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We are pleased to release the second edition of Marketing Research. We were
very encouraged with the reception of the first edition of our book in the mar-
ketplace. We received many positive comments as well as good reviews from
professors of marketing research, both adopters and nonadopters. Further-
more, we have the advantage of having inpur from many practitioners in the
marketing research industry. Many of their suggestions are identified through-
out the book. A formal review, sponsored by Prentice Hall, indicated that the
first edition had many strengths, and we have wisely chosen to bolster these
strengths and, at the same time, bring the book up to date and to provide
even more new insights that we believe will enhance student learning of mar-
keting research.

PURPOSE AND INTENDED AUDIENCE

Of the many positive comments we received about the first edition, we were
constantly reminded that our product met its intended purpose and audience.
Our purpose, once again, is for Marketing Research wo serve as an introduction
to the field of marketing research. It is designed for professors whose major ob-
jectives are to educate students on the purposes, procedures, and applications
of marketing research as well as to introduce them to the various types of firms
in the marketing research industry. The book places much emphasis on learn-
ing fundamental marketing research concepts. It is written at a basic level and
is not intended for professors who wish to emphasize advanced data analysis.

PHILOSOPHY

For many years, authors of marketing research texts proclaimed that their in-
tent was to help students become “users,” as opposed to “doers,” of marketing
research. We broke from this tradition with our first edition by stating that in
addition to emphasizing how a “user” should evaluate a research project, we
believe a research course today should also help students become “doers” of re-
search. Why? Because the age of information has brought about a significant
change in the ability of managers to access information. A few years ago, even
secondary information gathering was the domain of specialists. Today, given
the Internet and the myriad of online and CD-ROM-based information ser-
vices (e.g., Lexis-Nexis™, Dow Jones News/Retrieval Service™, DataStar™,
DataTimes EyeQ™, Dialog™, FirstSearch™, NewsNet™, etc.), everyone
has the ability to search millions of records for pertinent research information.
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Primary data collection and analysis have likewise experienced dramatic
change. Data collection firms and sampling firms make the collection of data
fast and reasonably simple. CATI programs make in-house data collection
much easier. New-generation software, such as SPSS® for Windows®, make
data analysis and report writing available to managers with the time and incli-
nation to learn them. In short, marketing research is no longer just for special-
ists. As these developments continue, we expect to see more in-house research.
More people will become “doers” as well as “users.”

What have we done to make this a book for “users” and “doers” We keep
our process approach; our 11-step marketing research process we used in the
first edition. Beginning in chapter 3, we discuss marketing research as a step-
by-step process, and we refer to this process continually as students make their
way through the text. With each new chapter, we highlight the appropriate
section of the rescarch process so that students always know where they are in
terms of the overall research process. Students are reminded that each section
of the research process is linked to some previous section.

What else have we done to make this a book for “doers™ We devote two
chapters, 6 and 7, to information acquisition. We point out some of the inno-
vations taking place in today’s research environment. Chapter 6 introduces stu-
dents to many of the changes taking place in the availability of secondary data.
The Internet and other ingormation services are updated. Chapter 7 illustrates
many of the syndicated information services available. The latest developments
in this competitive area are highlighted. Second, we devote a complete chapter
to one of the fastest growing areas of research, qualitative research. Third, we
give students special applications ideas by providing marketing research insights
throughout the book. Many of these give students practical insights and pro-
vide example “how tos” on many of the steps of the research process. Fourth,
we provide students with insights on international and ethical issues in re-
search. Finally, but important, we teach students how to use SPSS. Our CD-
ROM-based SPSS Student Assistant provides much of the instructional sup-
port needed to master SPSS. Students completing a course using our book
should know the basics of data analysis and teporting. In the hands of a good
marketing research professor, we believe we have developed a powerful teaching
tool with Marketing Research—and its instructional support ancillaries.

STRENGTHS RETAINED FROM
THE FIRST EDITION

Of course, as always, we listen to our students as they are the true consumers
that we must satisfy. ALl of our improvements have been geared to making
Marketing Research an enjoyable and insightful educational experience. Ac-
cordingly, this edition retains many of the features that made the first edition
successful. You will not find a dramatic departure from the first edition. We
strongly believe the old adage: “If it ain’t broke, don’t fix it!” In Marketing Re-
search you will find the following.

