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   1. Features to make reading more interesting 

FEATURE DESCRIPTION BENEFIT

 Opening vignettes Each chapter begins with a short description of a marketing research 

company’s features or an organization’s services such how � rms deal 

with survey data quality.

Previews the material in the textbook by showing you how it is 

used in marketing research

 Current insights from indus-

try professionals 

“War stories” and recommendations from seasoned practitioners 

of marketing research

Illustrates how the technique or theory should be applied or gives 

some hints on ways to use it effectively

 Global Applications Examples of global marketing research in action Fosters awareness that over one-half of marketing research is per-

formed in international markets

 Ethical Considerations Situations that show how ethical marketing researchers behave using 

the actual code of marketing research standards adopted by the 

Marketing Research Association

Reveals that marketing researchers are aware of ethical dilemmas 

and seek to act honorably

 Practical Applications “Nuts and bolts” examples of how marketing research is performed 

and features new techniques such as neuromarketing

Gives a “learning by seeing” perspective on real-world marketing 

research practice

 Digital Marketing Research 

Applications 

Information is provided on how technology is impacting marketing 

research both as a source of information and the creation of new 

 products designed to cultivate the information

You will see how new innovations create opportunities for mar-

keting research � rms to add new services designed to provide 

information created by the new information sources

 2. Features to help you study for exams 

FEATURE DESCRIPTION BENEFIT

 Chapter objectives Bulleted items listing the major topics and issues addressed in the 

chapter

Alerts you to the major topics that you should recall after reading 

the chapter

 Marginal notes One-sentence summaries of key concepts Reminds you of the central point of the material in that section

 Chapter summaries Summaries of the key points in the chapter Reminds you of the chapter highlights

 Key terms Important terms de� ned within the chapter and listed at the end of the 

chapter.

Helps you assess your knowledge of the chapter material and 

review key topics

 Review questions Assessment questions to challenge your understanding of the theories 

and topics covered within the chapter

Assists you in learning whether you know what you need to know 

about the major topics presented in the chapter

 Companion website The student resources on this website include chapter outlines, case 

study hints, online tests, and PowerPoint slides

Offers online pre- and post-tests, PowerPoint � les, case study 

hints, and SPSS tutorials and datasets

 3. Elements that help you apply the knowledge you’ve gained 

FEATURE DESCRIPTION BENEFIT

 End-of-chapter cases Case studies that ask you to apply the material you’ve learned in the 

chapter

Helps you learn how to use the material that sometimes must be 

customized for a particular marketing research case

 Synthesize Your Learning Exercises that ask you to apply and integrate material from across 

three to four chapters

   •  Overcomes the “silo effect” of studying chapters in isolation  

  •  Enhances learning by showing you how topics and concepts are 

related across chapters   

 Integrated Case A case study running throughout the book which you study through 

end-of-chapter exercises

   •  Simulates a real-world marketing research project running 

across most of the steps in the marketing research process  

  •  Shows you the execution of an entire marketing research project   

 Integration of IBM SPSS 

Statistics Version 23 

The most widely adopted statistical analysis program in the world, 

with annotated screenshots and output, plus step-by-step “how to do 

it” instructions

Teaches you the statistical analysis program that is the standard 

of the marketing research industry.

 Online SPSS datasets SPSS data sets for cases in the textbook, including the integrated case 

at  www.pearsonhighered.com/burns 

   •  Offers easy access to SPSS datasets that you can use without 

worrying about set-up or clean-up  

  • Provides good models for SPSS datasets   

 SPSS student assistant Stand-alone modules with animation and annotated screen shots to show 

you how to use many SPSS features at  www.pearsonhighered.com/burns 

Handy reference for many SPSS functions and features, including 

statistical analyses

                  A BRIEF GUIDE TO GETTING THE MOST FROM THIS BOOK  

http://www.pearsonhighered.com/burns
http://www.pearsonhighered.com/burns


  E I G H T H  E D I T I O N   

     MARKETING 
RESEARCH  



This page intentionally left blank



  Boston    Columbus    Indianapolis    New York    San Francisco    

Amsterdam    Cape Town    Dubai    London    Madrid    Milan    Munich    Paris    Montreal    Toronto 

Delhi    Mexico City    São Paulo    Sydney    Hong Kong    Seoul    Singapore    Taipei    Tokyo 

    Alvin C. Burns  
   Louisiana State University     

    Ann Veeck  
   Western Michigan University     

    Ronald F. Bush  
   University of West Florida     

   MARKETING 
RESEARCH  

  E I G H T H  E D I T I O N  



 ISBN 10: 0-13-416740-6 

 ISBN 13: 978-0-13-416740-4   

     Vice President, Business Publishing: Donna Battista 

 Editor-in-Chief: Stephanie Wall 

 Editor-in-Chief: Ashley Dodge 

 Senior Sponsoring Editor: Neeraj Bhalla 

 Editorial Assistant: Eric Santucci 

 Vice President, Product Marketing: 

Maggie Moylan 

 Director of Marketing, Digital Services and 

Products: Jeanette Koskinas 

 Field Marketing Manager: Lenny Ann Raper 

 Product Marketing Assistant: Jessica Quazza 

 Team Lead, Program Management: 

Ashley Santora 

 Team Lead, Project Management: Jeff Holcomb 

 Project Manager: Becca Groves 

 Operations Specialist: Carol Melville 

 Creative Director: Blair Brown 

 Art Director: Janet Slowik 

 Vice President, Director of Digital Strategy and 

Assessment: Paul Gentile 

 Manager of Learning Applications: Paul DeLuca 

 Full-Service Project Management, Composition 

and Design: Cenveo ®  Publisher Services 

 Printer/Binder: RR Donnelly/Willard 

 Cover Printer: Phoenix Color/Hagerstown  

  Microsoft and/or its respective suppliers make no representations about the suitability of the information 

contained in the documents and related graphics published as part of the services for any purpose. All such 

documents and related graphics are provided “as is” without warranty of any kind. Microsoft and/or its 

respective suppliers hereby disclaim all warranties and conditions with regard to this information, including 

all warranties and conditions of merchantability, whether express, implied or statutory, fitness for a particular 

purpose, title and non-infringement. In no event shall Microsoft and/or its respective suppliers be liable for any 

special, indirect or consequential damages or any damages whatsoever resulting from loss of use, data or profits, 

whether in an action of contract, negligence or other tortious action, arising out of or in connection with the use 

or performance of information available from the services. 

 The documents and related graphics contained herein could include technical inaccuracies or typographical 

errors. Changes are periodically added to the information herein. Microsoft and/or its respective suppliers may 

make improvements and/or changes in the product(s) and/or the program(s) described herein at any time. Partial 

screen shots may be viewed in full within the software version specified. 

 Microsoft ®  and Windows ®  are registered trademarks of the Microsoft Corporation in the U.S.A. and other 

countries. This book is not sponsored or endorsed by or affiliated with the Microsoft Corporation. 

 IBM, the IBM logo, ibm.com, and SPSS are trademarks or registered trademarks of International Business 

Machines Corporation,registered in many jurisdictions worldwide. Other product and service names might 

be trademarks of IBM or other companies. A current list of IBM trademarks is available on the Web at “IBM 

Copyright and trademark information” at www.ibm.com/legal/copytrade.shtml. 

 Copyright © 2017, 2014, 2010, by Pearson Education, Inc. or its affiliates. All Rights Reserved. Manufactured 

in the United States of America. This publication is protected by copyright, and permission should be obtained 

from the publisher prior to any prohibited reproduction, storage in a retrieval system, or transmission in any 

form or by any means, electronic, mechanical, photocopying, recording, or otherwise. For information regarding 

permissions, request forms, and the appropriate contacts within the Pearson Education Global Rights and 

Permissions department, please visit  www.pearsoned.com/permissions/ . 

 Acknowledgments of third-party content appear on the appropriate page within the text. 

 PEARSON, ALWAYS LEARNING is an exclusive trademark owned by Pearson Education, Inc. or its affiliates 

in the U.S. and/or other countries. 

 Unless otherwise indicated herein, any third-party trademarks, logos, or icons that may appear in this work are the 

property of their respective owners, and any references to third-party trademarks, logos, icons, or other trade dress 

are for demonstrative or descriptive purposes only. Such references are not intended to imply any sponsorship, 

endorsement, authorization, or promotion of Pearson’s products by the owners of such marks, or any relationship 

between the owner and Pearson Education, Inc., or its affiliates, authors, licensees, or distributors.  

   Library of Congress Cataloging-in-Publication Data is on file at the Library of Congress.  

 10  9  8  7  6  5  4  3  2  1 

http://www.ibm.com/legal/copytrade.shtml
http://www.pearsoned.com/permissions/


   Only we know how much our spouses, Jeanne, Greg, and 
Libbo, have sacrificed during the times we have devoted 
to this book. We are fortunate in that, for all of us, 
our spouses are our best friends and smiling supporters. 

    Al Burns,  

   Louisiana State University     

    Ann Veeck,  

   Western Michigan University     

    Ron Bush,  

   University of West Florida       



      Preface    xxi      

        Chapter    1  Introduction to Marketing Research   2    

      Chapter    2  The Marketing Research Industry   18    

      Chapter    3  The Marketing Research Process and Defining the Problem 
and Research Objectives   36    

      Chapter    4  Research Design   60    

      Chapter    5  Secondary Data and Packaged Information   84    

      Chapter    6  Qualitative Research Techniques   112    

      Chapter    7  Evaluating Survey Data Collection Methods   140    

      Chapter    8  Understanding Measurement, Developing Questions, 
and Designing the Questionnaire   174    

      Chapter    9  Selecting the Sample   206    

      Chapter   10  Determining the Size of a Sample   232    

      Chapter   11  Dealing with Fieldwork and Data Quality Issues   258    

      Chapter   12  Using Descriptive Analysis, Performing Population Estimates, 
and Testing Hypotheses   284    

      Chapter   13  Implementing Basic Differences Tests   320    

      Chapter   14  Making Use of Associations Tests   346    

      Chapter   15  Understanding Regression Analysis Basics   376    

      Chapter   16  The Research Report   402      

      Endnotes   431    

    Name Index   447    

    Subject Index   451       

   Brief Contents  

vi



      Preface    xxi      

        Chapter    1  Introduction to Marketing Research   2   
        1- 1  Marketing Research Is Part of Marketing   4   

     The Philosophy of the Marketing Concept Guides 
Managers’ Decisions   6    

    The “Right” Marketing Strategy   6      

      1- 2  What Is Marketing Research?   7   

     Is It Market ing  Research or Market Research?   7    

    The Function of Marketing Research   7      

      1- 3  What Are the Uses of Marketing Research?   8   

     Identifying Market Opportunities and Problems   8    

    Generating, Refining, and Evaluating Potential Marketing Actions   8   

     Selecting Target Markets   9    

    Product Research   9    

    Pricing Research   9    

    Promotion Research   9    

    Distribution Research   9      

    Monitoring Marketing Performance   10    

    Improving Marketing as a Process   10    

    Marketing Research Is Sometimes Wrong   11      

      1- 4  The Marketing Information System   11   

     Components of an MIS   12   

     Internal Reports System   12    

    Marketing Intelligence System   12    

    Marketing Decision Support System (DSS)   12    

    Marketing Research System   13          

      Summary   14     •     Key Terms   15     •     Review Questions/
Applications   15    

     Case    1. 1  Anderson Construction   16    

     Case    1. 2  Integrated Case: Auto Concepts   16       

      Chapter    2  The Marketing Research Industry   18   
        2- 1  Evolution of an Industry   20   

     Earliest Known Studies   20    

    Why Did the Industry Grow?   20    

    The 20th Century Led to a “Mature Industry”   21      

      2- 2  Who Conducts Marketing Research?   21   

     Client-Side Marketing Research   21    

    Supply-Side Marketing Research   23      

      2- 3  The Industry Structure   23   

     Firm Size by Revenue   23    

    Types of Firms and Their Specialties   24    

    Industry Performance   24      

    Contents   

vii



viii    CONTENTS

      2- 4  Challenges to the Marketing Research Industry   26   

     New and Evolving Sources of Data and Methods   26    

    Effective Communication of Results   28    

    Need for Talented and Skilled Employees   28      

      2- 5  Industry Initiatives   28   

     Industry Performance Initiatives   28    

    Best Practices   28   

     Maintaining Public Credibility of Research   28    

    Monitoring Industry Trends   29    

    Improving Ethical Conduct   29    

    Certification of Qualified Research Professionals   30    

    Continuing Education   31        

      2- 6  A Career in Marketing Research   32   

     Where You’ve Been and Where You’re Headed!   33        

      Summary   33     •     Key Terms   33     •     Review Questions/
Applications   34    

     Case    2. 1  Heritage Research Associates   34       

      Chapter    3  The Marketing Research Process and Defining 
the Problem and Research Objectives   36   
        3- 1  The Marketing Research Process   37   

     The 11-Step Process   37    

    Caveats to a Step-by-Step Process   38   

     Why 11 Steps?   38    

    Not All Studies Use All 11 Steps   39    

    Steps Are Not Always Followed in Order   39      

    Introducing “Where We Are”   39    

    Step 1: Establish the Need for Marketing Research   39   

     The Information Is Already Available   40    

    The Timing Is Wrong to Conduct Marketing Research   40    

    Costs Outweigh the Value of Marketing Research   41      

    Step 2: Define the Problem   41    

    Step 3: Establish Research Objectives   41    

    Step 4: Determine Research Design   42    

    Step 5: Identify Information Types and Sources   42    

    Step 6: Determine Methods of Accessing Data   42    

    Step 7: Design Data Collection Forms   42    

    Step 8: Determine the Sample Plan and Size   43    

    Step 9: Collect Data   43    

    Step 10: Analyze Data   43    

    Step 11: Prepare and Present the Final Research Report   44      

      3- 2  Defining the Problem   44   

     1. Recognize the Problem   45   

     Failure to Meet an Objective   45    

    Identification of an Opportunity   45      

    2. Understand the Background of the Problem   46   

     Conduct a Situation Analysis   46    

    Clarify the Symptoms   47    

    Determine the Probable Causes of the Symptom   47    

    Determine Alternative Decisions   48      



 CONTENTS    ix

    3. Determine What Decisions Need to Be Made   48   

     Specify Decision Alternatives   48    

    Weigh the Alternatives   48      

    4. Identify What Additional Information Is Needed   49   

     Inventory the Current Information State   49    

    Identify the Information Gaps   49      

    5. Formulate the Problem Statement   50      

      3- 3  Research Objectives   50   

     Using Hypotheses   51    

    Defining Constructs   51   

     What Is the Unit of Measurement?   52    

    What Is the Proper Frame of Reference?   53        

      3- 4  Action Standards   53   

     Impediments to Problem Definition   54      

      3- 5  The Marketing Research Proposal   55   

     Elements of the Proposal   55    

    Ethical Issues and the Research Proposal   56        

      Summary   56     •     Key Terms   57     •     Review Questions/
Applications   57    

