
M
arketing R

esearch
Burns • Bush

SEV
EN

T
H

ED
IT

IO
N

IN
T

ER
N

AT
IO

N
A

L
ED

IT
IO

N

This is a special edition of an established title widely 
used by colleges and universities throughout the world. 
Pearson published this exclusive edition for the benefi t 
of students outside the United States and Canada. If you 
purchased this book within the United States or Canada 
you should be aware that it has been imported without 
the approval of the Publisher or Author.

Pearson International Edition

INTERNATIONAL
EDITION

The editorial team at Pearson has worked closely with educators 
around the globe to inform students of the ever-changing world 
in a broad variety of disciplines. Pearson Education offers this 
product to the international market, which may or may not 
include alterations from the United States version.

Marketing Research
SEVENTH EDITION

Alvin C. Burns • Ronald F. Bush

INTERNATIONAL
EDITION



# 109479    Cust: Pearson   Au: Burns  Pg. No. 1 
Title: Marketing Research Using Microsoft Excel Data Analysis  Server:     

C / M/ Y / K
Short / Normal

DESIGN SERVICES OF

S4-CARLISLE
Publishing Services

E D I T I O N

7 Marketing 
Research
International Edition



# 109479    Cust: Pearson   Au: Burns  Pg. No. 2 
Title: Marketing Research Using Microsoft Excel Data Analysis  Server:     

C / M/ Y / K
Short / Normal

DESIGN SERVICES OF

S4-CARLISLE
Publishing Services



# 109479    Cust: Pearson   Au: Burns  Pg. No. 3 
Title: Marketing Research Using Microsoft Excel Data Analysis  Server:     

C / M/ Y / K
Short / Normal

DESIGN SERVICES OF

S4-CARLISLE
Publishing Services

E D I T I O N

7 Marketing 
Research

Alvin C. Burns
Louisiana State University

Ronald F. Bush
University of West Florida

International Edition contributions by 

Nilanjana Sinha 
NSHM Business School, Kolkata 

Boston    Columbus    Indianapolis    New York    San Francisco    Upper Saddle River

Amsterdam    Cape Town    Dubai    London    Madrid    Milan    Munich    Paris    Montreal    Toronto

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

International Edition



# 109479    Cust: Pearson   Au: Burns  Pg. No. 4 
Title: Marketing Research Using Microsoft Excel Data Analysis  Server:     

C / M/ Y / K
Short / Normal

DESIGN SERVICES OF

S4-CARLISLE
Publishing Services

Editor-in-Chief: Stephanie Wall
Director of Editorial Services: Ashley Santora
Editorial Assistant: Jacob Garber
Director of Marketing: Maggie Moylan
Executive Marketing Manager: Anne Fahlgren
Senior Managing Editor: Judy Leale
Production Project Manager: Becca Groves
Publisher, International Edition: Angshuman Chakraborty
Publishing Administrator and Business Analyst, International 

Edition: Shokhi Shah Khandelwal
Senior Print and Media Editor, International Edition:  

Ashwitha Jayakumar
Acquisitions Editor, International Edition: Sandhya Ghoshal
Publishing Administrator, International Edition: Hema Mehta

Project Editor, International Edition: Daniel Luiz
Senior Manufacturing Controller, Production, International 

Edition: Trudy Kimber
Operations Specialist: Cathleen Petersen
Creative Director: Blair Brown
Senior Art Director: Janet Slowik
Interior Designer: Wanda Espana
Cover Designer: Jodi Notowitz
Cover Photo: © peshkova/Fotolia
Senior Editorial Media Project Manager: Denise Vaughn
Production Media Project Manager: Lisa Rinaldi
Full-Service Project Management:  

S4Carlisle Publishing Services
Cover Printer: Lehigh-Phoenix Color/Hagerstown

Pearson Education Limited
Edinburgh Gate
Harlow
Essex CM20 2JE
England

and Associated Companies throughout the world

Visit us on the World Wide Web at:  
www.pearsoninternationaleditions.com

© Pearson Education Limited 2014

The rights of Alvin C. Burns and Ronald F. Bush to be identified as authors of this work have been asserted by them in accordance with the 
Copyright, Designs and Patents Act 1988.

Authorized adaptation from the United States edition, entitled Marketing Research, 7th edition, ISBN 978-0-133-07467-3 by Alvin C. Burns and  
Ronald F. Bush, published by Pearson Education © 2014.

All rights reserved. No part of this publication may be reproduced, stored in a retrieval system, or transmitted in any form or by any means, 
electronic, mechanical, photocopying, recording or otherwise, without either the prior written permission of the publisher or a license permitting 
restricted copying in the United Kingdom issued by the Copyright Licensing Agency Ltd, Saffron House, 6–10 Kirby Street, London EC1N 8TS.

All trademarks used herein are the property of their respective owners. The use of any trademark in this text does not vest in the author or publisher any 
trademark ownership rights in such trademarks, nor does the use of such trademarks imply any affiliation with or endorsement of this book by such owners.

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.