A Managerial Orientation. We wrote Marketing Research us-
ing a managerial orientation. We devote an entire chapter, chapter 4, to the im-
portance of management’s properly defining the rescarch problem. We present
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marketing research as a useful source of information but one that has its own
costs. Students are taught that managers must weigh the benefits of more infor-
mation with the costs of obtaining that information. Throughout the text, a
decision-making approach is used. Students are also taught the many trade-offs
involved in research that managers constantly make; the use of a probability
sample versus 2 nonprobability sample; the effects of under-sampling, and so on.

Real-World Input.  Again, we have relied on our many friends in
the research industry. These individuals, many leaders of large research firms
and industry leaders in their own right, have given us special insight, which
we have included in this edition. Almost every chapter has been reviewed by a
research professional. Marketing Research passes their up-to-date knowledge
and special insights along to students of marketing research.

Global Applications. We noted in the first edition that the
“business world” has become the “world’s business.” Global business has im-
pacted the marketing research industry. Revenues from global research have
increased dramatically as firms use more and more research to help them make
decisions for distant markets. Our globe icon is used throughout the text t
note specific attention to the international aspects of marketing research.

Ethical Issues. This book points out where ethical issues occur in
the conduct of marketing research. Our ethics icon is used throughout the
text to call the student’s attention to an ethical issue. Several cases are also de-
voted to ethical issues.

Marginal Comments. Students will find comments in the mar-
gins. We do this to repeat important points and to serve as effective study guides.

Bold Key Terims. We set key terms in bold print and define them
at that point. We list all key terms at the end of the chapters in order to serve
as a review and study guide.

Review Questions, Applications, Exercises, and
Cases. Each chapter contains a section devoted to review questions and ap-
plications and short cases. These materials are provided to enrich the students
learning of marketing rescarch. Some of the questions require answers that may
be taken direcdy from the text material. Such questions serve to organize and re-
inforce what the student has just read. Other questions or applications require
the students to synthesize the chapter material with other business course mater-
ial. Finally, there are applications that require extensive work outside of class; for
instance, talking with local business firms, looking up additional library material,
or working with SPSS. Professors can assign different questions/applications to
suit their particular course objectives. For example, if a class project is not used in
the course, there is adequate supplementary material at the end of the chapters.

Data Sets. We provide four real-world dara sets that are written onto
students” hard disk drives when they install the SPSS Student Assistant using
the CD-ROM that accompanies the textbook. These data sets are provided to
aid the students in running various analyses using SPSS.

We use the SPSS icon to alert students to SPSS-related material in the
rextbook.

© o m  — — ——
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NEW STRENGTHS OF THE SECOND
EDITION

SPSS Student Assistant. A separatc Windows program on a
CD-ROM has been provided with this textbook. The program is a stand-
alone tutorial for SPSS for Windows. Students are instructed to use the SPSS
Student Assistant by side notes in the textbook. The SPSS Student Assistant
shows the cursor movements and resulting SPSS operations captured as
movies by Lotus ScreenCam™ software. At the end of their review of each
SPSS Student Assistant movie, there is an accompanying test of the basic con-
cepts involved with that menu item.

SPSS Student Version. Through a special arrangement with
SPSS, we are pleased to provide with each purchase of Marketing Research, 2e,
SPSS Student Version. SPSS Student Version is a very powerful software pack-
age. It allows for the analysis of up to 50 variables and 1,500 cases. It contains
aﬁc of the statistical techniques covered in this textbook plus many more. Pren-
tice Hall has an exclusive agreement with SPSS to provide this service.

SPSS for Windows.  The integration of SPSS for Windows is an
important part of our book. With this edition, we use SPSS Version 7.5. The
improvements in SPSS have made our package stronger because the output
and graphing aspects of SPSS are much better. Noze: The text is compatible
with earlier versions of SPSS. However, keystroke instructions (see next sec-
tion) may vary between versions.

SPSS Keystroke Instructions. Marketing Research goes a
step beyond the first edition by providing SPSS keystroke instructions for stu-
dents on critical applications. With all the statistical analyses covered in the
textbook, we indicate the cursor actions and keystrokes necessary to execute
them with SPSS. This “shorthand” approach complements our SPSS Student
Assistant movies as it may not always be convenient for students to review the
movies when they are using SPSS. In addition, SPSS 7.5 provides not only the
traditional SPSS “state-of-the-art” data analysis, but features vastly improved
abilities necessary for reporting dara analysis output. We take this one step
furcher by providing keystroke instructions on how to incorporate SPSS 7.5
output into a word processing program for the purposes of report writing, The
report writing chapter, chapter 19, now contains keystroke instructions on
making graphs and charts and importing this output into word processing
programs.