     Case    3. 1  Golf Technologies, Inc.   58    

     Case    3. 2  Integrated Case: Auto Concepts   59       

      Chapter    4  Research Design   60   
        4- 1  Research Design   62   

     Why Is Knowledge of Research Design Important?   62      

      4- 2  Three Types of Research Designs   63   

     Research Design: A Caution   64      

      4- 3  Exploratory Research   64   

     Uses of Exploratory Research   65   

     Gain Background Information   65    

    Define Terms   65    

    Clarify Problems and Hypotheses   65    

    Establish Research Priorities   66      

    Methods of Conducting Exploratory Research   66   

     Secondary Data Analysis   66    

    Experience Surveys   66    

    Case Analysis   66    

    Focus Groups   68        

      4- 4  Descriptive Research   68   

     Classification of Descriptive Research Studies   69      

      4- 5  Causal Research   72   

     Experiments   72    

    Experimental Design   73   

     Before-After with Control Group   74      

    How Valid Are Experiments?   75    

    Types of Experiments   76      

      4- 6  Test Marketing   77   

     Types of Test Markets   77   

     Standard Test Market   77    

    Controlled Test Markets   77    



x    CONTENTS

    Electronic Test Markets   78    

    Simulated Test Markets   79      

    Selecting Test-Market Cities   79    

    Pros and Cons of Test Marketing   79        

      Summary   80     •     Key Terms   81     •     Review Questions/
Applications   81    

     Case    4. 1  Memos from a Researcher   82       

      Chapter    5  Secondary Data and Packaged Information   84   
        5- 1  Big Data   86    

      5- 2  Primary Versus Secondary Data   86   

     Uses of Secondary Data   88      

      5- 3  Classification of Secondary Data   89   

     Internal Secondary Data   89    

    External Secondary Data   90   

     Published Sources   92    

    Official Statistics   93    

    Data Aggregators   94        

      5- 4  Advantages and Disadvantages of Secondary Data   94   

     Advantages of Secondary Data   94    

    Disadvantages of Secondary Data   94   

     Incompatible Reporting Units   94    

    Mismatched Measurement Units   94    

    Unusable Class Definitions   95    

    Outdated Data   95        

      5- 5  Evaluating Secondary Data   95   

     What Was the Purpose of the Study?   95    

    Who Collected the Information?   96    

    What Information Was Collected?   96    

    How Was the Information Obtained?   96    

    How Consistent Is the Information with Other Information?   98      

      5- 6  The American Community Survey   98    

      5- 7  What Is Packaged Information?   99   

     Syndicated Data   99    

    Packaged Services   101      

      5- 8  Advantages and Disadvantages of Packaged 
Information   102   

     Syndicated Data   102    

    Packaged Services   102      

      5- 9  Applications of Packaged Information   102   

     Measuring Consumer Attitudes and Opinions   103    

    Market Segmentation   103    

    Monitoring Media Usage and Promotion Effectiveness   103    

    Market Tracking Studies   104      

      5- 10  Social Media Data   104   

     Types of Information   104   

     Reviews   105    

    Tips   105    

    New Uses   105    

    Competitor News   105      

    Advantages and Disadvantages of Social Media Data   105    

    Tools to Monitor Social Media   106      



 CONTENTS    xi

      5- 11  Internet of Things   106      

      Summary   108     •     Key Terms   109     •     Review Questions/
Applications   109    

     Case    5. 1  The Men’s Market for Athleisure   110       

      Chapter    6  Qualitative Research Techniques   112   
        6- 1  Quantitative, Qualitative, and Mixed Methods 
Research   113    

      6- 2  Observation Techniques   116   

     Types of Observation   116   

     Direct Versus Indirect   116    

    Covert Versus Overt   117    

    Structured Versus Unstructured   117    

    In Situ Versus Invented   117      

    Appropriate Conditions for the Use of Observation   117    

    Advantages of Observational Data   118    

    Limitations of Observational Data   118      

      6- 3  Focus Groups   119   

     How Focus Groups Work   120    

    Online Focus Groups   121    

    Advantages of Focus Groups   121    

    Disadvantages of Focus Groups   122    

    When Should Focus Groups Be Used?   122    

    When Should Focus Groups Not Be Used?   122    

    Some Objectives of Focus Groups   122    

    Operational Aspects of Traditional Focus Groups   123   

     How Many People Should Be in a Focus Group?   123    

    Who Should Be in the Focus Group?   123    

    How Many Focus Groups Should Be Conducted?   124    

    How Should Focus Group Participants Be Recruited 
and Selected?   124    

    Where Should a Focus Group Meet?   124    

    When Should the Moderator Become Involved in the 
Research Project?   125    

    How Are Focus Group Results Reported and Used?   125    

    What Other Benefits Do Focus Groups Offer?   125        

      6- 4  Ethnographic Research   126   

     Mobile Ethnography   126    

    Netnography   127      

      6- 5  Marketing Research Online Communities   128    

      6- 6  Other Qualitative Research Techniques   129   

     In-Depth Interviews   129    

    Protocol Analysis   130    

    Projective Techniques   131   

     Word-Association Test   131    

    Sentence-Completion Test   131    

    Picture Test   132    

    Cartoon or Balloon Test   132    

    Role-Playing Activity   132      

    Neuromarketing   133   

     Neuroimaging   133    



xii    CONTENTS

    Eye Tracking   134    

    Facial Coding   134    

    The Controversy   134      

    Still More Qualitative Techniques   134        

      Summary   136     •     Key Terms   137     •     Review Questions/
Applications   137    

     Case    6. 1  The College Experience   138    

     Case    6. 2  Integrated Case: Auto Concepts   139       

      Chapter    7  Evaluating Survey Data Collection Methods   140   
        7- 1  Advantages of Surveys   142    

      7- 2  Modes of Data Collection   144   

     Data Collection and Impact of Technology   144    

    Person-Administered Surveys   145   

     Advantages of Person-Administered Surveys   145    

    Disadvantages of Person-Administered Surveys   146      

    Computer-Assisted Surveys   147   

     Advantages of Computer-Assisted Surveys   147    

    Disadvantages of Computer-Assisted Surveys   147      

    Self-Administered Surveys   148   

     Advantages of Self-Administered Surveys   148    

    Disadvantages of Self-Administered Surveys   148      

    Computer-Administered Surveys   149   

     Advantages of Computer-Administered Surveys   149    

    Disadvantage of Computer-Administered Surveys   150      

    Mixed-Mode Surveys   150   

     Advantage of Mixed-Mode Surveys   150    

    Disadvantages of Mixed-Mode Surveys   150        

      7- 3  Descriptions of Data Collection Methods   151   

     Person-Administered/Computer-Assisted Interviews   152   

     In-Home Surveys   152    

    Mall-Intercept Surveys   153    

    In-Office Surveys   154    

    Telephone Surveys   154      

    Computer-Administered Interviews   158   

     Fully Automated Survey   158    

    Online Surveys   159      

    Self-Administered Surveys   161   

     Group Self-Administered Survey   161    

    Drop-Off Survey   161    

    Mail Survey   162        

      7- 4  Working with a Panel Company   163   

     Advantages of Using a Panel Company   164    

    Disadvantages of Using a Panel Company   164    

    Top Panel Companies   165      

      7- 5  Choice of the Survey Method   166   

     How Fast Is the Data Collection?   167    

    How Much Does the Data Collection Cost?   167    

    How Good Is the Data Quality?   167    

    Other Considerations   168        



      Summary   169     •     Key Terms   170     •     Review Questions/
Applications   170    

     Case    7. 1  Machu Picchu National Park Survey   171    

     Case    7. 2  Advantage Research, Inc.   172       

      Chapter    8  Understanding Measurement, Developing Questions, 
and Designing the Questionnaire   174   
        8- 1  Basic Measurement Concepts   175    

      8- 2  Types of Measures   176   

     Nominal Measures   176    

    Ordinal Measures   177    

    Scale Measures   177      

      8- 3  Interval Scales Commonly Used in Marketing Research   179   

     The Likert Scale   179    

    The Semantic Differential Scale   180    

    The Stapel Scale   182    

    Two Issues with Interval Scales Used in Marketing Research   183    

    The Scale Should Fit the Construct   184      

      8- 4  Reliability and Validity of Measurements   185    

      8- 5  Designing a Questionnaire   186   

     The Questionnaire Design Process   186      

      8- 6  Developing Questions   187   

     Four Dos of Question Wording   188   

     The Question Should Be Focused on a Single Issue or Topic   188    

    The Question Should Be Brief   188    

    The Question Should Be Grammatically Simple   188    

    The Question Should Be Crystal Clear     189      

    Four Do Not’s of Question Wording   189   

     Do Not “Lead” the Respondent to a Particular Answer   189    

    Do Not Use “Loaded” Wording or Phrasing   190    

    Do Not Use a “Double-Barreled” Question   190    

    Do Not Use Words That Overstate the Case   190        

      8- 7  Questionnaire Organization   192   

     The Introduction   193   

     Who is Doing the Survey?   193    

    What is the Survey About?   193    

    How did You Pick Me?   193    

    Motivate Me to Participate   193    

    Am I Qualified to Take Part?   194      

    Question Flow   194      

      8- 8  Computer-Assisted Questionnaire Design   197   

     Question Creation   197    

    Skip and Display Logic   198    

    Data Collection and Creation of Data Files   198    

    Ready-Made Respondents   198    

    Data Analysis, Graphs, and Downloading Data   198    

        8- 9  Finalize the Questionnaire   199   

     Coding the Questionnaire   199    

    Pretesting the Questionnaire   200        

      Summary   202     •     Key Terms   202     •     Review Questions/
Applications   203    

 CONTENTS    xiii



     Case    8. 1  Extreme Exposure Rock Climbing Center Faces 
The Krag   204    

     Case    8. 2  Integrated Case: Auto Concepts   205       

      Chapter    9  Selecting the Sample   206   
        9- 1  Basic Concepts in Samples and Sampling   208   

     Population   208    

    Census   208    

    Sample and Sample Unit   209    

    Sample Frame and Sample Frame Error   209    

    Sampling Error   210      

      9- 2  Reasons for Taking a Sample   210    

      9- 3  Probability Versus Nonprobability Sampling Methods   211    

      9- 4  Probability Sampling Methods   212          

     Simple Random Sampling   212    

    Systematic Sampling   215    

    Cluster Sampling   218    

    Stratified Sampling   220        

      9- 5  Nonprobability Sampling Methods   223          

     Convenience Samples   223    

    Purposive Samples   225    

    Chain Referral Samples   226    

    Quota Samples   226        

      9- 6  Online Sampling Techniques   226   

     Online Panel Samples   227    

    River Samples   227    

    Email List Samples   227      

      9- 7  Developing a Sample Plan   227      

      Summary   228     •     Key Terms   228     •     Review Questions/
Applications   229    

     Case    9. 1  Peaceful Valley Subdivision: Trouble in Suburbia   230    

     Case    9. 2  Jet’s Pets   231       

      Chapter    10  Determining the Size of a Sample   232   
        10- 1  Sample Size Axioms   235    

      10- 2  The Confidence Interval Method of Determining 
Sample Size   235   

     Sample Size and Accuracy   236    

     p  and  q:  The Concept of Variability   237    

    The Concept of a Confidence Interval   239    

    How Population Size ( N ) Affects Sample Size   241      

      10- 3  The Sample Size Formula   241   

     Determining Sample Size via the Confidence Interval Formula   241   

     Variability:  p  ×  q    242    

    Acceptable Margin of Sample Error:  e    242    

    Level of Confidence:  z    242        

      10- 4  Practical Considerations in Sample Size 
Determination   244   

     How to Estimate Variability in the Population   245    

    How to Determine the Amount of Acceptable Sample Error   245    

xiv    CONTENTS



 CONTENTS    xv

    How to Decide on the Level of Confidence   245    

    How to Balance Sample Size with the Cost of Data Collection   246      

      10- 5  Other Methods of Sample Size Determination   246   

     Arbitrary “Percent Rule of Thumb” Sample Size   247    

    Conventional Sample Size Specification   248    

    Statistical Analysis Requirements Sample Size Specification   248    

    Cost Basis of Sample Size Specification   249      

      10- 6  Three Special Sample Size Determination Situations   250   

     Sampling from Small Populations   250    

    Sample Size Using Nonprobability Sampling   251    

    Sampling from Panels   253        

      Summary   253     •     Key Terms   254     •     Review Questions/
Applications   254    

     Case    10. 1  Target: Deciding on the Number of Telephone 
Numbers   256    

     Case    10. 2  Scope Mouthwash   257       

      Chapter    11  Dealing with Fieldwork and Data Quality Issues   258   
        11- 1  Data Collection and Nonsampling Error   259    

      11- 2  Possible Errors in Field Data Collection   260   

     Intentional Fieldworker Errors   260    

    Unintentional Fieldworker Errors   261    

    Intentional Respondent Errors   263    

    Unintentional Respondent Errors   263      

      11- 3  Field Data Collection Quality Controls   266   

     Control of Intentional Fieldworker Error   266    

    Control of Unintentional Fieldworker Error   267    

    Control of Intentional Respondent Error   268    

    Control of Unintentional Respondent Error   269    

    Final Comment on the Control of Data Collection Errors   269      

      11- 4  Nonresponse Error   270   

     Refusals to Participate in the Survey   271    

    Break-offs During the Interview   271    

    Refusals to Answer Specific Questions (Item Omission)   271    

    What Is a Completed Interview?   271    

    Measuring Response Rate in Surveys   272      

      11- 5  How Panel Companies Control Error   274    

      11- 6  Dataset, Coding Data, and the Data Code Book   275    

      11- 7  Data Quality Issues   276   

     What to Look for in Raw Data Inspection   277   

     Incomplete Response   277    

    Nonresponses to Specific Questions (Item Omissions)   277    

    Yea- or Nay-Saying Patterns   277    

    Middle-of-the-Road Patterns   278    

    Other Data Quality Problems   278    

    How to Handle Data Quality Issues   278          

      Summary   280     •     Key Terms   280     •     Review Questions/
Applications   280    

     Case    11. 1  Skunk Juice   281    

     Case    11. 2  Sony Televisions Ultra HD TV Survey   282       



      Chapter    12  Using Descriptive Analysis, Performing Population 
Estimates, and Testing Hypotheses   284   
        12- 1  Types of Statistical Analyses Used in Marketing 
Research   287   

     Descriptive Analysis   287    

    Inference Analysis   288    

    Difference Analysis   288    

    Association Analysis   288    

    Relationships Analysis   288      

      12- 2  Understanding Descriptive Analysis   289   

     Measures of Central Tendency: Summarizing the “Typical” 
Respondent   289   

     Mode   289    

    Median   289    

    Mean   290      

    Measures of Variability: Relating the Diversity of Respondents   290   

     Frequency and Percentage Distribution   290    

    Range   291    

    Standard Deviation   291        

      12- 3  When to Use a Particular Descriptive Measure   292    

      12- 4  The Auto Concepts Survey: Obtaining Descriptive 
Statistics with SPSS   293   

     Integrated Case   293    

    Use SPSS to Open Up and Use the Auto Concepts Dataset   294    

    Obtaining a Frequency Distribution and the Mode with SPSS   295    

    Finding the Median with SPSS   296    

    Finding the Mean, Range, and Standard Deviation with SPSS   297      

      12- 5  Reporting Descriptive Statistics to Clients   299   

     Reporting Scale Data (Ratio and Interval Scales)   299    

    Reporting Nominal or Categorical Data   300      

      12- 6  Statistical Inference: Sample Statistics and Population 
Parameters   301    

      12- 7  Parameter Estimation: Estimating the Population 
Percent or Mean   302   

     Sample Statistic   303    

    Standard Error   303    

    Confidence Intervals   305    

    How to Interpret an Estimated Population Mean 
or Percentage Range   306      

      12- 8  The Auto Concepts Survey: How to Obtain and Use a 
Confidence Interval for a Mean with SPSS   307    

      12- 9  Reporting Confidence Intervals to Clients   308    

      12- 10  Hypothesis Tests   310   

     Test of the Hypothesized Population Parameter Value   310    

    Auto Concepts: How to Use SPSS to Test a Hypothesis for a Mean   312      

      12- 11  Reporting Hypothesis Tests to Clients   314      

      Summary   315     •     Key Terms   315     •     Review Questions/
Applications   315    

