research. It was important to me that this new material not be
lumped into an added chapter at the end of the book or into a single chapter on
survey research. There are unique aspects of Internet research that touch on infor-
mation systems, gathering of secondary data, survey design, sample selection, ques-
tionnaire design, Web traffic monitoring, and many other topics. The placement of
Internet issues was carefully thought out. These issues are integrated in the right
place, surrounded by the right context. Enhancements to the chapters and
expanded coverage of the Internet’s impact on marketing are summarized below.

Chapter 1: The Role of Marketing Research begins with the interesting
story of how Kraft used marketing research to change EasyMac from a product with
lower-than-expected sales to a tremendous success. Chapter 1 now concludes with
a new, forward-looking section entitled “Marketing Research in the 21st Century.”
It explains how two trends, globalization of business and growth of the Internet as
a communication medium, have changed the way we think about marketing
research. It sets the stage for many of the updates in other chapters.

Chapter 2: Information Systems and Knowledge Management spot-
lights the very latest information technology in business enterprises and not-for-
profit organizations. This chapter deals with the means for instantaneous and
interactive access to information. It expands the discussion of decision support sys-
tems with new material on CRM (customer relationship management). A new dis-
cussion of business intelligence software explains how researchers analyze data in
extensive data warehouses to discover significant patterns and relationships. The
material on computerized data archives and databases, especially video databases, has
been updated and revised.

Chapter 3: The Marketing Research Process now includes a fascinating
video case about Fisher Price’s action-figure collection Rescue Heroes. The video
shows how marketing research helped develop these action-figure characters, whose
mission is to help and rescue with courage, perseverance, resourcefulness, and non-
violent problem solving.
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Concerns about privacy have caught the attention of the public and the mar-
keting research world. The impact of new technology on privacy is discussed in
depth in Chapter 4: The Human Side of Marketing Research:
Organizational and Ethical Issues.

The use of the Internet for qualitative exploratory research is growing rapidly.
Chapter 6: Exploratory Research and Qualitative Analysis discusses the use
of online focus groups, videoconferencing, and streaming media technologies.

Chapter 7: Secondary Data Research in a Digital Age has been substan-
tially revised. Information technology is rapidly changing how secondary data are
acquired, and this new edition is at the cutting edge in explaining how. Chapter 7
has been revised to reflect the 2000 Census and the changing face of secondary data
in our Internet age.

Chapter 8: Survey Research: An Overview and Chapter 9: Survey
Research: Basic Methods of Communication with Respondents have been
greatly expanded to reflect the role of the Internet and other new technologies in
survey research. Chapter 8 opens with a story about how KitchenAid’s marketing
team used marketing research to figure out how to transfer brand equity from its
small-appliance division to large appliances without increasing its marketing bud-
get. Chapter 9 has changed more than any other chapter in the book. It now
includes a major section on the advantages and disadvantages of Internet surveys. It
explains everything from the basics (defining an Internet survey) to sophisticated
topics such as security concerns. A new introduction to the WebSurveyor Activities
explains how WebSurveyor software, which is available with each new textbook, can
be used to design Internet surveys and compute results.

Chapter 10: Observation features new coverage of monitoring Web site traf-
fic. It uses relevant examples about companies—such as Jupiter Media Metrics and
Nielsen//NetRatings—that specialize in monitoring Internet activity.

Febreze Fabric Refresher is a new product, based on a proprietary cleaning for-
mula, that penetrates fabrics to eliminate odors; it can be used on clothing or uphol-
stery. In Chapter 12: Test Marketing and Complex Experiments, students
will learn about the process that Procter & Gamble used to test market Febreze
Fabric Refresher.

Chapter 15: Questionnaire Design has extensive new material on writing
questions and formatting Web pages for Internet surveys. It discusses why the layout
and physical attractiveness of the questionnaire are crucial in Internet and other self-
administered questionnaires. Going beyond a mere cursory description of the
Internet questionnaire, it explains how graphical user interfaces allow the researcher
to control the background, colors, fonts, and other visual features displayed on the
computer screen. It discusses status bars, radio-button questions, drop-box ques-
tions, variable piping, and many other questionnaire design issues unique to Internet
surveys.

Chapter 16: Sampling Designs and Sampling Procedures now includes
a new section that describes the best methods of drawing Internet samples. The dis-
cussion ranges from drawing samples of Web site visitors to forming panels from
opt-in sampling frames. It also covers sampling problems associated with surveys
conducted on the Internet.

