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PREFACE

In the preface to the first edition of Marketing
Research in a Marketing Environment, we noted
that the proliferation of textbooks provided
teachers with an increased number of texts from
which to choose. In Essentials of Marketing Re-
search we provide another option to the market-
ing research teacher.

Essentials of Marketing Research was motivated
by a desire to expose undergraduate students to
the theory and practice of marketing research
with a view toward teaching students how to be
effective managers of the marketing research
function. Our approach in this textbook is, in
principle, similar to Marketing Research in a Mar-
keting Environment in the sense that we have con-
tinued to emphasize the problem-oriented na-
ture of marketing research and how marketing
research activities are actually implemented by
professional marketing researchers. Essentials is
ideally suited for an introductory undergraduate
marketing research course. In this textbook we
take a more general, macro-oriented approach
to presenting the essential tools and techniques
of marketing research, which we view as con-
sistent with the needs of students who will
eventually become users of marketing research
as opposed to marketing research practitioners.

ORGANIZATION

Essentials of Marketing Research is divided into six
parts.

Part I, Marketing Research Environments,
consists of three chapters. The first chapter in-
troduces the student to the area of marketing
resecarch by discussing the relationship(s) be-
tween marketing researchers and other market-
ing professionals. The second chapter presents
the relationship of marketing research to the
marketing planning process. The section con-
cludes with Chapter 3, which describes what we
call the research cycle. The research cycle high-

lights several different types of marketing re-
search studies that are likely to be conducted for
the various stages in the product life cycle.

Part II, Acquiring Data: An Overview, con-
sists of five chapters. This section considers the
tools and techniques that can be used to collect
marketing research data. Chapter 4 presents tra-
ditional sources of secondary data. The next
chapter, Chapter 5, opens with a discussion of
the newer on-line CD-ROM type data bases
and closes with a presentation of syndicated
sources of marketing research data. The major
suppliers of syndicated sources are discussed
with a presentation of the recent single-source
type data. Chapter 6 is devoted to qualitative
interviewing methods with emphasis on focus
group interviews. Chapter 7 discusses survey
interviewing methods and provides a critical
comparative evaluation of the various methods.
The last chapter in the section, Chapter 8, pre-
sents the most commonly used experimental
designs and a discussion of causality.

Part III, Sampling Theory and Practices, con-
sists of two chapters. The first chapter discusses
the sampling process basically from a nontechni-
cal perspective. Sampling estimates are described
but the emphasis is on the use and understanding
of sampling rather than sampling theory. The sec-
ond chapter in the section, Chapter 10, discusses
issues related to sample size determination.

Part IV, Measurement, Scaling, and Ques-
tionnaire Design, contains three chapters. The
first chapter, Chapter 11, presents the basic con-
cepts of measurement scales and presents the
most commonly used comparative and non-
comparative scaling methods. The chapter also
contains a discussion of multiple-item scales
such as the semantic differential. Chapter 12
presents a discussion of the issues that should be
considered when designing a questionnaire.
Chapter 13 presents issues involved with the
fielding of a study and the steps that are neces-
sary for processing marketing resecarch data.
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Part V, Data Analysis, consists of four chap-
ters. The first chapter in the section, Chapter 14,
presents basic data analysis methods such as de-
scriptive statistics and graphical analyses. Chapter
15 is devoted soley to the issues of hypothesis test-
ing. Chapter 16 presents common hypothesis
tests for nominal and interval data for single ver-
sus multiple sample designs. The last chapter in the
section, Chapter 17, presents a standard discussion
of correlation and regression techniques.

Part VI, Presenting the Research and Ethical
Issues, contains two chapters. The first chapter
in the section describes a typical marketing re-
search presentation and discusses a number of
issues related to the writing of a marketing re-
search report and the oral presentation of the
results. Chapter 19 is devoted to ethical issues in
marketing research.

KEY FEATURES

There are a number of features that we believe
will allow the student to better understand the
role of marketing research.