     Case    12. 1  L’Experience Félicité Restaurant Survey Descriptive 
and Inference Analysis   316    

     Case    12. 2  Integrated Case: Auto Concepts Descriptive 
and Inference Analysis   318       

xvi    CONTENTS



      Chapter    13  Implementing Basic Differences Tests   320   
        13- 1  Why Differences Are Important   321    

      13- 2  Small Sample Sizes: The Use of a  t  Test or a  z  Test 
and How SPSS Eliminates the Worry   324    

      13- 3  Testing for Significant Differences Between 
Two Groups   325   

     Differences Between Percentages with Two Groups 
(Independent Samples)   325    

    How to Use SPSS for Differences Between Percentages of 
Two Groups   328    

    Differences Between Means with Two Groups (Independent 
Samples)   328      

     Integrated Case:  The Auto Concepts Survey: How to Perform an 
Independent Sample   330    

      13- 4  Testing for Significant Differences in Means Among More 
Than Two Groups: Analysis of Variance   334   

     Basics of Analysis of Variance   334    

    Post Hoc Tests: Detect Statistically Significant Differences Among 
Group Means   336      

     Integrated Case:  Auto Concepts: How to Run Analysis 
of Variance on SPSS   336   

     Interpreting ANOVA (Analysis of Variance)   339      

      13- 5  Reporting Group Differences Tests to Clients   339    

      13- 6  Differences Between Two Means Within the Same Sample 
(Paired Sample)   339    

     Integrated Case:  The Auto Concepts Survey: How to Perform a 
Paired Samples  t  test   341    

      13- 7  Null Hypotheses for Differences Tests Summary   342      

      Summary   343     •     Key Terms   343     •     Review Questions/
Applications   343    

     Case    13. 1  L’Experience Félicité Restaurant Survey Differences 
Analysis   345    

     Case    13. 2  Integrated Case: The Auto Concepts Survey Differences 
Analysis   345       

      Chapter    14  Making Use of Associations Tests   346   
        14- 1  Types of Relationships Between Two Variables   348   

     Linear and Curvilinear Relationships   348    

    Monotonic Relationships   349    

    Nonmonotonic Relationships   350      

      14- 2  Characterizing Relationships Between Variables   350   

     Presence   350    

    Direction (or Pattern)   350    

    Strength of Association   351      

      14- 3  Correlation Coefficients and Covariation   352   

     Rules of Thumb for Correlation Strength   352    

    The Correlation Sign: The Direction of the Relationship   353    

    Graphing Covariation Using Scatter Diagrams   353      

      14- 4  The Pearson Product Moment Correlation Coefficient   354    

     Integrated Case:  Auto Concepts: How to Obtain Pearson 
Product Moment Correlation(s) with SPSS   357    

      14- 5  Reporting Correlation Findings to Clients   359    

 CONTENTS    xvii



      14- 6  Cross-Tabulations   359   

     Cross-Tabulation Analysis   360    

    Types of Frequencies and Percentages in a Cross-Tabulation Table   360      

      14- 7  Chi-Square Analysis   363   

     Observed and Expected Frequencies   363    

    The Computed x 2  Value   364    

    The Chi-Square Distribution   364    

    How to Interpret a Chi-Square Result   366      

     Integrated Case:  Auto Concepts: Analyzing Cross-Tabulations 
for Significant Associations by Performing Chi-Square Analysis 
with SPSS   368    

      14- 8  Reporting Cross-Tabulation Findings to Clients   370    

      14- 9  Special Considerations in Association Procedures   370      

      Summary   372     •     Key Terms   372     •     Review Questions/
Applications   373    

     Case    14. 1  L’Experience Félicité Restaurant Survey 
Associative Analysis   374    

     Case    14. 2  Integrated Case: The Auto Concepts Survey Associative 
Analysis   375       

      Chapter    15  Understanding Regression Analysis Basics   376   
        15- 1  Bivariate Linear Regression Analysis   377   

     Basic Concepts in Regression Analysis   378   

     Independent and Dependent Variables   378    

    Computing the Slope and the Intercept   378      

    How to Improve a Regression Analysis Finding   378      

      15- 2  Multiple Regression Analysis   380   

     An Underlying Conceptual Model   380    

    Multiple Regression Analysis Described   382   

     Basic Assumptions in Multiple Regression   382        

     Integrated Case:  Auto Concepts: How to Run and Interpret 
Multiple Regression Analysis on SPSS   385   

     “Trimming” the Regression for Significant Findings   386    

    Special Uses of Multiple Regression Analysis   387   

     Using a “Dummy” Independent Variable   387    

    Using Standardized Betas to Compare the Importance 
of Independent Variables   388    

    Using Multiple Regression as a Screening Device   388    

    Interpreting the Findings of Multiple Regression Analysis   389        

      15- 3  Stepwise Multiple Regression   392   

     How to Do Stepwise Multiple Regression with SPSS   392    

    Step-by-Step Summary of How to Perform Multiple Regression 
Analysis   392      

      15- 4  Warnings Regarding Multiple Regression Analysis   393    

      15- 5  Reporting Regression Findings to Clients   395      

      Summary   398     •     Key Terms   398     •     Review Questions/
Applications   398    

     Case    15. 1  L’Experience Félicité Restaurant Survey 
Regression Analysis   400    

     Case    15. 2  Integrated Case: Auto Concepts Segmentation 
Analysis   400       

xviii    CONTENTS



      Chapter    16  The Research Report   402   
        16- 1  The Importance of the Marketing Research Report   405   

     Improving the Efficiency of Report Writing   405      

      16- 2  Know Your Audience   405    

      16- 3  Avoid Plagiarism!   406    

      16- 4  Elements of the Report   407   

     Front Matter   407   

     Title Page   408    

    Letter of Authorization   408    

    Letter/Memo of Transmittal   409    

    Table of Contents   410    

    List of Illustrations   411    

    Abstract/Executive Summary   411      

    Body   412   

     Introduction   412    

    Research Objectives   412    

    Method   412    

    Method or Methodology?   412    

    Results   413    

    Limitations   413    

    Conclusions and Recommendations   413      

    End Matter   414      

      16- 5  Guidelines and Principles for the Written Report   414   

     Headings and Subheadings   414    

    Visuals   414    

    Style   415      

      16- 6  Using Visuals: Tables and Figures   416   

     Tables   416    

    Pie Charts   416    

    Bar Charts   419    

    Line Graphs   419    

    Flow Diagrams   421      

      16- 7  Producing an Appropriate Visual   421    

      16- 8  Presenting Your Research Orally   422    

      16- 9  Alternative Ways to Present Findings   422   

     Videos   424    

    Infographics   425      

      16- 10  Disseminating Results Throughout an Organization   425   

     Dashboards   425        

      Summary   426     •     Key Terms   427     •     Review Questions/
Applications   427    

     Case    16. 1  Integrated Case: Auto Concepts: Report Writing   428    

     Case    16. 2  Integrated Case: Auto Concepts: Making a PowerPoint 
Presentation   429         

      Endnotes   431    

    Name Index   447    

    Subject Index   451       

 CONTENTS    xix



This page intentionally left blank



   What’s New and What’s Tried and True 
in the Eighth Edition?  

    ■ New! Ann Veeck, Co-author.    The eighth edition of  Marketing Research  heralds a sig-

nificant change in authors. For the past seven editions, this textbook has been authored 

by Al Burns and Ron Bush. Ron shifted into retirement soon after the seventh edition 

was published, and Ann Veeck came aboard. Ann has impeccable credentials, includ-

ing a Master of Marketing Research degree from the Terry College of Business at the 

University of Georgia. Ann has taught marketing research and used Burns and Bush 

textbook editions for a number of years. Ann’s contributions appear throughout the 

eighth edition and especially in coverage of the marketing research industry, the market-

ing research process and problem definition, research design, secondary and packaged 

information, and qualitative research techniques. Ann is also on top of digital market-

ing research and big data analytics. Those adopters who have used previous editions 

of  Marketing Research  will nevertheless recognize coverage and contributions by Ron 

Bush and, while Ron is not an active writer of the eighth edition, we have retained his 

name as co-author for this reason. So the eighth edition of  Marketing Research  marks 

the transition of Burns and Bush to Burns, Veeck, and Bush, with the expectation that 

the ninth edition will be Burns and Veeck. 

   Benefit:   As a longtime user of  Marketing Research  and an accomplished teacher of 

countless marketing research students, Ann’s contributions continue the tradition of 

intuitive and immediately understandable coverage of this subject matter.  

   ■ New! Big Changes in the Industry, Subtle Shifts in the Textbook.    Those of us in the 

marketing research business cannot help but notice the huge changes taking place. Big 

data and marketing analytics have arrived; social media marketing research practices 

are on the scene; qualitative research has become much more common; technological 

innovations happen daily; panels have become the way of surveys; data visualization, 

infographics, and dashboards are the preferred presentation vehicles. As seasoned 

marketing educators and perceptive textbook authors, we are well aware that instruc-

tors intensely dislike dramatic changes in new editions of textbooks they have used for 

some time. So, we have addressed the big changes in marketing research not with a 

major rewriting of the tried-and-true coverage in prior editions but with a more evolu-

tionary approach by adding new sections, composing Marketing Research Insights as 

illustrations, and recasting some chapter sections to be consistent with current practice. 

We advise the adopters of the eighth edition to do as we do. When teaching marketing 

research to our own students, we use the text book  coverage as a springboard to current 

practices and examples that we glean by keeping up with  Quirk’s Marketing Research 

Review ,  GreenBook , and other marketing research industry news sources. 

   Benefit:   Adopters of the eighth edition will notice the modernization of coverage, 

but they will not be shocked or inconvenienced by huge changes in organization, 

topic coverage, and flow of material in the text book .  

   ■ New! Digital Marketing Research.    We firmly believe that new technologies, princi-

pally computer-based innovations, are profoundly changing the practice of marketing 

research, and while we termed it  social media marketing research  and  mobile marketing 

research  in our previous edition, those terms do not completely capture what is happen-

ing. So, we have opted to use  digital marketing research  as our catchphrase, which we 
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believe subsumes social media marketing and mobile marketing research, all techno-

logical shifts such as the huge popularity of online panels, the growth of Internet-based 

qualitative techniques, infographics, and so on. Thus, many of these are highlighted by 

Digital Marketing Research Applications in Marketing Research Insights throughout the 

 book    . Under the umbrella of digital media, many references will pertain exclusively to 

the subcategory of social media data  (as in the section in   Chapter   5   on social media as a 

form of secondary research)  and will be labeled as such. 

   Benefit:   Students have the latest information on industry practices regarding technol-

ogy’s impacts on marketing research. Students will be able to appreciate how rapidly 

changing and evolutionary is the contemporary practice of marketing research.  

   ■ New! Big Data.    In the era of “big data,” students need to be aware of traditional sources 

of data as well as exciting new sources.    Chapter   5  , Secondary Data and Packaged In-

formation, now begins with an introductory section on big data that defines the phrase 

and explains why the multiplying types and volume of data are met with both anticipa-

tion and apprehension by marketing research professionals.  One of these increasingly 

important sources of data is the user-generated data (UGD) that can be mined from social 

media websites ; an extensive section on the use, as well as the strengths and weaknesses, 

of social media data has been added to   Chapter   5  .  Another form of secondary digital data 

that is becoming increasingly useful is the Internet of Things (IoT) , and a section on the 

future potential of these sources of “passive data” now concludes   Chapter   5   . 

   Benefit:   Students will have a better understanding of the current and potential use 

of emerging sources of data and how they can develop skills to be well equipped for 

careers in the marketing research industry.  

   ■ New! Updated Marketing Research Practical and Global Insights.    Marketing 

 Research Insights—short illustrations and descriptions of marketing research practices—

have been an integral part of  Marketing Research  from the first edition. In addition to 

the new Digital Marketing Research Insight element, we have retained those that have 

evolved over previous editions. Namely, Practical Marketing Research Insights and 

Global Marketing Research Insights appear in every chapter with fresh examples. These 

inserts help to illustrate concepts we discuss in the text or to introduce students to some 

unique application being used in practice. All of these are new and reflect current issues 

and practices in the industry. 

   Benefit:   Students are introduced to real-world applications in the marketing research 

industry. By focusing on four categories, students see how current issues that are 

important to the industry are being addressed by today’s practitioners.  

   ■ New! Marketing Research Company Vignettes.    In past editions of  Marketing Re-

search , we leveraged the relationships we have developed in the industry by inviting 

key players to contribute a thumbnail company description or comment on a particular 

marketing research topic at the beginning of each chapter. With the eighth edition, 

all company vignettes are fresh. However, we opted, for the most part, to invite only 

the most innovative marketing research companies to contribute. Thus, we issued an 

invitation to companies identified in the  Top 50 Most Innovative Supplier Companies in 

Marketing Research  in the 2015 GreenBook Research Industry Trends Report. Several 

responded with thumbnail descriptions, photos of the CEO or other company principal, 

and company logo. With each one, curious students are encouraged to visit the com-

pany’s website. Because most of these companies are innovative and cutting edge, they 

do not fit the “mold” of chapter coverage as did companies in past editions. Instead, 

instructors should treat these company vignettes as interesting success stories about 

 contemporary marketing research practices. 

   Benefit:   Students get more than an academic perspective of marketing research. 

They benefit from reading about (and seeing, if they visit the websites) innovative 

marketing research practitioners solving real problems.  
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   ■ New! New End-of-Chapter Cases.    In many chapters, we provide new cases to reflect 

much of the current material in this eighth edition. We strive to make the cases interest-

ing to the students and illustrate real-world applications. We have developed new short 

cases that are fictitious but written with a goal of stimulating students’ interest and 

curiosity. 

   Benefit:   Students can apply concepts they have just learned in the chapter to a real-

world setting. This allows students to see how valuable the information they have 

learned is in a practical example.  

   ■ Tried and True! Retained Organization and Shorter Length.    With the previous edi-

tion, we responded to adopters’ desires for a more concise approach. We reduced the 

number of chapters to 16 instead of the 20 or more chapters you’ll see in many texts. 

We accomplished this aim by combining some chapters and streamlining the material. 

For example, we combined the chapters on steps in the research process and determin-

ing the problem into one chapter. This streamlined approach keeps the focus on the 

core lessons to be learned. Because this organization and shorter list of chapters proved 

successful both in terms of sales and adopters’ comments, we have retained this format 

in the eighth edition. 

   Benefit:   The  book     is better synchronized with a 15- or 16-week semester. Students 

now have a comprehensive learning experience in a more manageable package.  

   ■ Tried and True! Annotated Integration IBM® SPSS® Statistics software 

(“SPSS”) 23.0.    This eighth edition is fully integrated with SPSS 23.0. We started this 

integration in 1995, and we enhance the integration of SPSS by offering your students 

step-by-step screen captures that help them learn the keystrokes in SPSS. This allows 

you to spend more time teaching what the analysis technique is, when to use it, and 

how to interpret it. Illustrated keystrokes for the latest edition of SPSS are presented 

in this text with clear, easy-to-follow instructions. 

   Benefit:   Students learn the latest version of SPSS, considered to be the “gold stand-

ard” among marketing researchers. By following our step-by-step screen captures, 

students will see the necessary menu operations and learn how to read SPSS output. 

Just by reading this  book    , they can learn a great deal about SPSS by “seeing” it oper-

ate before they get to a computer to practice.  

