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PREFACE

This revision, like the first edition, is designed to meet the needs of the user of
marketing research. This person needs to know when marketing research can and
should be used, what research alternatives exist, how to recognize effective re-
search, and kow to interpret and apply the results. For this reason the first objec-
tive of this revision is to retain and reinforce a strong decision-making orientation.
This is most evident in the attention given to the “front end” of the research
planning process. The key to effective research planning is the development of
sound research purposes and objectives that are based on management information
needs. The research purpose and objectives then serve as guides to subsequent
steps in the research process.

Specific steps have been taken in this revision to reinforce the decision orien-
tation: (1) information on the nature of the research industry and the suppliers of
research has been significantly expanded; (2) research projects are not treated as
ends in themselves, but as part of an ongoing stream of research that cumulates
into a marketing information system; (3) a significant effort has been made to give
the reader an appreciation of the assumptions, limitations, and potential applica-
tions of techniques and methodologies that have proven useful in practice; and
(4) more attention has been given to the presentation of research findings, includ-
ing a complete new chapter on the subject.

Two further objectives of the revision were to incorporate recent develop-
ments, such as computer-controlled data collection methods, and to improve the
suitability of the book for teaching. In addressing this last objective we made
several changes in the organization and sequence of chapters. For example, the
data analysis section has been divided into two parts, with the second one dealing
with special topics that might not be covered in the time available in a one
quarter or semester course. These changes should make it easier for the book to
be tailored to the particular needs of the audience. However the basic sequential
structure has not been altered, and the four major sections are:
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1 An introduction to the research process and research design.

2 A discussion of data collection, which deals with exploratory and secondary
sources of data, descriptive or survey research, experimentation, and sampling.

3 A consideration of data analysis that progresses from the fundamentals of
single variable and cross-tabulation analysis to more complex multivariate
techniques (Parts 3 and 4).

4 Applications to the specific marketing problem areas of market analysis, new
product research, and forecasting.

As in the first edition, there are numerous application questions and cases of
varying degrees of complexity. It is our belief that learning to be an effective user
of marketing research is impossible without first-hand experience in designing
research and applying the analytical methods and concepts discussed in the text.
All of the cases are based on actual management problems in a wide variety of
situations in the private as well as the public sector. One of the cases, Pacific Gas
and Electric (B), provides the actual data from a survey on the acceptance of
solar power as a home heating source.
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