Chapter 20: Basic Data Analysis: Descriptive Statistics has been updated
and revised to reflect the growing use of Microsoft Excel in data analysis. Several
exhibits and end-of-chapter questions show statistical menus and output from
Excel.

Chapter 25: Communicating Research Results: Research Report, Oral
Presentation, and Research Follow-Up includes discussion of real-time report
distribution. Employees now have the ability to share data, executive summaries, and
reports on their company intranet.
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ORGANIZATION OF THE BOOK

The organization of the eighth edition of Exploring Marketing Research follows the
logic of the marketing research process. The book is organized into seven parts. Each
part presents the basic research concepts for one of the stages in the research pro-
cess and discusses how these concepts relate to decisions about conducting specific
projects.

Part 1: Introduction discusses the scope of marketing research, provides an
overview of the entire marketing research process, and explains how the Internet
and globalization are changing the nature of information systems. It also addresses
organizational and ethical issues in marketing research.

Part 2: Beginning Stages of the Research Process covers problem defini-
tion, research proposals, exploratory research, and secondary data.

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

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

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

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

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

SUPERIOR PEDAGOGY

More than other marketing research textbooks, the eighth edition of Exploring
Marketing Research addresses students’ need to comprehend all aspects of the mar-
keting research process. To achieve these objectives, chapters include the following
features:

® Learning objectives at the beginning of each chapter preview the important
topics in the chapter. Students can also use the objectives to determine whether
they understand the major points of the chapter.

® Opening vignettes describe marketing research challenges in actual businesses
that most students will recognize.

®  What Went Wrong? and What Went Right? features describe successes and
failures of marketing research strategies. For example, the “What Went Right?”
feature in Chapter 9 describes how Avon moved its research online to collect
valuable market information from its sales reps, a successful strategy that saved
time and money.

® Exploring Research Ethics examines—through interesting, compelling
examples—how biased or unethical behavior can thwart the marketing research
process.

= Exploring Research Issues illustrates key points from the chapter and delves
deeper into related marketing research topics.

® An accessible, interesting writing style continues to be a hallmark of this
textbook. With a careful balance between theory and practice and a sprinkling
of interesting examples, the writing style helps to clarify rather than mystify. In
addition, the text offers comprehensive rather than superficial treatment of
topics.
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= A review of statistical theory in Chapter 17 provides students with an
overview of the basic aspects of statistics. Because this managerially oriented
textbook is a marketing research textbook and not a statistics monograph, stu-
dents are given the tools needed to review and comprehend statistical theory.
Even students with rusty statistical skills will benefit from a quick review of the
basic statistical concepts in Chapter 17. In addition, Statistical Tutor boxes aid
in the learning process by visually reflecting statistical concepts.

= Key terms within the chapter and in the margins help students recognize and
retain important marketing research and statistical terminology. Learning the
vocabulary of marketing research is essential to understanding the topic, and
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 summariz-
ing all key terms and definitions appears at the end of the book for handy ref-
erence. A glossary of frequently used symbols is also included.

® Questions for Review and Critical Thinking promote student involvement

in the classroom by prompting them to think about topics beyond the text’s

coverage. Review materials enhance students’ understanding of key concepts.

Ethics questions, identified by a special icon, are included in each chapter.

Among the compelling issues students are asked to explore is the redefining of

the right to privacy in light of new technology.

= Exploring the Internet activities provide considerable value for students of
marketing research. A serious effort has been made to provide current URLs for
numerous worthwhile educational Internet links. Activities range from going to
the Census Bureau’s Population Clock to being a participant in Internet
surveys.
Extensive cases and video cases illustrate marketing research concepts and
build knowledge and research skills. These cases present interesting, real-life
research situations that require students to make thoughtful decisions. They offer
the opportunity for active participation in the decision-making process, one of
the most effective forms of learning. The video cases portray actual research
activities for brands and companies, such as Fisher-Price, I-Zone by Polaroid,
V8, Ben and Jerry’s, and Burke, Inc.