   ■ Tried and True! Guidelines on Reporting Statistical Analyses to Clients.    We have 

noticed that after teaching our students to properly conduct a statistical analysis using 

SPSS, they have trouble when it comes to writing down what they have done. In our 

sixth edition, we added an element that would address this problem. We believe it is a 

significant improvement, and we have retained and streamlined it in the eighth edition. 

In our data analysis chapters, we include information on how to write up the findings 

for the client. We offer easy-to-follow guidelines and examples. 

   Benefit:   Most books teach data analysis. Students reading this  book     will benefit by 

not only knowing how to perform data analysis but also how to report what they find. 

This should make students better research report writers.  

   ■ Tried and True (but tweaked)! Integrated Case.    Through our own teaching, we have 

found that an integrated case is an excellent teaching tool. One case example that de-

velops over the semester allows students to see the linkages that exist in the real world 

all the way from formulating the problem through data analysis. Our integrated case 

follows a marketing research company project from start to finish. To freshen the inte-

grated case, we changed the client company from Global Motors to Auto Concepts and 

modernized the automobile models being researched. The case focuses on a manager 

who must determine the type of automobiles the auto market will demand in the future. 

Students using this case will learn how to examine attitudes and opinions (for example, 

attitudes about global warming) that may influence consumer choice, how to determine 

the most preferred models, and how to identify market segment differences between the 
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different models. Students are shown how SPSS tools can aid them in analyzing case 

data to make important decisions. The dataset is streamlined with fewer variables, and 

the “integrated” aspect has been cut back to nine end-of-chapter cases rather than one in 

every chapter. Of course, the dataset is used extensively in analysis chapters so students 

can replicate the examples and practice. 

   Benefit:   The Auto Concepts integrated case offers the benefit of allowing stu-

dents to examine the critical steps in a marketing research project and to more 

easily see how data are used to help managers choose from among decision 

alternatives.  

   ■ Tried and True! Inclusion of Code of Ethics Passages as Ethical Marketing 

 Research Insights.    A fourth Marketing Research Insight is entitled Ethical Considera-

tion, which also harkens back to our text  book ’s inception. In our previous edition, we 

decided to treat the topic of ethics the way it is treated in the industry, so we included 

excerpts from the  Code of Marketing Research Standards  as presented by the Market-

ing Research Association (MRA). We have long had a good relationship with the MRA, 

which has given us permission to present excerpts from the current standards. We 

continue this approach with the eighth edition. We understand that a text book  cannot 

teach someone to be ethical. Rather, we tie together issues of ethical sensitivity in the 

conduct of marketing research practices described in each chapter by specific reference 

to ethical code passages. 

   Benefit:   Students are introduced to areas of ethical sensitivity in the practice of mar-

keting research using the actual codes/standards that practitioners use. As a result, 

students should have knowledge of potential “ethical dangers,” whether as a future 

buyer or supplier of research.  

   ■ Tried and True! YouTube Examples.    Current thinking on how millennial students 

approach their education emphasizes the importance of social media and Internet-based 

learning. With the previous edition, we experimented by searching for and including 

YouTube video references, and we have continued this learning resource in the eighth 

edition. YouTube references in the text provide useful insights ranging from problem 

definition to statistical analysis to report writing. 

   Benefit:   For students who like video learning, our YouTube references provide dif-

ferent perspectives and how-to insights on topics covered in the text.  

   ■ Tried and True! Active Learning Challenges.    We innovated in the sixth edition with 

the inclusion of short exercises embedded at strategic points in each chapter where stu-

dents are tasked with using the concept(s) they have just learned to experiment with or 

apply to some illustrative situation. We believe these exercises serve to solidify learning 

on the relevant concepts, and we have retained these Active Learning features in the 

eighth edition. 

   Benefit:   Active learning allows students to practice or apply some concept or 

technique they have just read about. Learning is facilitated by reading and then 

“doing.”  

   ■ Tried and True! Synthesize Your Learning.    We have also retained this feature from 

the sixth edition to help students synthesize the knowledge they have gained across 

several chapters. The exercises require students to go back to previous chapters and in-

tegrate material into answers for the exercise. The Synthesize Your Learning exercises 

are found at the end of sets of three or so chapters with the goal of showing how topics 

covered in these chapters work together to solve a marketing research case exercise. 

   Benefit:   This feature allows students to integrate material that is learned in “chunks” 

to see how the material is related. Students benefit by learning how integrated the 

marketing research process really is.    
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   The Intended Market for This  Book      
 When we fi rst conceptualized this text book  in the early 1990s, we wanted to write it for 

undergraduate students who were taking marketing research for the fi rst time. We saw other 

texts that were trying to be “all things to all people.” Even though they were positioned as 

research texts for undergraduates, much of the material was advanced, and instructors either 

never used them or endured struggling students when covering these topics. This eighth edi-

tion, like its seven predecessors, was written specifi cally for undergraduate students who need 

a solid, basic understanding of marketing research. With so many marketing research tools 

that are easily accessible today, it is better to foster savvy do-it-yourself (DIY) generalists 

than to spawn marginally prepared technique specialists. 

 However, as is the case with all things marketing, our customers, both students and 

instructor-adopters, have changed. As we ourselves strive for perfection in our own edu-

cational pedagogies, so have we constantly sought to revise  Marketing Research  toward 

satisfying the requirements for success with (now) millennial student learners. With every 

edition, we have conscientiously tried to think about how to improve the presentations in 

the text so as to be intuitively understandable to the mainstream undergraduate student. 

Early editions of this text book  sought to equip marketing students with tools to be e� ective 

clients of marketing research services providers. Today the need is to provide marketing 

students with a basic knowledge of good marketing research practice that they will prob-

ably attempt to execute themselves. That is, we are now teaching the DIY generation of 

marketing research students.  

   Our Approach  
 Given our intended market, throughout all eight editions we strived to provide instructors 

with a  book     designed for undergraduates who wanted to know the “nuts and bolts” of mar-

keting research. For example, our chapter on measurement teaches students the basic ques-

tion formats, the scales of measurement, the primary uses of each type of scale, and the 

common methods used to measure popular constructs. It does not dwell on di� erent forms 

of reliability and validity or the method used to develop valid and reliable multi-item scales. 

In our analysis chapters, we cover the basic “bread-and-butter” statistical procedures used to 

analyze data, but we do not cover multivariate techniques or nonparametric statistics in the 

 book     itself. 

 Our approach and writing style have probably been the two main reasons the  book     has 

been the market leader for well over two decades. Student evaluations indicate that we de-

liver on our intent to write at the level that people studying marketing research for the fi rst 

time understand. We hope your teaching evaluations regarding the text will arrive at the same 

appraisal.  

   Recommended Prerequisites  
 To prepare for this course, we feel students should have taken an introductory course in mar-

keting. We assume students know what we mean when we talk about marketing strategy and 

the elements of the marketing mix. Students having had an introduction to marketing course 

will better appreciate the role that marketing research plays in helping managers make better 

marketing decisions. We also recommend that students take an introductory statistics course 

prior to taking this course. It helps for them to know concepts such as the area under the normal 

curve,  z  scores, and the basics of statistical testing, including interpretation of  p  values. How-

ever, since we both have taught for many years, we are well aware that many students will not 

recall many of these concepts and, where necessary, we provide some review of these basics.  
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   AACSB Guidelines  
 The Association to Advance Collegiate Schools of Business–International (AACSB), our 

 accreditation society, infl uences us a great deal. We strive to keep current with AACSB’s 

recommendations and guidelines, such as including material that will aid in your course as-

sessment e� orts, covering ethical issues, and pointing out global applications. 

 We include a number of items that should help in assessing your students’ understanding 

of the course content. Each chapter begins with learning objectives. Embedded in each chap-

ter are Active Learning exercises that allow students to apply the knowledge just  acquired 

to some real-world resource. Synthesize Your Learning exercises in this edition require 

that students revisit chapters to integrate their knowledge from those chapters. For our test 

bank, Pearson has adopted guidelines established by AACSB. We discuss this in a following 

section.  

   Other Features in the Eighth Edition  

    ■ Online Link to Careers in Marketing Research.    Some students will be interested in 

marketing research as a career. Beginning with the sixth edition and continued for the 

eighth, we provide an online Careers link. This gives us the opportunity to post new 

happenings in the industry as they occur. Students will find descriptions of positions, 

salary information, educational requirements, and links to actual position openings. 

 There are some excellent master’s programs in marketing research. Our Careers 

link also provides information on these programs. Go to   http://www.pearsonhighered.

com/burns   and click on the link for the Companion Website for  Marketing Research , 

eighth edition. When you open any chapter, you will see the list of links in the left 

 margin. Click on “Careers.” 

   Benefit:   Students have the most up-to-date information about careers.  

   ■ Advanced Data Analysis Modules.    Even undergraduate students taking their first course 

in marketing research may need some knowledge of statistical analyses other than those 

we have provided in the text. Many times these issues arise as a result of a particular 

need associated with a real-world class project. We wanted to make some of these 

techniques available to you online, so we have written several additional data analysis 

modules. The emphasis in these modules is on explaining the basics of the analysis and 

when it is appropriate. We also provide an example. Topics covered are the following: 

   ■ When to Use Nonparametric Tests  

  ■ Nonparametric: Chi-square Goodness-of-Fit Test  

  ■ Nonparametric: Mann-Whitney  U  Test  

  ■ Nonparametric: Wilcoxon Test  

  ■ Nonparametric: Kruskal-Wallis  H  Test  

  ■ When to Use Multivariate Techniques  

  ■ Factor Analysis  

  ■ Cluster Analysis  

  ■ Conjoint Analysis   

 Students can access the modules by going to the text book  website and opening up 

any chapter. They will see a link to “Online Data Analysis Modules.”  

   ■ Datasets.    We offer datasets associated with our cases that can be downloaded. Of 

course, we provide the dataset for our integrated case, Auto Concepts. We also offer the 

L’Experience Félicité (formerly Hobbit’s Choice) dataset for professors who wish to 

use this case. These datasets  and the chapter locations of the relevant data analysis cases  

are as follows: 

    ■ Auto Concepts  (Auto Concepts.sav)—integrated case dataset  used in   Chapters  

 12  –  16     

http://www.pearsonhighered.com/burns
http://www.pearsonhighered.com/burns
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   ■ Auto Concepts Recoded  (Auto Concepts.Recoded.sav)—integrated case dataset 

with ordinal demographic variables recoded using midpoints of ranges to convert 

these variables to scales to be used as independent variables in multiple regression 

analysis  

   ■ L’Experience Félicité Restaurant  (L’Experience.sav)— dataset for end-of-chapter 

cases  used in   Chapters   12  –  15   .   

  To access these datasets, go to  http://www.pearsonhighered.com/burns  and click on 

the link for the Companion Website for  Marketing Research , eighth edition. When you 

open any chapter, see the list of links in the left margin and click on “SPSS Student 

Downloads.”    

   Instructor Resources  
 At the Instructor Resource Center,  www.pearsonhighered.com/irc , instructors can easily reg-

ister to gain access to a variety of instructor resources available with this text in downloadable 

format. If assistance is needed, our dedicated technical support team is ready to help with the 

media supplements that accompany this text. Visit  http://247.pearsoned.com  for answers to 

frequently asked questions and toll-free user support phone numbers. 

 The following supplements are available with this text: 

   ■ Instructor’s Resource Manual  

  ■ Test Bank  

  ■ TestGen® Computerized Test Bank  

  ■ PowerPoint Presentation  

  ■ Student Companion Website  

  ■ Student Study Guide    

   Student Supplements  
    SPSS Student Assistant.    With previous editions, we created the SPSS Student Assistant, 

a stand-alone tutorial that teaches students how to use and interpret SPSS. The SPSS 

Student Assistant may be downloaded from the Companion Website. Installation on a 

personal computer is simple, and the SPSS Student Assistant will reside there for easy, 

immediate access. The videos show cursor movements and resulting SPSS operations and 

output. There is a test for each Student Assistant session so that students may assess how 

well they have learned the material. 

 Go to  http://www.pearsonhighered.com/burns  and click on the link for the Companion 

Website for  Marketing Research , eighth edition. When you open any chapter, see the list 

of links in the left margin and click on “SPSS Student Downloads” for more information.  

   Student Study Guide.    A student study guide is available to help students master the 

material in the text book .     
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     LEARNING OBJECTIVES   

   In this chapter you will learn:   

1- 1    What the relationship of 
marketing research to marketing, 
the marketing concept, and 
marketing strategy is  

1- 2    How to defi ne marketing 
research  

1- 3    The function and uses of 
marketing research  

1- 4    How to describe a marketing 
information system (MIS) and 
understand why marketing 
research occupies a place in 
an MIS    

   Quirk’s Marketing Research Media: 
Welcome to the World of Marketing 
Research!  

  I started at Quirk’s just about the time the Inter-

net started changing all of our lives forever 

and it has been fascinating to see the market-

ing research industry react and adapt to all 

things online. Once traditional in-person focus 

groups and telephone and mail-based surveys 

were the gold standards. At fi rst, the hue and 

cry was all about the Web-based methods’ 

lack of statistical validity. While wrestling with 

that issue, the industry also struggled might-

ily to adopt old-style paper-and-pencil-based 

approaches to the digital age. 

 But one look at the array of tools available to researchers today 

will show you that the struggle was worth it. Thanks to the smartphone, 

myriad forms of in-the-moment research are now possible, from mobile 

ethnography to location-based surveys, giving marketers and research-

ers access to new and different types of insights. 

 Despite the outside impression of researchers as rule-following 

introverts, obsessed with getting the numbers to line up just so, the 

industry is full of smart, creative, and innovative people. So while big 

data and do-it-yourself research tools loom as two formidable threats 

to the traditional marketing researcher’s job, the same adaptable, entre-

preneurial spirit that enabled the transition from the pre-Internet days 

to the smartphone era will help current and future research profession-

als to keep delivering the insights to drive their organizations’ strategic 

decisions. 

       1 
 Introduction to Marketing 
Research   

      Joe Rydholm is editor 

of Quirk’s Marketing 

Research Media.    
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   About Quirk’s  

 In the decades before he founded and began publishing  Quirk’s Marketing 

Research Review  in 1986, Tom Quirk worked on all sides of the marketing research 

process as a corporate or client-side researcher and later as a research company 

executive. A fi rm believer in the merits of marketing research, he found himself 

regularly having to educate potential users of marketing research services on the 

value of investigating consumer wants, needs, and opinions and the various tech-

niques that could be used to do so. Ever the entrepreneur, and seeing the need for a publi-

cation that would promote the use, understanding, and value of marketing research across 

all industries, he created  Quirk’s Marketing Research Review , a monthly trade magazine for 

marketing research clients and the vendors that partner with them. 

 Armed with a newly minted B.A. in journalism from the University of Minnesota, 

I interviewed with Tom in the summer of 1988 to become the magazine’s second-ever 

editor-in-chief. I was impressed by his enthusiasm for marketing research and, perhaps more 

importantly, by his insistence that the articles in  Quirk’s , while generally aiming to promote 

the value of research, should be as objective, informative, and practical as possible. His aim 

was to show the many ways marketing research could be used and to give readers real-world, 

concrete examples of how the methods could be applied. 

 In the nearly 30 years since then, the staff and I have used Tom’s words as a guide. From 

its beginnings as a monthly magazine, Quirk’s Media now offers a feature-packed website and 

curates and produces marketing research–related content in a variety of forms, from e-news-

letters to blogs and Webinars—all free of charge to qualifi ed marketing research and insights 

professionals. 

     —Joe Rydholm     

 Source: Text and photos courtesy of Joe Rydholm and Quirk’s Marketing Research Media. 