New, Relevant Examples.  Marketing Research contains current,
relevant examples including General Motors’ research on the electric car, the
EV1. When we introduce students to geodemography, we worked on a page-by-
page example with the firm Claritas to provide a real example of the use of their
geodemography program, MarketReporter™, We also provide an example of
database marketing due to our close relationship with Claritas. In short, we en-
deavored to find in-depth examples illustrating the issue being discussed in the
text. You will find these examples strategically placed in the text to provide rele-
vant and current illustrations of a concept just introduced to the reader.
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Current Industry Changes. As information sources and de-
livery change, so does the marketing research industry. We provide a descrip-
tion of many of these recent changes. For example, the Standard Industrial
Classification (SIC) is changing to the new system referred to as the North
American Industrial Classification System (NAICS). We provide 2 complete
discussion of NAICS, which will become commonplace in the next few years
and, no doubt, will become a necessity for anyone conducting secondary re-
search. Changes in the legal environment that impact marketing research are
also included. The same is true for many of the technological changes in the
industry. We provide, for example, a much more thorough discussion of com-
puter-assisted questionnaire design and data collection. We worked closely
with Mercator Corporation to illustrate some of these developments. Finally,
the Internet is changing the research industry and textbooks, and we have uti-
lized Internet examples and noted homepage sites at various places in Market-
ing Research.

To conclude, Marketing Research, 2e, is an improvement over its forerun-
ner, but we did not abandon the basic approach, style, and presentation for-
mat that made the first edition popular. Rather, we attempted to build on
these strengths and provide you with a current, updated text. We hope you'll
enjoy learning from Marketing Research as much as we enjoyed writing it.

INSTRUCTIONAL SUPPORT

Adopters of this textbook will receive the following ancillary materials to help
them prepare their course and teach it effectively.

Instructor's Manual. A comprehensive Instructors Manual ac-
companies the textbook. The manual includes sample syllabi; chapter sum-
maries; chapter outlines; answers to end-of-chapter questions; hints on mater-
ial coverage; SPSS for Windows and SPSS Student Assistant information; and
a set of transparency masters.

PowerPoint® Presentations. A complete set of chapter-by-
chapter presentations have been created using Microsoft's PowerPoint. Files
will be available to adopters.

Test Bank. A test bank using Prentice Hall’s new and improved test
bank software is available to adopters. All test questions were rewritten by the
authors for this edition of Marketing Research. Both print and electronic ver-
sions are available.

SPSS Student Assistant. As previously noted, a separate
Windows program on a CD-ROM has been provided with this textbook. The
program is a stand-alone tutorial for SPSS for Windows. Students are in-
structed to use the SPSS Student Assistant by side notes in the textbook. At
the end of their review of each SPSS Student Assistant menu item, there is a
set of written exercises to test their comprehension of the basics. The SPSS
Student Assistant shows the cursor movements and resulting SPSS operations
captured as movies by Lotus ScreenCam software.
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SPSS Student Version.  As previously noted, through a special
arrangement with SPSS, we are pleased to provide with each purchase of Mar-
keting Research, 2e, SPSS Student Version. SPSS Student Version is a very
powerful software package. It allows for the analysis of up to 50 variables and
1,500 cases. It contains all of the statistical techniques covered in the textbook
plus many more. Prentice Hall has an exclusive agreement with SPSS to pro-
vide this service.
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LEARNING
OBJECTIVES

* To know what is meant by
the terms “marketing”
and “marketing research”

« Jo understand the role of
marketing research, its
uses, and its
characteristics

* To describe a marketing
information system, and
explain how marketing
research and marketing
information systems differ

GM's EVI, the world’s most energy-efficient car platform.

PRACTITIONER VIEWPOINT

The key determinant ro the quality of decision making is critical thinking
about the decision prior to the collection and analysis of information. Or, as

the old saying goes, ‘A problem well defined is half-solved.”

— Vincent P Barabba
General Motors Corporation