1. Part-Opening Executive Profiles offer special
insights by experienced marketing profes-
sionals. The profiles, which address both
product and service marketing, help clar-
ify how research interacts with other mar-
keting functions.

[\S]

From the User’s Perspective boxes offer brief
business anecdotes to add texture and in-
terest to each chapter. Once again, stu-
dents are offered the opportunity to learn
from real business experiences.

3. Chapter-Opening Vignettes offer a variety
of marketing narratives that emphasize the
place of research and its ability to lead to
marketing success or, in several instances,
how it didn’t lead to success.

4. Part-Ending Cases feature high profile
companies such as Campbell’s Soup and
Rold Gold Pretzels.

SUPPLEMENTS

We have prepared all of the supplements that
accompany this textbook. In doing so, we have

attempted to provide elements and features of
value to the inexperienced as well as experi-
enced instructor.

Instructor’s Manual
The most important features include:

— Author comments. These describe the au-
thor’s rationale for the major topics pre-
sented in each chapter.

— Learning objectives. The learning objec-
tives that appear at the beginning of each
chapter are reproduced.

— Key terms and concepts. The key terms
and concepts that appear throughout the
textbook are reproduced.

— Lecture notes. A detailed outline of each
chapter is provided.

— Transparency masters. Key exhibits, ta-
bles, and figures appearing in the textbook
are reproduced as 82" X 11" transparency
masters. Transparency masters are also
provided for supplemental material not
appearing in the textbook. The suggested
spot for the use of each of these is pro-
vided within the teaching suggestions.

— Teaching suggestions. These hints and
ideas indicate how the authors would or-
ganize and present the material appearing
in each chapter. Suggestions for where to
integrate the transparency masters are also
provided.

— Answers to end-of-chapter problems. Detailed
answers to every question are provided.

— Case notes. For instructors who decide to
use any or all of the case studies in the text,
a detailed set of case notes is provided.

Test Bank. The test bank contains an extensive
array of questions, categorized by chapter. In
addition, correct answers are provided.

CompuTest. All questions appearing in the test
bank are reproduced in Irwin’s CompuTest test-
generation system, for use with the IBM PC and
compatible computers. The test-generation sys-
tem provides the following features:

1. Individual test items can be added or de-

leted.
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Individual test items can be edited.

3. A shuftle option is provided that allows dif-
ferent versions of the same examination.

4. Ample documentation is included.

Software

A unique set of contemporary interactive soft-
ware programs are available to adopters. The
software is pedagogical in nature and designed
to enhance students’ understanding of the con-
cepts and techniques discussed throughout the
textbook. Six individual modules are available:

1. The SAMPLE module demonstrates se-
lected concepts related to drawing simple
and stratified samples.

The SCALE module takes students
through various types of monadic and
comparative rating scales. Asking stu-
dents to rate a set of brands on different
types of scales enables them to gain an
appreciation for the issues involved in se-
lecting a rating instrument.

]

3. The ACA module illustrates how conjoint
analysis works in an interactive PC envi-
ronment. The module utilizes the Adap-
tive Conjoint Analysis (ACA) system de-
veloped by Richard Johnson of Sawtooth
Software, Inc.

4. The QUADMAP module is a system tor
analyzing top-box importance ratings
along with top-box ratings of a brand on
a number of salient attributes. This type of
analysis, referred to as quadrant analysis, 1s
discussed in Chapter 14.

5. The ASCID module is a marketing deci-
sion support system for perceptual map-
ping. A unique feature of this system is
the ability to position new objects in an
existing perceptual space.

6. The FORCAST module is designed to
demonstrate how the more popular fore-
casting techniques work.

7. The MARITZSTATS module is an inter-
active statistical analysis system for testing
hypotheses concerning means and pro-
portions for one or multiple independent/
dependent samples. It also includes an op-
tion for determining sample sizes.

Preface 1X

Color Transparencies

There are 75 acetates, many of which include
material and sources that do not appear in the
textbook.

Videos

Focus group sessions are featured; they provide
real life experiences.
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