)

COMPREHENSIVE INSTRUCTOR RESOURCES

Materials to supplement the content of the textbook are available to help instruc-
tors perform their vital teaching function. The extensive learning package provided
with Exploring Marketing Research includes a Test Bank, a computerized Test Bank
(ExamView Testing Software), a comprehensive Instructor’s Manual and
Transparency Masters, PowerPoint presentation slides, data sets for several cases, a
comprehensive video library, and online marketing resources (available on the Web
at http://zikmund. swcollege.com).

# The Instructor’s Resource CD-ROM (ISBN: 0-324-181493) contains
valuable instructor resources on one easy-to-use CD-ROM: the Test Bank,
ExamView Testing Software, the Instructor’s Manual, PowerPoint presentation
slides, and data sets for cases.

“ The Test Bank, written by Tom Quirk of Webster University, has been care-
fully rewritten to provide a variety of questions, covering every major concept
in the textbook.The questions have all been scrutinized to eliminate ambiguity
and to provide varying levels of difficulty. Each question is identified with a
page number from the textbook where the answer may be located.
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ExamView is an easy-to-use automated testing program that allows instructors
to create exams by using provided questions, modifying questions, or adding
new questions.

The Instructor’s Manual and Transparency Masters was designed to ease
lecture presentation by offering detailed and comprehensive lecture outlines,
solutions to all assignments, and transparency masters. The solution to each case
and video case includes the objective of the case, a brief summary of the case,
and recommended questions and solutions. The Instructor’s Manual is available
both on the Instructor’s Resource CD-ROM and at http://zikmund.
swcollege.com, on the instructor’s portion of the Web site.

PowerPoint Presentation Slides summarize and illustrate key concepts in
each chapter. These slides are available both on the Instructor’s Resource CD-
ROM and at http://zikmund.swcollege.com, where they can be downloaded.
Excel and SPSS Data Sets are available for several of the end-of-chapter
cases and most of the comprehensive cases at the end of the book. The com-
prehensive cases present an entire research project and include a database useful
for assignments dealing with statistical analysis. Students may download the data
sets at http://zikmund.swcollege.com by clicking on the textbook and then on
“Data Sets.” Data sets are also available on the Instructor’s Resource CD-ROM.
The Comprehensive Video Library (ISBN: 0-324-181507) introduces stu-
dents to marketing research challenges in a variety of interesting businesses.
Video cases in this expanded library guide students through problem analysis,
problem solving, and application of chapter concepts. Suggested solutions and
teaching notes for the video cases are included in the Instructor’s Manual.
Web Resources at http://zikmund.swcollege.com provide the latest
information about what’s new and what’s cool in marketing research. The site
features links to other research-related sites, tips about using the supplemental
video library, and much more.

RESOURCES FOR STUDENTS

In addition to coverage of the latest information technology (described above), the
eighth edition includes the following new student resources:

1

A partnership with WebSurveyor, a specialist in Web-based marketing
research, has made it possible to greatly enhance student learning by providing
sample surveys, response scales, question libraries, and survey results developed
specifically for Exploring Marketing Research, 8th edition. WebSurveyor activi-
ties and quizzes appear both in the textbook and on the companion Web site.
The WebSurveyor Desktop software is available to students who purchase new
textbooks that contain a WebSurveyor postcard with a serial number. Students
with serial numbers should go to http://zikmund.swcollege.com, click on the
textbook, click the WebSurveyor button, and follow the steps for registering.
Students who need to purchase a serial number should go to http://
zikmund.swcollege.com, click on the textbook, click the WebSurveyor button,
and follow the steps for purchasing access to the software.
The Dedicated Web Site http://zikmund.swcollege.com has been devel-
oped especially for the new edition. Features of the Web site include chapter
quizzes that allow students to test and retest their knowledge of chapter con-
cepts. Three separate quizzes are offered for each chapter, to encourage retest-
ing. In addition, the Web site features downloadable PowerPoint slides, flash
cards of key terms, the very best online marketing research resources available,
and much more.
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= InfoTrac—College Edition is packaged free with each new text. This fully
searchable online database gives professors and students 24-hour access to full-
text articles from a variety of well-known periodicals and scholarly journals.

= SPSS brings affordable, professional statistical analysis and modeling tools to a
student’s own PC. Based on the professional version of one of the world’s lead-
ing desktop statistical software packages, SPSS 10.0 for Windows Student
Version (ISBN: 0-324-108699) includes an easy-to-use interface and compre-
hensive online help that lets students learn statistics, not software.
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