  E
vents in recent years have brought many changes to the world of business. As 

Joe Rydholm points out, these changes have profoundly influenced the marketing 

research industry. These are exciting times in marketing research! Globalization has 

added real meaning to the phrase “the business world.” Digital and other technological 

innovations have allowed us to realize the promises of the “information age” in a few short 

years. New technologies continue to change the competitive landscape with much greater 

frequency than ever before. Digital media have expanded at unprecedented rates. Wide-

spread adoption of mobile devices and apps provides consumers with information 24 hours 

a day. Many objects used by people collect and send information on an ongoing basis, 

creating the Internet of Things (IoT). Significantly, consumers have the power, through 

these online innovations, to create their own information, developing consumer-generated 

feedback in real time. 

      Visit Quirk’s Marketing Research 

Media at  www.quirks.com     

 Marketing research 
provides managers with 
new information to help 
them make decisions. 

http://www.quirks.com
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   This new era of big data and digital media not only 

challenges managers to keep pace but also to under-

stand and respond to a changing world economy. Entire 

countries grapple with solvency. Political revolution has 

changed much of the world, and continued unrest threat-

ens more change.  1   Businesses must anticipate what 

these changes will mean for their markets and capital-

ize on economic growth where it is occurring. Managers 

must determine what products to make or what services 

to o� er, which methods of advertising are most e� ective, 

which prices will help their fi rm realize its target return 

on investment (ROI), and which distribution system will 

add the greatest value to the supply chain. 

 This is where marketing research becomes impor-

tant. Marketing research is the process of gathering 

information to make better decisions. This  book     will 

help you learn the process of marketing research so that 

you will better understand how to use marketing research 

to develop actionable insights as you aim to manage in a 

world of unprecedented change.   

      1- 1   Marketing Research Is Part of Marketing   
 To fully appreciate the role of marketing research, it is helpful to understand its role in and 

relationship to marketing. What is  marketing ? A short defi nition is “meeting needs profi t-

ably.”  2   When Apple designed the iPad, it met a growing need among those seeking greater 

computer portability in a tablet format. Amazon has been successful in creating the fi rst gen-

eration of online book readers with its Kindle tablets.  3   

 The American Marketing Association o� ers a more detailed defi nition: 

    Marketing is the activity, set of institutions, and processes for creating, communicating, 

delivering, and exchanging o� erings that have value for customers, clients, partners, 

and society at large.   4     

  Over recent years marketing thought has evolved to a service-centered view that (a) identifi es 

core competencies, (b) identifi es potential customers who can benefi t from these core competen-

cies, (c) cultivates relationships with these customers by creating value that meets their specifi c 

needs, and (d) collects feedback from the market, learns from the feedback, and improves the 

values o� ered to the public. Note that this view of marketing implies that fi rms must be  more  

than customer oriented (making and selling what fi rms think customers want and need). In addi-

tion, they must  collaborate with  and  learn from  customers, adapting to their changing needs. 

A second implication is that fi rms do not view products as separate from services. “Is General 

Motors really marketing a service, which just happens to include a by-product called a  car ?”  5   

 Our objective here is not to discuss how marketing thought is evolving but to emphasize 

a crucial point: To practice marketing, marketing decision makers need to make decisions. 

What are our core competencies? How can we use these core competencies to create value for 

our consumers? Who are our consumers and how can we collaborate with them? Managers 

have always needed information to make better decisions. In our opinion, to practice market-

ing well in today’s environment requires access to more and better information. As you will 

learn, marketing research provides information to decision makers. 

  The di� usion of digital media has created a culture that nurtures consumer collaboration. 

One important collaboration method is crowdsourcing.  Crowdsourcing  is the practice of obtain-

ing services or ideas by asking for assistance from a large group of people, generally online 

      The marketing research industry is changing rapidly.   

 The American Marketing 
Association defi nes 
marketing as the activity, 
set of institutions, and 
processes for creating, 
communicating, 
delivering, and exchanging 
offerings that have value 
for customers, clients, 
partners, and society at 
large. 

 Modern marketing 
thought holds that fi rms 
should  collaborate with  
and  learn from  consumers. 

 Crowdsourcing is the 
practice of obtaining 
services or ideas by 
asking for assistance 
from large groups of 
people, generally online 
communities. 
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 1-1 MARKETING RESEARCH IS PART OF MARKETING    5

communities. Crowdsourcing via digital media is one of many new tools for marketing research. 

  Marketing Research Insight    1. 1   explains how the Danish toy company Lego uses crowdsourcing. 

  When fi rms make the right decisions, they produce products and services that their target 

markets perceive as having value. That value translates into sales, profi ts, and a positive ROI. 

However, we see many failures in the marketplace. Consultants Joan Schneider and Julie Hall 

state that they regularly hear from entrepreneurs and brand managers who believe they have 

come up with a revolutionary product. But Schneider and Hall state that these entrepreneurs 

almost never have done the research to confi rm their grand expectations.  6   As an example, the 

fi rm Cell Zones thought it had the answer to cell phone privacy in libraries, restaurants, and so 

on by creating soundproof booths for private cell phone use. Had the company done the right 

research and noticed that people were using their new smartphones to text rather than talk, 

managers may have realized that talking in private was not a pressing need for consumers. 

  In many examples of failed products and services, managers could have avoided the asso-

ciated losses if they had conducted proper marketing research. Many product extensions—

taking a successful brand and attaching it to a di� erent product—have also failed. Examples 

include McPizza, Colgate food entrees, BIC underwear, Coors spring water, and Harley-

Davidson perfume. Negative reactions from consumers were responsible for removing the 

Ken doll’s earring and taking Burger King Satisfries o�  the market.  7,    8   Could these failures 

have been avoided with better research information? 

   See “10 
Worst Product 
Flops” at 
 www.youtube.
com . Consider 

how these mistakes might 
have been prevented through 
improved marketing research 
methods.  

 Lego Crowdsources to Develop New Concepts   

 Lego is known throughout the world for the passion it inspires 

in consumers of all ages for its sets of building blocks. The Dan-

ish toymaker does not have ofÞ cial statistics of the demograph-

ics of its users, but the company estimates that up to half of 

the revenue at its stores may come from adult users, or AFoLs 

(Adult Fans of Lego). 

 To capitalize on the enthusiasm of its fans, Lego has cre-

ated a web platform called �Lego Ideas,� where consumers 

can post ideas for new concepts (see  https://ideas.lego.com/ ). 

On this site, users post photos and descriptions of Lego proj-

ects they have built. If the concept receives 10,000 supporters 

within 365 days, it automatically qualiÞ es for a review by the 

company�s Lego Review Board. The website�s clear and detailed 

rules for submitting a project ensure that only the best ideas are 

posted. For example, concepts involving torture, smoking, rac-

ism, or politics are prohibited. 

 If a concept makes it all the way through to production, 

the creator receives 1% of proÞ ts, Þ ve copies of the Lego set, 

and credit for being the creator. Consumer-inspired Lego sets 

that have made it all the way to store shelves include the Mini-

Big Bang Theory and the Lego Bird Project. Lego Minecraft is 

one of the Lego Ideas that has been particularly successful, 

leading to the production of multiple versions of Minecraft 

sets. 

 Lego Ideas is part of a broader social media strategy the 

company pursues that includes Facebook, Instagram, Twitter, 

LinkedIn, and other platforms. Lego�s strategy is clearly work-

ing. Based on revenue and proÞ ts, Lego became the biggest 

toymaker in the world in 2014, surpassing Mattel. 

   MARKETING RESEARCH INSIGHT    1. 1   Digital Marketing Research 

      Lego uses crowdsourcing to develop new product concepts.   
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 Source: Grauel, T. (2014, November 28). Lego build adult fan base. USA Today. Retrieved from http://www.usatoday.com/story/news/nation/2014/11/28/

lego-builds-adult-fan-base/19637025/, accessed August 24, 2015. Hansegard, J. (2015, February 25). Lego�s plan to Þ nd the next big hit: Crowdsource it. Wall 

Street Journal. Retrieved from http://blogs.wsj.com/digits/2015/02/25/legos-plan-to-Þ nd-the-next-big-hit-crowdsource-it/tab/print/, accessed August 25, 2015. 

Dann, K., and Jenkin M. (2015, July 23). Back from the brink: Five successful rebrands and why they worked. The Guardian. Retrieved from http://www.theguardian.

com/small-business-network/2015/jul/23/Þ ve-successful-rebrands-why-worked, accessed August 25, 2015. Petroff, A. (2014, September 4). Lego becomes 

world�s biggest toymaker. CNNMoney. Retreived from http://money.cnn.com/2014/09/04/news/companies/lego-biggest-toymaker/, accessed August 24, 2015.  

   Learn 
how Lego 
products go 
from the idea 
phase to the 

shelves with help from con-
sumers. Search “Lego Ideas 
Third Product Review 2014 
Results” on  www.youtube.com .  

http://www.youtube.com
https://ideas.lego.com/
http://www.usatoday.com/story/news/nation/2014/11/28/lego-builds-adult-fan-base/19637025/
http://www.theguardian
http://money.cnn.com/2014/09/04/news/companies/lego-biggest-toymaker/
http://www.youtube.com
http://www.youtube.com
http://www.usatoday.com/story/news/nation/2014/11/28/lego-builds-adult-fan-base/19637025/
http://blogs.wsj.com/digits/2015/02/25/legos-plan-to-fi nd-the-next-big-hit-crowdsource-it/tab/print/
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       THE PHILOSOPHY OF THE MARKETING CONCEPT 
GUIDES MANAGERS’ DECISIONS  

 A  philosophy  may be thought of as a system of values or principles by which you live. Your 

values or principles are important because they dictate what you do each day. This is why 

philosophies are so important; your philosophy a� ects your day-to-day decisions. For exam-

ple, you may have a philosophy similar to this: “I believe that higher education is important 

because it will provide the knowledge and understanding I will need in the world to enable me 

to enjoy the standard of living I desire.” Assuming this does refl ect your philosophy regarding 

higher education, consider what you do from day to day. You are going to class, listening to 

your professors, taking notes, reading this  book    , and preparing for tests. If you did not share 

the philosophy we just described, you would likely be doing something entirely di� erent. 

 The same connection between philosophy and action holds true for business managers. 

One of the most important philosophies managers have is that which determines how they 

view their company’s role in terms of what it provides the market. Some managers have a 

philosophy that “we make and sell product X.” A quick review of marketing history will tell 

us this philosophy is known as a  product orientation . Another philosophy, known as  sales 

orientation , is illustrated by the following statement: “To be successful we must set high sales 

quotas and sell, sell, sell!”  9   Managers who guide their companies by either of these philoso-

phies may guide them right out of business. A much more e� ective philosophy—the market-

ing concept—is defi ned here by prominent marketing professor Philip Kotler: 

   The  marketing concept  is a business philosophy that holds that the key to achieving 

organizational goals consists of the company being more e� ective than competitors in 

creating, delivering, and communicating customer value to its chosen target markets.  10     

  For many years, business leaders have recognized that this is the “right” philosophy. 

Although the term  marketing concept  is often used interchangeably with other terms, such 

as “ customer orientation ” or “ market-driven ,” the key point is that this philosophy puts the 

consumer fi rst.  12   

 What does all this mean? It means that having the right philosophy is an important fi rst 

step in being successful. However, appreciating the importance of satisfying consumer wants 

and needs is not enough. Firms must also put together the “right” strategy.  

   THE “RIGHT” MARKETING STRATEGY  

 Strategy is another name for planning. Firms have strategies in many areas other than market-

ing. Financial strategy, production strategy, and technology strategy, for example, may be key 

components of a fi rm’s overall strategic plan. Here, we focus on marketing strategy. How do 

we defi ne marketing strategy? 

   A  marketing strategy  consists of selecting a segment of the market as the company’s 

target market and designing the proper “mix” of product/service, price, promotion, and 

distribution system to meet the wants and needs of the consumers within the target market.   

  Because we have adopted the marketing concept, we cannot come up with just any strat-

egy. We have to develop the “right” strategy—the strategy that allows our fi rm to truly meet 

the wants and needs of the consumers within the market segment we have chosen. Think of the 

many questions we now must answer: What is the market, and how do we segment it? What 

are the wants and needs of each segment, and what is the size of each segment? Who are our 

competitors, and how are they already meeting the wants and needs of consumers? Which 

segment(s) should we target? Which product or service will best suit the target market? What 

is the best price? Which promotional method will be the most e�  cient? How should we distrib-

ute the product/service? All these questions must be answered to develop the “right” strategy. 

To make the right decisions, managers must have objective, accurate, and timely  information . 

 The marketing concept 
is a business philosophy 
that holds that the key to 
achieving organizational 
goals consists of the 
company being more 
effective than competitors 
in creating, delivering, and 
communicating customer 
value to its chosen target 
markets.  11   

 A marketing strategy 
consists of selecting a 
segment of the market 
as the company’s target 
market and designing the 
proper “mix” of product/
service, price, promotion, 
and distribution system to 
meet the wants and needs 
of the consumers within 
the target market. 

   See 
consultants 
Schneider 
and Hall at 
 www.youtube.

com . Search “Lessons from 
New Product Launches—Cell 
Zone to iPad.”  

http://www.youtube.com
http://www.youtube.com
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 It is equally important to understand that today’s strategy may not work tomorrow 

because, as we noted at the beginning of this chapter, there is unprecedented change going 

on in the business environment. What new strategies will be needed in tomorrow’s world? As 

environments change, business decisions must be revised on an ongoing basis to produce the 

right strategy for the new environment. 

 To practice marketing, to implement the marketing concept, and to make the decisions 

necessary to create the right marketing strategy, managers need information. Now you should 

see how marketing research is part of marketing; marketing research supplies managers with 

the information to help them make better decisions.   

     1- 2   What Is Marketing Research?   
 Now that we have established that managers need information to carry out the marketing pro-

cess, we need to defi ne marketing research. 

    Marketing research  is the process of designing, gathering, analyzing, and reporting 

information that may be used to solve a specifi c marketing problem.   

  Thus, marketing research is defi ned as a  process  that reports information that can be used 

to solve a marketing problem, such as determining price or identifying the most e� ective 

advertising media. The focus then is on a process that results in information that will be used to 

make decisions. Notice also that our defi nition refers to information that may be used to solve a 

 specifi c  marketing problem. We will underscore the importance of specifi city later in this chap-

ter. Ours is not the only defi nition of marketing research. The American Marketing Association 

(AMA) formed a committee several years ago to establish a defi nition of marketing research: 

   Marketing research is the function that links the consumer, customer, and public to 

the marketer through information—information used to identify and defi ne marketing 

opportunities and problems; generate, refi ne, and evaluate marketing actions; monitor 

marketing performance; and improve the understanding of marketing as a process.  13     

 Each of these defi nitions is correct. Our defi nition is shorter and illustrates the  process  

of marketing research. The AMA’s defi nition is longer because it elaborates on the function 

as well as the  uses  of marketing research. In following sections, we will talk more about the 

function and uses of marketing research. 

   IS IT MARKET ING  RESEARCH OR MARKET RESEARCH?  

 Some people di� erentiate between market ing  research and  market  research. Marketing 

research is defi ned the way we and the AMA have defi ned it in previous paragraphs. In fact, 

the Marketing Research Association (MRA) defi nes this term similarly as a process used by 

businesses to collect, analyze, and interpret information used to make sound business deci-

sions and successfully manage the business. In comparison, some defi ne mark et  research as 

a subset of market ing  research, using this term to refer to applying marketing research to a 

specifi c market area. The MRA defi nes  market research  as a process used to defi ne the size, 

location, and/or makeup of the market for a product or service.  14   Having made this distinc-

tion, we recognize that many practitioners, publications, organizations serving the industry, 

and academics use the two terms interchangeably. 

     THE FUNCTION OF MARKETING RESEARCH  

 The AMA defi nition states that the  function of marketing research  is to link the consumer 

to the marketer by providing information that can be used in making marketing decisions. 

Note that the AMA defi nition distinguishes between  consumers  and  customers . The commit-

tee intended this di� erentiation between retail (or B2C) consumers and business (or B2B) 

 Marketing research is the 
process of designing, 
gathering, analyzing, and 
reporting information 
that may be used to 
solve a specifi c marketing 
problem. 

 While the terms  marketing 
research  and  market 
research  are sometimes 
used interchangeably, 
 market research  refers 
to applying marketing 
research to a specifi c 
market. 

 The function of marketing 
research is to link the 
consumer to the marketer. 
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customers. Some believe that having the link to the con-

sumer by marketing research is more important today 

than ever. Having that link with consumers is crucial if 

fi rms are to provide them with the value they expect in 

the marketplace. Thanks to globalization, online shop-

ping, and social media, consumers today have more 

choices, more information, and more power to speak to 

others in the market than ever before. 

        1- 3   What Are the Uses 
of Marketing Research?   
 The AMA defi nition also spells out the di� erent uses 

of marketing research. The three uses are (1) identify-

ing market opportunities and problems, (2) generating, 

refi ning, and evaluating potential market actions, and 

(3) monitoring marketing performance. We explain each 

of these further in the following sections. 

    IDENTIFYING MARKET OPPORTUNITIES AND PROBLEMS  

 The fi rst of these uses is the  identifi cation of market opportunities and problems.  It is not 

easy to determine what opportunities are in the market. Although we can think of new 

product or service ideas, which ones are actually feasible? Which ideas can we accom-

plish, and which will mostly likely generate a good ROI? Often, after someone has found 

an opportunity by creating a highly successful product or service, managers ask, “Why 

didn’t we see that opportunity?” Some marketing research studies are designed to fi nd out 

what consumers’ problems are and to assess the suitability of di� erent proposed meth-

ods of resolving those problems. High gasoline prices and concerns about fossil emissions 

bothered consumers, so Toyota developed the Prius. Consumers wanted increasingly large 

TV screens to hang on their walls, so Samsung developed an ultra-thin, LED, large-screen 

TV. Consumers who did not have cable wanted to be able to buy HBO, so HBO developed 

HBO Now. 

 You would think that managers would always know what their problems are. Why would 

problem identifi cation be a use of marketing research? Problems are not always easy to iden-

tify. Managers are more likely to always know the symptoms (sales are down, market share is 

falling), but determining the cause of the symptoms sometimes requires research.  The identi-

fi cation of opportunities and problems is discussed in   Chapter   3  .   

   GENERATING, REFINING, AND EVALUATING POTENTIAL 
MARKETING ACTIONS  

 Marketing research can also be used to generate, refi ne, and evaluate a potential marketing 

action. Here “actions” may be thought of as strategies, campaigns, programs, or tactics. Gen-

eral Mills acquired Annie’s Homegrown, an organic food company, in 2014 to meet a grow-

ing demand by consumers to have access to organic and natural foods. “Actions” of General 

Mills included  generating  the basic strategy to meet consumers’ growing desire for organic 

foods,  refi ning  the Annie’s brand by identifying ways to promote Annie’s established products 

and develop new products that are consistent with the brand culture, and  evaluating  plans to 

market and grow the Annie’s brand. Management can use marketing research to make better 

decisions for any and all of these actions. 

 We can think of “actions” as strategies, and strategies involve selecting a target mar-

ket and designing a marketing mix to satisfy the wants and needs of that target market. 

      Marketers use research to determine the value that consumers 

perceive in products.   
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Marketing research is conducted in a variety of areas, including determining target mar-

kets and conducting product research, pricing research, promotion research, and distribution 

research. 

   Selecting Target Markets    A great deal of marketing research is conducted to determine 

the size of various market segments. Not only are managers interested in knowing the size of 

the market segment that wants an all-electric vehicle but also they want to know if that seg-

ment is growing or shrinking and how well competitors are fulfi lling the wants and needs of 

that segment. If research shows that a signifi cantly large segment of the market has identifi -

able needs, the segment is growing; if its needs are either not being met or being met poorly 

by competition, this segment becomes an ideal candidate for a target market. Now the com-

pany must determine how well its core competencies will allow it to satisfy that segment’s 

demand .  Nissan very likely looked at the automobile market segments in terms of the number 

of miles driven in a day  (we will consider this factor in   Chapter   5   on secondary data) . The 

company must have found a sizable segment that drives under 90 miles a day, because that is 

the range of its all-electric car, the Leaf.  

   Product Research    Successful companies are constantly looking for new products and ser-

vices. They know the lesson of the product life cycle: Products will eventually die. As a result, 

they must have a process in place to identify and test new products. Testing may begin with 

idea generation and continues with concept tests that allow fi rms to quickly and inexpensively 

get consumers’ reactions to the concept of a proposed new product. Research studies are con-

ducted on the proposed brand names and package designs of products before commercializa-

tion. Maritz Research conducts a  New Vehicle Customer Study . The company has collected 

data over several years, and in recent years it has studied hybrids. Its market analysts know 

why drivers purchase hybrids, what makes them satisfi ed, what their expectations are for gas 

mileage and preferences for alternative fuels.  15    

   Pricing Research    When a revolutionary new product is created, marketers use research 

to determine the “value” consumers perceive in the new product. When cable TV was intro-

duced, research was conducted to give the early cable providers some clue as to what people 

would be willing to pay for clear reception and a few additional channels. When cellular 

phones were introduced, much research was conducted to see what people would be willing 

to pay for (what was then) a revolutionary “portable” telephone. Marketing research is also 

conducted to determine how consumers will react to di� erent types of pricing tactics such as 

“buy one, get one free” versus a “one-half-o� ” price o� er. Using qualitative research in the 

form of asking potential buyers a series of open-ended questions—a qualitative research tech-

nique called “purchase story research”—a researcher found that the way a fi rm categorized its 

products negatively a� ected how B2B buyers had to use their purchase accounts. When items 

were recategorized, sales went up.  16    

   Promotion Research    As fi rms spend dollars on promotion, they want to know how e� ec-

tive those expenditures are for the advertising, sales force, publicity/PR, and promotional 

o� ers. Firms also conduct research on the e� ectiveness of di� erent media. Is online advertis-

ing more cost-e� ective than traditional media such as TV, radio, newspaper, and magazine 

advertising? As an example of promotion research, Chobani launched a campaign, called 

“The Break You Make,” in 2015 to increase awareness of the Chobani Flip, an afternoon 

snack yogurt. Research determined that the promotion was very successful, with sales of 

Chobani Flip up 300% over the previous year. As a result Chobani extended and expanded the 

campaign.  17    

   Distribution Research    What are the best channels to get our product to consumers? Where 

are the best dealers for our product, and how can we evaluate the service they provide? How 

satisfi ed are our dealers? Are our dealers motivated? Should we use multichannel distribution? 
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How many distributors should we have? These 

are but a few of the crucial questions managers 

may answer through marketing research.   

   MONITORING MARKETING 
PERFORMANCE  

 Control is a basic function of management. 

To assess performance on some variables, 

marketing research is often used. Sales infor-

mation by SKU (stock-keeping unit) and by 

type of distribution, for example, is often 

gathered through tracking data collected at 

point-of-sale terminals as consumer pack-

aged goods are scanned in grocery stores, 

mass merchandisers, and convenience stores. 

Scanner data allow managers to monitor their 

brands’ sales as well as sales of competitors—

and thus to monitor their market shares as well. 

Firms use marketing research to monitor other 

variables such as their employees’ and cus-

tomers’ satisfaction levels. For example, the 

research fi rm MSR Group conducted a rolling 

tracking study measuring drivers of bank cus-

tomer satisfaction. The nationwide study allows banks to identify factors that determine 

advocates and loyal, at-risk, and critical customer relationships.  18   Research fi rms such as 

the Nielsen Corporation and IRI monitor the performance of products in supermarkets and 

other retail outlets. They track how many units of these products are sold, through which 

chains, at what retail price, and so on.  You will learn more about tracking studies in   Chap-

ter   5  .  Tracking social media, which has grown quickly the world over, is another means of 

monitoring market performance. Research fi rms have developed services that monitor what 

people are saying about companies, brands, and competitors. 

     IMPROVING MARKETING AS A PROCESS  

 Improving our understanding of the marketing process entails conducting research to expand 

our knowledge of marketing. Typical of such basic research would be attempts to defi ne and 

classify marketing phenomena and to develop theories that describe, explain, and predict 

marketing phenomena. Marketing professors at colleges and universities and other not-for-

profi t organizations, such as the Marketing Science Institute, often conduct basic research and 

publish their results in journals such as the  Journal of Marketing Research  or the  Journal of 

Marketing . 

 The aim of  basic research  is to expand our knowledge rather than to solve a specifi c 

problem. For example, research published in the  Journal of Marketing Research  may inves-

tigate the psychological process consumers go through in deciding how long to wait for a 

service to be provided. This research is not conducted for any specifi c company problem but 

rather to increase our understanding of how to satisfy consumers of services.  19   However, this 

basic research could be valuable to AT&T if the company were conducting an analysis of 

consumer reactions to di� erent wait times in its stores, which may be a specifi c problem fac-

ing AT&T. Research conducted to solve specifi c problems is called  applied research , which 

represents the vast majority of marketing research studies. For the most part, marketing 

research fi rms are conducting research to solve a specifi c problem facing a company. We will 

revisit the idea that marketing research solves specifi c problems a little later in this chapter. 

      Marketing research is used to monitor marketing performance.   

 Applied research is 
research that is conducted 
to solve specifi c problems. 

 Basic research is research 
that is conducted to 
expand knowledge rather 
than to solve a specifi c 
problem. 

  ©
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      MARKETING RESEARCH IS SOMETIMES 
WRONG  

 Marketing research does not always provide manage-

ment with the right answer.    General Motors, for exam-

ple, did research on what was to become the minivan—a 

small van that would be suitable for families—but the 

research did not convince the carmaker to produce a van. 

Shortly thereafter, Chrysler introduced the Dodge Cara-

van and Plymouth Voyager minivans, which turned out 

to be among the most successful models in automotive 

history.  20   A beer ad in the United Kingdom was deemed 

by marketing research to be inadequate, but manage-

ment disagreed. When the ad ran, it was very success-

ful.  21   The marketing research on the pilot of  Seinfeld  

indicated the TV show would be a fl op. Six months later, 

a manager questioned the accuracy of the research and 

gave the show another try.  Seinfeld  became one of the most successful shows in television 

history.  22   When Duncan Hines introduced its line of soft cookies, marketing research studies 

showed that 80% of customers who tried Soft Batch cookies stated they would buy them in 

the future. They didn’t.  23   

  Anyone who observes the marketplace will see products and services introduced and 

then taken o�  the market because they do not live up to expectations. Some of these failures 

are brought to market without any research, which increases their probability of failure. 

However, as we have learned, even when products are brought to market with the benefi t 

of marketing research, the predictions are not always accurate, but this does not mean that 

marketing research is not useful. Remember, most marketing research studies are trying 

to understand and predict consumer behavior, which is a di�  cult task. The fact that the 

marketing research industry has been around for many years and is growing means that it 

has passed the toughest of all tests to prove its worth—the test of the marketplace. If the 

industry did not provide value, it would cease to exist. For each of the failed examples cited 

previously, there are tens of thousands of success stories supporting the use of marketing 

research.   

     1- 4   The Marketing Information System   
 Managers have recognized the importance of information as an asset to be managed for many 

years. The advent of computer technology in the 1960s allowed the dream of information 

management to become a reality. During the decades since, sophisticated management infor-

mation systems have evolved that attempt to put the right information at the right time in 

the right format into the hands of those who must make decisions. Management information 

systems typically have subsystems to provide the information necessary for a functional area 

within an organization. Such subsystems are the accounting information system, fi nancial 

information system, production information system, human resources information system, 

and marketing information system. Thus far, we have presented marketing research as if it 

were the only source of information. This is not the case, as you will understand by reading 

this section on marketing information systems. 

 Marketing decision makers have a number of sources of information available to them. 

We can understand these di� erent information sources by examining the components of the 

 marketing information system (MIS) . An MIS is a structure consisting of people, equip-

ment, and procedures to gather, sort, analyze, evaluate, and distribute needed, timely, and 

accurate information to marketing decision makers.  24   The role of the MIS is to determine 

decision makers’ information needs, acquire the needed information, and distribute that 

      Marketing research is sometimes wrong.   

   Marketing 
research is 
not always 
correct. In 
the classic 

1980’s movie    Big   , Tom Hanks’s 
character gives a toy company 
the insight it really needed—a 
kid’s perspective !  Go to  www.
youtube.com  and enter “Tom 
Hanks in BIG ‘I Don’t Get It’ by 
Therototube.”  

 An MIS is a structure 
consisting of people, 
equipment, and 
procedures to gather, sort, 
analyze, evaluate, and 
distribute needed, timely, 
and accurate information 
to marketing decision 
makers.  25   

  ©
 K

ar
en

 R
oa

ch
/S

hu
tt

er
st

oc
k   

http://www.youtube.com
http://www.youtube.com


12    CHAPTER 1 � INTRODUCTION TO MARKETING RESEARCH

information to the decision makers in a form and at a time when they can use it for decision 

making. This sounds very much like what we have been saying about marketing research—

providing information to aid in decision making. Learning the components of an MIS will 

help to establish some distinctions. 

    COMPONENTS OF AN MIS  

 As noted previously, the MIS is designed to assess managers’ information needs, to gather 

this information, and to distribute the information to the marketing managers who need to 

make decisions. Information is gathered and analyzed by the four subsystems of the MIS: 

internal reports, marketing intelligence, marketing decision support, and marketing research. 

We discuss each of these subsystems next. 

   Internal Reports System    Much information is generated in normal, daily transactions. 

When you make a purchase at a grocery store, management has a record of the SKUs you 

purchased, payment method, coupons or special promotions used, store location, and day of 

week and time of day. When that same grocery store orders supplies of foods, it has a pur-

chase requisition and a shipping invoice from the supplier fi rm that ships the goods. Once 

all these forms of data are gathered, they serve as a source of information for managers. The 

 internal reports system  gathers information generated within a fi rm, including orders, bill-

ing, receivables, inventory levels, stockouts, and so on. In many cases, the internal reports 

system is called the accounting information system. Although this system produces fi nancial 

statements (balance sheets and income statements, etc.) that generally contain insu�  cient 

detail for many marketing decisions, the internal reports system is a source of extreme detail 

on both revenues and costs that can be invaluable in making decisions. Other information 

is also collected, such as inventory records, sales calls records, and orders. A good internal 

reports system can tell a manager a great deal of information about what has happened in the 

past. When information is needed from sources outside the fi rm, marketing researchers must 

call on other MIS components. 

     Marketing Intelligence System    The  marketing intelligence system  is defi ned as a set 

of procedures and sources used by managers to obtain everyday information about pertinent 

developments in the environment. Consequently, the intelligence system focuses on bringing 

in information generated outside the fi rm. Such systems include both informal and formal 

information-gathering procedures. Informal information-gathering procedures involve activi-

ties such as scanning newspapers, magazines, and trade publications. Sta�  members assigned 

the specifi c task of looking for anything that seems pertinent to the company or industry 

may conduct formal information-gathering activities. They then edit and disseminate this 

information to the appropriate members or company departments. Formerly known as “clip-

ping bureaus” (because they clipped relevant newspaper articles for clients), several online 

information service companies, such as Lexis-Nexis, provide marketing intelligence. To use 

its service a fi rm would enter key terms into search forms provided online by Lexis-Nexis. 

Information containing the search terms appears on the subscriber’s computer screen as often 

as several times a day. By clicking on an article title, subscribers can view a full-text version 

of the article. In this way, marketing intelligence goes on continuously and searches a broad 

range of information sources to bring pertinent information to decision makers. 

     Marketing Decision Support System (DSS)    The third component of an MIS is the 

decision support system. A  marketing decision support system (DSS)  is defi ned as col-

lected data that may be accessed and analyzed using tools and techniques that assist managers 

in decision making. Once companies collect large amounts of information, they store this 

information in huge databases that, when accessed with decision-making tools and techniques 

(such as break-even analysis, regression models, and linear programming), allow companies 

 The internal reports system 
gathers information 
generated within a fi rm, 
including orders, billing, 
receivables, inventory 
levels, stockouts, and so on. 

 The marketing intelligence 
system is defi ned as a 
set of procedures and 
sources used by managers 
to obtain everyday 
information about 
pertinent developments in 
the environment. 

 A marketing decision 
support system (DSS) is 
defi ned as collected data 
that may be accessed 
and analyzed using tools 
and techniques that assist 
managers in decision 
making. 
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to ask “what if” questions. Answers to these questions are then immediately available for 

decision making. For example, salespersons complete daily activity reports showing custom-

ers they called on during the day and orders written. These reports are uploaded to the com-

pany databases routinely. A sales manager can access these reports and, using spreadsheet 

analysis, he or she can quickly determine which salespersons are at, above, or below quota for 

that day of the month. 

      Marketing Research System    Marketing research, which we have already discussed 

and defi ned, is the fourth component of an MIS. Now that you have been introduced to the 

three other components of an MIS, we are ready to address a new question: If marketing 

research and an MIS are both designed to provide information for decision makers, how are 

the two di� erent? In answering this question, we must see how marketing research di� ers 

from the other three MIS components. 

   Active Learning 

 Use Google Alerts to Create Your Own Intelligence System   

 You can create your own intelligence system through Google, which offers a free service 

called Google Alerts ( https://www.google.com/alerts ). By entering key words, you will receive 

emails from Google Alerts whenever something appears with those key words. You can spec-

ify searching everything that appears on the Internet or limit results to search only blogs, 

videos, or books. What value would this be to you? If you have a paper to write for the end 

of term, this service will allow you to gather information all term as it occurs. Or, if you have 

an interview coming up, you may want to track the latest information about the company or 

industry. You will receive email results daily. 

      Marketing research can help retailers understand consumers’ demand for delivery or pick-up services .  
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  First, the  marketing research system  gathers information not gathered by the other MIS 

component subsystems: Marketing research studies are conducted for a  specifi c  situation fac-

ing the company. It is unlikely that other components of an MIS have generated the particu-

lar information needed for the specifi c situation. When Walmart was designing Walmart To 

Go, the retailer’s online service that o� ers delivery or pick-up services in select markets, 

management had several service options available to o� er customers. Could managers get 

information about what today’s shopper will most prefer from the internal reports system? 

No. Could they get useful information from their intelligence system? No. Could they get 

information from their DSS? Not really. Marketing research can provide information to help 

Walmart understand what grocery delivery and pick-up services will be most appealing to 

today’s consumers. 

  To consider another example, when  People  magazine wants to know which of three cover 

stories it should use for this week’s publication, can its managers obtain that information from 

internal reports? No. From the intelligence system or the DSS? No. Filling this information 

gap is how marketing research plays a unique role in a fi rm’s total information system. By 

providing information for a  specifi c  problem, marketing research provides information not 

provided by other components of the MIS. This is why marketing research studies are some-

times referred to as “ad hoc studies.”  Ad hoc  is Latin for “with respect to a specifi c purpose.” 

(Recall that earlier in the chapter when we defi ned marketing research, we said we would 

revisit the word  specifi c . Now you see why we used that word in our defi nition.) 

 A fi nal characteristic of marketing research di� erentiates it from the other MIS compo-

nents. Although this di� erence does not justify the existence of marketing research in the MIS, 

it is notable. Marketing research projects, unlike the other components, are not continuous—

they have a beginning and an end. This is why marketing research studies are sometimes 

referred to as “projects.” The other components are available for use on an ongoing basis. 

However, marketing research projects are launched only when there is a justifi able need for 

information that is not available from internal reports, intelligence, or the DSS.     

     Summary   

 Globalization and digital innovations have dramatically 

changed the pace of change in the business world. Yet 

managers must still make decisions, and the role of mar-

keting research is to provide information to help managers 

make better decisions. Because marketing research is part 

of marketing, to understand marketing research, we must 

understand the role it plays in marketing. The American 

Marketing Association (AMA) defi nes marketing as the 

activity, set of institutions, and processes for creating, com-

municating, delivering, and exchanging o� erings that have 

value for customers, clients, partners, and society at large. 

There are new frameworks for understanding marketing. 

Advances in social media have increased the opportunities 

for marketers to “listen” to their consumers and even to col-

laborate with them. Firms are creating products, such as 

Adobe Social Analytics and Hootsuite, allowing managers 

to fi nd out what consumers are saying about them on social 

media and helping those fi rms collaborate with their cus-

tomers using social media. Marketers must “hear the voice 

of the consumer” to determine how to create, communicate, 

and deliver value that will result in long-lasting relation-

ships with customers. Some fi rms “listen” to their custom-

ers and have success; others do not and experience product 

and service failures. There are many examples of product 

failures including Life-Savers sodas, Colgate food entrees, 

and Frito-Lay lemonade. In all these cases managers might 

have made better decisions with better information. 

 Because philosophies guide our day-to-day decisions, 

marketers should follow the philosophy known as the  mar-

keting concept . The marketing concept states that the key to 

business success lies in being more e� ective than competi-

tors in creating, delivering, and communicating customer 

value to chosen target markets. Companies whose philoso-

phy focuses on products and selling e� orts do not tend to 

stay around long. If a fi rm’s management follows the mar-

keting concept philosophy, it develops the “right” strate-

gies, or plans, to provide consumers with value. In short, to 

practice marketing as we have described it, managers need 

information to determine wants and needs and to design 

marketing strategies that will satisfy customers in selected 

 The marketing research 
system gathers information 
for a  specifi c  situation 
facing the company. 
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target markets. Furthermore, environmental changes mean 

that marketers must constantly collect information to moni-

tor customers, markets, and competition. 

 One defi nition of marketing research is that it is the 

process of designing, gathering, analyzing, and reporting 

information that may be used to solve a specifi c problem. 

The AMA defi nes marketing research as the function 

that links the consumer, customer, and public to the mar-

keter through information—information used to identify 

and defi ne marketing opportunities and problems; gen-

erate, refi ne, and evaluate marketing actions; monitor 

marketing performance; and improve the understanding 

of marketing as a process. Some di� erentiate between 

market ing  research and  market  research. Marketing 

research is the broader of the two names and refers to 

the process of gathering, analyzing, and reporting infor-

mation for decision-making purposes. Market research 

refers to applying marketing research to a specifi c mar-

ket. However, in practice, the two names are often used 

interchangeably. 

 To link the consumer to the marketer by providing 

information to use in making marketing decisions is the 

function of marketing research. The uses of marketing 

research are to (1) identify and defi ne marketing oppor-

tunities and problems; (2) generate, refi ne, and evaluate 

marketing actions; (3) monitor marketing performance; 

and (4) improve our understanding of marketing. Most 

marketing research that is conducted to solve specifi c 

problems is considered to be applied research. A lim-

ited number of marketing research studies conducted to 

expand the limits of our knowledge would be considered 

basic research. 

 If marketing research provides information to make 

marketing decisions, why should we also have a marketing 

information system (MIS)? Actually, marketing research 

is part of an MIS. Marketing research is only one of four 

subsystems making up an MIS. Other subsystems include 

internal reports, marketing intelligence, and decision sup-

port systems. Marketing research gathers information not 

available through the other subsystems. Marketing research 

provides information for the specifi c problem at hand. Mar-

keting research is conducted on a project basis and has a 

beginning and end. The other MIS components operate 

continuously, 24/7.  

    Key Terms   

    Marketing   (p.  4 )   

   Crowdsourcing   (p.  4 )   

   Marketing concept   (p.  6 )   

   Marketing strategy   (p.  6 )   

   Marketing research   (p.  7 )   

   Market research   (p.  7 )   

   Function of marketing research  

 (p.  7 )   

   Basic research   (p.  10 )   

   Applied research   (p.  10 )   

   Marketing information system (MIS)  

 (p.  11 )   

   Internal reports system   (p.  12 )   

   Marketing intelligence system  

 (p.  12 )   

   Marketing decision support system 

(DSS)   (p.  12 )   

   Marketing research system   (p.  14 )     

    Review Questions/Applications   

        1- 1.    What is marketing? What is the relationship of mar-

keting research to marketing?   

       1- 2.    Why is it important for decision makers to have phi-

losophies? What is the marketing concept and what 

is its relationship to marketing research?   

       1- 3.    What is a marketing strategy, and why is marketing 

research important to strategy makers?   

       1- 4.    Defi ne marketing research. What is the di� erence 

between marketing research and market research?   

       1- 5.    What is the function of marketing research?   

       1- 6.    Name four major uses of marketing research. Provide 

one example of each of the uses.   

       1- 7.    Which use of marketing research is considered basic 

research?   

       1- 8.    Give your own example to illustrate a market-

ing research study that may be used in (a) product 

research, (b) pricing research, (c) promotion research, 

and (d) distribution research.   

       1- 9.    List three product failures and explain the most 

important reason that they failed. Could these failures 

have been avoided with better research information?   

       1- 10.    Distinguish among MIS (marketing information sys-

tem), marketing research, and DSS (decision support 

system).   

       1- 11.    What is an example of crowdsourcing used to create 

a product? To develop advertising?   

       1- 12.    Go to your library, either in person or online, and 

look through several business periodicals such as 

 Advertising Age, Business Week, Fortune,  and  Forbes.  

Find and explain three examples of companies using 

marketing research.   



16    CHAPTER 1 � INTRODUCTION TO MARKETING RESEARCH

       1- 13.    Select a company in a fi eld in which you have a career 

interest and look up information on this fi rm in your 

library or on the Internet. After gaining some knowl-

edge of this company and its products and services, 

customers, and competitors, list three di� erent types 

of decisions you believe this company’s management 

may have made within the past two years. For each 

decision, list the information the company’s execu-

tives would have needed to make these decisions.   

       1- 14.    In the following situations, what component of the 

marketing information system would a manager use 

to fi nd the necessary information? 

   a. A manager of an electric utilities fi rm hears a 

friend at lunch talk about a new breakthrough in 

solar panel technology she read about in a science 

publication.  

  b. A manager wants to know how many units of 

three di� erent products in the company sold dur-

ing each month for the past three years.  

  c. A manager wants to estimate the contribution to 

company return on investment earned by 10 dif-

ferent products in the company product line.  

  d. A manager is considering producing a new type 

of health food. He would like to know if consum-

ers are likely to purchase the new food, at which 

meal they would most likely eat the food, and 

how they would prefer the food to be packaged.            

    CASE   1. 1  

 Anderson Construction   

 Larry Anderson is president of Anderson Construction. The 

fi rm had been in business for almost fi ve years when the 

housing industry crashed with the Wall Street debacle of 

2008. Although Anderson had quickly become profi table 

in the building business, it was a time when nearly every-

one in construction was making profi ts, as the industry had 

been overinfl ated by a boom based on banking fees rather 

than real demand. To make a reputation, the company had 

invested heavily in the selection of a superior construction 

crew. Larry had followed a strategy of hiring only person-

nel with high levels of training and experience. This had 

given him the ability to be versatile. His well-experienced 

sta�  of employees gave him the ability to take on a variety 

of construction projects. By 2012, Anderson was one of the 

few fi rms left in town. Most construction fi rms had gone 

out of business trying to wait out the housing bust. Ander-

son had remained afl oat with a few good employees and 

very limited demand among a few individuals who were 

interested in building custom homes. Because Larry had 

invested in his personnel with better pay and continuous 

training, he had many former employees who stayed in 

touch with him. These employees were eager to go back 

to work for Anderson and were biding their time in one or 

more part-time jobs. 

 Larry was not accustomed to doing marketing research. 

Starting his business at the time of an artifi cial building 

boom, he had what seemed like an endless supply of job 

opportunities on which to bid. The only research Larry had 

conducted during those formative years was exploration to 

fi nd key personnel and to keep up with building materials 

and building code changes. Now, as Larry had only two 

custom-home jobs in the queue, he began to worry about 

how he could fi nd more work for his construction crews. 

He wondered if marketing research would be of any help. 

     1. Explain why you think Larry should or should not look 

into doing marketing research.   

   2. In thinking about the components of a marketing infor-

mation system, which components would you suggest 

Larry use and why?     

    CASE   1. 2  INTEGRATED CASE 

 Auto Concepts   

 Nick Thomas is the CEO of Auto Concepts, a new divi-

sion of one of the largest U.S. automobile manufacturers 

with multiple divisions representing several auto and truck 

brands. This company has been slowly losing market share 

to other competitors. Auto Concepts was created to develop 

totally new models that are more in tune with today’s 

changing automobile market. A primary consideration in 

this development e� ort is the U.S. Department of Energy’s 

Clean Cities Initiative that advocates the use of alternative 

automobile fuels such as propane, natural gas, biodiesel, 

electric, hybrid, and/or ethanol. At the same time, man-

agement believes that the Internet of Things (IoT) with its 



capabilities of safe mobile connections, self- or assisted-

driving, infotainment, on-board diagnostics, and more will 

be a prominent part of future vehicles. 

 Nick Thomas knows he must come up with some in-

novations in automobile design and engineering, but he 

is not certain in which direction he should guide his divi-

sion. Nick realizes that he needs to fi nd out what consum-

ers’ attitudes are toward fuel prices and global warming. 

This knowledge will help him determine a direction for the 

company in terms of automobile design. Nick also needs 

more data on consumer preferences. Will they want to stay 

with today’s standard compacts or hybrids, or might they 

be interested in radically di� erent models that promise 

much higher fuel economies? 

     1. In the development of new automobile models, which 

of the following should Nick be primarily concerned 

with and why? 

   a. Engineering and production feasibility  

  b. The brand image of his division’s parent U.S. auto-

mobile manufacturer  

  c. Technological innovation  

  d. Consumer preferences     

   2. Should Nick use marketing research?     
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     LEARNING OBJECTIVES   

   In this chapter you will learn:   

2- 1    A brief history of the marketing 
research industry  

2- 2    The different types of marketing 
research fi rms  

2- 3    The industry structure of 
marketing research  

2- 4    New challenges to the marketing 
research industry  

2- 5    The areas of ethical sensitivity in 
the marketing research process 
and industry initiatives for self-
improvement  

2- 6    How to investigate careers in the 
marketing research industry    

   University of Georgia Terry College 
of Business: The Master of Marketing 
Research Program  

  Fast-changing customer needs have caused 

companies to realize they must constantly 

be in touch with their customers. Further, 

the explosion of available consumer data 

has led businesses to develop and improve 

their capabilities to turn data into business 

actions. Businesses turn to the marketing 

research function, sometimes called con-

sumer insights, to accomplish these goals. 

Consequently, those in the marketing 

research profession fi nd that it is rewarding 

and fascinating as well as highly valued. 

 In the current business environment,  U.S. 

News & World Report  reports that the Bureau 

of Labor Statistics predicts a 31.6% employ-

ment increase between 2012 and 2022 

resulting in 131,500 new marketing research 

job openings. 

 The University of Georgia’s (UGA) Terry College of Business wel-

comed its fi rst Master of Marketing Research (MMR) class in 1980. 

The MMR program was the fi rst of its kind in the United States and is 

internationally regarded as the standard of comparison for such pro-

grams. Acknowledging the need for high-caliber marketing research-

ers, UGA faculty and leading marketing professionals have joined forces 

to develop a curriculum to prepare students for careers in marketing 

research. The coursework is designed to provide students with technical 

skills as well as an understanding of strategic marketing issues from both 

the client and supplier sides of the industry. 

       2  The Marketing Research Industry   

     Charlotte Mason, 

Marketing Department 

Head and MMR 

Program Director; 

C. Herman and 

Mary Virginia Terry 

Chair of Business 

Administration; 

Director, Coca-Cola 

Center for Marketing 

Studies   
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 The industry has evolved with the ever-changing digital 

revolution, and the MMR program curriculum has evolved 

accordingly. Career opportunities today are practically limit-

less. Long-term prospects for MMRs are exceptional. Newly 

graduated MMRs move quickly into project manager, senior 

analyst, and marketing research or consumer insight man-

ager roles. Many MMR alumni are now directors of consumer 

insights and analytics at client fi rms or senior vice presidents 

at suppliers and agencies. 

 Terry’s MMR students surpass high entrance require-

ments and are immersed in a rigorous academic program 

including hands-on use of the same analytic tools and 

research methods used in the industry. The ultimate goal is 

to apply these methods to gain insights that guide business 

decisions. In addition to research methods, the MMR pro-

gram emphasizes business applications to identify appropri-

ate marketing strategy and tactics. 

 The MMR program gives students an understanding of data acquisition issues, analytic 

tools, and skills required for insight extraction and dissemination. MMR students learn how 

to design marketing research projects focused on specifi c business problems, analyze data 

using sophisticated statistical methods, prepare and present high-impact reports, and serve 

as market intelligence consultants to managers. The program maintains ties with many part-

ner corporations who, as advisory board members, guide program content for standards and 

relevance. The program is structured to encompass the tools and techniques, business acu-

men, and “soft” skills necessary to succeed in the industry. 

 Terry MMR graduates are characterized by their industry knowledge and practical experi-

ence. A sense of collaboration is instilled in MMR students through numerous team projects. 

This prepares students to succeed in team environments. As a result, MMR graduates are 

highly sought by both marketing research suppliers and marketing research departments of 

major corporations. The program essentially has a 100% placement record. With 600 MMR 

alumni, the program’s graduates hold many leadership positions in the marketing research/

consumer insights industry. Many alumni maintain close ties to the program, providing a valu-

able network for themselves and new graduates. It’s no wonder that the Terry College MMR 

program remains the leader in marketing research education. 

    —Charlotte Mason    

 Source: Text and Images by permission, University of Georgia Terry College of Business: The Master of 

Marketing Research Program. 

     The Terry College of Business, located in Athens, Georgia, 

recently completed the fi rst phase of its new Business 

Learning Community. Correll Hall houses all graduate 

programs. For more information, visit  terry.uga.edu/mmr .   
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    A
s the chapter’s introduction notes, marketing 

research is a growing industry that can only 

be expected to gain importance as new forms 

of technology for gathering and analyzing information 

emerge. In 2015,  U.S. News & World Report  ranked 

the career of market research analyst as number one 

in “best business jobs.”  1   After completing a course in 

marketing research, you may be interested in a career 

in this area. Serving as an introduction to the market-

ing research industry, this chapter will introduce sev-

eral facets of the industry, including a brief history, 

the different types and sizes of some of the firms, the 

challenges to the industry, and the methods the indus-

try uses for self-improvement. We will provide infor-

mation about the industry’s professional organizations 

as well as the Professional Researcher Certification 

(PRC) program, which is sponsored by the Marketing 

Research Association (MRA). Finally, we will exam-

ine the ethical issues facing the industry.   

      2- 1   Evolution of an Industry   

   EARLIEST KNOWN STUDIES  

  People have been gathering information to be used for decision making since the earliest days 

of recorded history. As Lockley notes, “Even the Children of Israel sent interviewers out to 

sample the market and produce of Canaan.”  2   In the United States, surveys were used in the 

early 1800s to determine the popularity of political candidates.  3   Political polling is a consid-

erable part of marketing and opinion research today. The fi rst known application of market-

ing research to a business marketing/advertising problem was conducted by the advertising 

agency N.W. Ayer & Son in 1879. In trying to put together a schedule of advertisements for 

its client Nichols-Shepard Company, a manufacturer of agricultural machinery, the ad agency 

sent a request to state o�  cials and publishers throughout the United States asking for infor-

mation about grain production.  4   

 Robert Bartels, a marketing historian, writes that the fi rst continuous and organized research 

was started in 1911 by  Charles Coolidge Parlin , a schoolmaster from a small city in Wiscon-

sin. Parlin was hired by the Curtis Publishing Company to gather information about customers 

and markets to help Curtis sell advertising space. Parlin was successful, and the information he 

gathered led to increased advertising in Curtis’s  Saturday Evening Post  magazine. Parlin is rec-

ognized today as the “Father of Marketing Research,” and the American Marketing Association 

(AMA) provides an award each year at the annual marketing research conference in his name.  5   

     WHY DID THE INDUSTRY GROW?  

 By the 1920s more marketing research was being practiced in the United States. However, it 

was not until the 1930s that marketing research e� orts became widespread as markets became 

more geographically diverse. Prior to the Industrial Revolution, businesses were located 

close to their consumers. In an economy based on artisans and craftsmen involved in barter 

exchange with their customers, there was not much need to “study” consumers. Business 

owners saw their customers daily. They knew their needs and wants and their likes and dis-

likes. However, when manufacturers began producing goods for distant markets, the need for 

marketing research emerged. Manufacturers in Boston needed to know more about consumers 

and their needs in “faraway” places such as Denver and Atlanta.  

      Surveys were used in the early 1800s.   

  

 Charles Coolidge Parlin 
conducted the fi rst 
continuous and organized 
research in 1911, when he 
was hired by the Curtis 
Publishing Company to 
gather information about 
customers and markets to 
help Curtis sell advertising 
space. 
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   THE 20TH CENTURY LED TO A “MATURE INDUSTRY”  

 The 1900s saw the marketing research industry evolve. Researcher A. C. Nielsen started his 

fi rm in 1923. The Nielsen Company remains a prominent fi rm in the industry. In the 1930s 

colleges began to teach courses in marketing research, and George Gallup was designing 

surveys that could predict presidential elections. During the 1940s, Alfred Politz introduced 

statistical theory for sampling in marketing research.  6   Also during the 1940s, Robert Merton 

introduced focus groups, which today represent a large part of what is known as  qualitative 

marketing research . 

 Computers revolutionized the industry in the 1950s.  7   Marketing research in the middle 

of the 20th century was dominated by small fi rms.  8   By the late 1950s and 1960s, marketing 

research was seen as indispensable for companies to track consumption changes in increas-

ingly expanding markets. During this time, many client companies added marketing research 

departments and the number of supply-side companies also increased greatly. The develop-

ment of computer technology in the 1970s led to the automation of data management and 

analysis for larger fi rms. In the 1980s, the innovation of personal computers brought comput-

ing technologies to companies of all sizes. The introduction of data automation to the market-

ing research industry led to the ability to gather and analyze data at much faster speeds. 

 In the 1990s and the 2000s, increased globalization and the growth of the Internet led to 

further dramatic changes in the marketing research industry. Marketing research supply-side 

fi rms established branches all over the globe, leading to mergers and acquisitions in the indus-

try. As a result, a period of consolidation of companies took place, which has only recently 

begun leveling o� . Meanwhile, the wide availability and convenience of the Internet trans-

formed all phases of the research process, from data collection to analysis to reporting. Online 

surveys became the predominant form of questionnaire administration. 

 The marketing industry has continued to grow and mature. Today the industry includes a 

number of publicly held fi rms, as well as several professional organizations and a certifi cation 

program. Later in this chapter, we will discuss the role of professional organizations and sum-

marize the dynamics of industry revenues.   

     2- 2   Who Conducts Marketing Research?   

   CLIENT-SIDE MARKETING RESEARCH  

 Any company seeking to understand its customers, distributors, competitors, or the environ-

ments in which they operate may conduct marketing research. Research that is conducted 

within an organization is called  client-side research . Larger fi rms, such as those found in 

the  Fortune 500 , typically have a formal department devoted to marketing research. These 

departments may appear in organizational charts under a variety of names, such as consumer 

insights, but they serve the basic function of providing information to decision makers. Indus-

tries that tend to rely heavily on marketing research departments include consumer packaged 

goods (CPG), technology, advertising, banking and fi nance, pharmaceuticals and health care, 

automobile manufacturing, and retailing. Large fi rms that are recognized for having innova-

tive approaches to marketing research include Procter & Gamble, Google, Unilever, General 

Mills, and Coca-Cola.  9   

 Medium-sized and smaller fi rms may assign one or more people to be responsible for 

marketing research. In these cases, the individual or team may actually conduct some of the 

research, but often their responsibilities lie in helping others in the fi rm know when to do 

research and in fi nding the right supplier fi rm to help conduct marketing research. 

   Do-it-yourself (DIY) research , which has been called the “democratization” of mar-

keting research, is considered one of the most important emerging trends for client-side 

marketing research departments.  10   DIY marketing research has been facilitated by online 

access to secondary data and better knowledge of data analysis software such as SPSS. 

 Client-side research is 
research that is conducted 
within an organization. 

 DIY marketing research, or 
do-it-yourself marketing 
research, refers to fi rms 
conducting their own 
marketing research. 
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DIY research can provide the information needed to solve the user’s problem in a cost-

e� ective way. An increasing number of tools are being developed for fi rms to conduct their 

own marketing research. Examples of DIY marketing research tools are online survey plat-

forms (such as Qualtrics and SurveyMonkey), statistical analysis tools (such as SPSS, SAS, 

and R), social media monitoring tools (such as Hootsuite  [see   Chapter   5  ] ), and data analy-

sis and visualization  dashboards  (such as those o� ered by Burke and Tableau). Marketing 

Research Insight  2. 1 introduces the Digital Dashboard, by Burke, Inc., as an example of 

online data tools. 

 Moving Beyond the Traditional Research Report: Digital Dashboard from Burke, Inc.   

  Burke, Inc., has devel-

oped an online reporting 

tool that allows clients to 

access and create reports 

that are updated in near 

real time as data are col-

lected in the field. The 

Digital Dashboard ®  is a 

web-based application that 

can be accessed worldwide 

and enables users to create custom views of their data as well 

as access predeÞ ned reports. The ß exibility of this application 

allows users to analyze data themselves to help them make bet-

ter decisions and ensure that everyone involved in the research 

project can interact with the data. Traditionally, the client did 

not see any data until all data were collected and analyzed and 

the Þ nal written report was prepared. Additionally, the tradi-

tional printed research report was not interactive. The manager 

who needed to examine the data differently than reported had 

to make a special request and wait for further processing. In 

many cases, the manager would forgo the additional work. 

The Digital Dashboard is an evolution in reporting that removes 

the barriers to further analyzing data that are present in tradi-

tional reporting methods. Like a driver monitoring a vehicle�s 

   MARKETING RESEARCH INSIGHT    2. 1   Digital Marketing Research 

      Michael Webster, Senior Vice 

President, Research Solutions    

      FIGURE    2. 1     Digital Dashboard    
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      Visit Burke, Inc., at  www.burke.com .    

dashboard for important information, clients using the Digital 

Dashboard can monitor the entire research project and input 

custom changes to make sure project results take them to the 

right destination�making the correct decision. 

  The Digital Dashboard is comprised of modules that allow 

the user to interact with data in multiple ways. The Report Builder 

module enables a user to create multiple charts and tables by 

following a guided wizard and to analyze and display data in 

the most meaningful way. These custom reports can then be 

shared with other users in the organization. Once shared, a user 

can continue to work with the report to meet speciÞ c needs. 

The Catalog Builder module enables a user to view respondent-

level data. The user takes advantage of the same guided wizard 

available in the Report Builder to create views in this module as 

well. Data can be exported or scheduled to be delivered at regu-

lar intervals by email from this portion of the tool. The Project 

Background module provides a place for the client to communi-

cate important details about the project and offer guidelines for 

interpreting the results. The Digital Dashboard can be used for 

online surveys as well as other data collection modes, such as 

telephone and mail surveys and mall-intercept surveys. 

   Mike Webster has played a leading role in bringing Burke 

Interactive to the forefront of Internet research. A key devel-

oper of Burke�s Digital Dashboard, Webster has designed online 

reporting solutions for leading-edge clients in a wide variety 

of industries, including information technology, telecommuni-

cations, Þ nancial services, and consumer goods. He serves as 

Burke�s resident expert on data collection and online reporting 

software, working with a variety of languages and platforms. 

His title is Senior Vice President, Research Solutions.  

 Source: Text and photos courtesy of Michael Webster, Burke, inc. 

 While DIY has its place, business owners and managers often do not have the time or 

expertise to feel confi dent about using DIY for important issues and will hire marketing 

research professionals to assist them with their information needs. 

      SUPPLY-SIDE MARKETING RESEARCH  

 Research that is conducted by an outside fi rm to fulfi ll a company’s marketing research 

needs is called  supply-side research . A fi rm that is engaged in supply-side marketing 

research is often referred to as an  agency , or simply as a  supplier . These fi rms specialize 

in marketing research and o� er their services to buyers needing information to make more 

informed decisions. In most cases, client-side marketing researchers also purchase research 

from marketing research suppliers. General Motors, for example, while conducting research 

on electric cars, may hire a research fi rm in California to provide feedback from consumers 

who test-drive prototype cars. Large and small fi rms, for-profi t and not-for-profi t organi-

zations, and government and educational institutions purchase research information from 

suppliers. 

        2- 3   The Industry Structure   

   FIRM SIZE BY REVENUE  

 Every year the American Marketing Association (AMA) publishes two reports on the mar-

keting research industry on its website and in the publication  Marketing News.  The  AMA 

Gold Global Top 50  (formerly the  Honomichl Global Top 25 ) report ranks the top marketing 

research fi rms in the world by revenue earned. These fi rms include proprietorships as well 

as international corporations with tens of thousands of employees.   Table    2. 1   lists the top 10 

revenue-producing fi rms from the 2015  AMA Gold Global Top 50  report. 

 As   Table    2. 1   indicates, a few fi rms dominate the industry in terms of size based on 

employees and revenues. The 26th fi rm in the report has revenues under $100 million. Still, 

there is extreme competition in the industry. Certainly, the larger fi rms have advantages, but 

many small fi rms develop new approaches and techniques and rely on talented personnel to 

 Supply-side marketing 
research is research 
that is conducted by an 
outside fi rm hired to fulfi ll 
a company’s marketing 
research needs. A supplier 
fi rm may be referred to as 
an agency or simply as a 
supplier. 

 To view the  AMA Gold 
Global Top 50  and the 
 AMA Gold Top 50  reports, 
go to the AMA website at 
 www.ama.org  and search 
“Top 50.” 

http://www.burke.com
http://www.ama.org