British Library Cataloguing-in-Publication Data
A catalogue record for this book is available from the British Library

10 9 8 7 6 5 4 3 2 1 
14 13 12 11 10

Typeset in Times LT Std by S4Carlisle Publishing Services. Printed and bound by Courier Kendalville in The United States of America.

The publisher’s policy is to use paper manufactured from sustainable forests.

ISBN 10:        0-273-76851-4
ISBN 13: 978-0-273-76851-7



# 109479    Cust: Pearson   Au: Burns  Pg. No. 5 
Title: Marketing Research Using Microsoft Excel Data Analysis  Server:     

C / M/ Y / K
Short / Normal

DESIGN SERVICES OF

S4-CARLISLE
Publishing Services

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

Al Burns,
Louisiana State University

Ron Bush,
University of West Florida



# 109479    Cust: Pearson   Au: Burns  Pg. No. 6 
Title: Marketing Research Using Microsoft Excel Data Analysis  Server:     

C / M/ Y / K
Short / Normal

DESIGN SERVICES OF

S4-CARLISLE
Publishing Services

Preface    19

 Chapter 1 Introduction to Marketing Research 30
 Chapter 2 The Marketing Research Industry 46
 Chapter 3 The Marketing Research Process and Defining the Problem  

and Research Objectives 66
 Chapter 4 Research Design 96
 Chapter 5 Secondary Data and Packaged Information 120
 Chapter 6 Qualitative Research Techniques 144
 Chapter 7 Evaluating Survey Data Collection Methods 170
 Chapter 8 Understanding Measurement, Developing Questions, and 

Designing the Questionnaire 202
 Chapter 9 Selecting the Sample 236
 Chapter 10 Determining the Size of a Sample 264
 Chapter 11 Dealing with Field Work and Data Quality Issues 290
 Chapter 12 Using Descriptive Analysis, Performing Population Estimates,  

and Testing Hypotheses 314
 Chapter 13 Implementing Basic Differences Tests 352
 Chapter 14 Making Use of Associations Tests 378
 Chapter 15 Understanding Regression Analysis Basics 406
 Chapter 16 The Research Report 432

Endnotes   459
Name Index    475
Subject Index    479

Brief Contents

6



# 109479    Cust: Pearson   Au: Burns  Pg. No. 7 
Title: Marketing Research Using Microsoft Excel Data Analysis  Server:     

C / M/ Y / K
Short / Normal

DESIGN SERVICES OF

S4-CARLISLE
Publishing Services

Preface  19

 Chapter 1 Introduction to Marketing Research 30
Marketing Research Is Part of Marketing 32

The Philosophy of the Marketing Concept Guides Managers’ 
Decisions 33
The “Right” Marketing Strategy 34

What Is Marketing Research? 34
Is It Marketing Research or Market Research? 35
The Function of Marketing Research 35

What Are the Uses of Marketing Research? 35
Identifying Market Opportunities and Problems 35
Generate, Refine, and Evaluate Potential Marketing Actions 36

Selecting Target Markets 36
Product Research 36
Pricing Research 36
Promotion Research 36
Distribution Research 37

Monitor Marketing Performance 37
Improve Marketing as a Process 38
Marketing Research Is Sometimes Wrong 38

The Marketing Information System 39
Components of an MIS 39

Internal Reports System 39
Marketing Intelligence System 40
Marketing Decision Support System (DSS) 40
Marketing Research System 41

Summary 42  •  Key Terms 43  •  Review Questions/
Applications 43
Case 1.1 Anderson Construction 44
Case 1.2 Integrated Case: Global Motors 45

 Chapter 2 The Marketing Research Industry 46
Evolution of an Industry 47

Earliest Known Studies 47
Why Did the Industry Grow? 48
The 20th Century Led to a “Mature Industry” 48

Who Conducts Marketing Research? 49
Internal Suppliers 49
External Suppliers 49

Contents

7



# 109479    Cust: Pearson   Au: Burns  Pg. No. 8 
Title: Marketing Research Using Microsoft Excel Data Analysis  Server:     

C / M/ Y / K
Short / Normal

DESIGN SERVICES OF

S4-CARLISLE
Publishing Services

8    COntents

The Industry Structure 49
Distribution by Size: Number of Employees 49
Firm Size by Revenue 50
Types of Firms and Their Specialties 51

Industry Performance 53
Industry Revenues and Profits 53
Qualitative Evaluations of the Industry 54

Questions About What Constitutes Marketing Research 54
Mistreatment of Respondents 55
Marketing Research Is Too Focused on Techniques 56
Marketing Research Viewed as a Commodity 56
Other Criticisms 56

Industry Self-Improvement 57
Industry Initiatives 57

Best Practices 57
Maintaining Public Credibility of Research 57
Monitoring Industry Trends 57
Improving Ethical Conduct 57
Certification of Qualified Research Professionals 60
Continuing Education 60

A Career in Marketing Research 61
Where You’ve Been and Where You’re Headed! 62
Summary 62  •  Key Terms 63  •  Review Questions/
Applications 63
Case 2.1 Heritage Research Associates 63
Case 2.2 Integrated Case: Global Motors 64

 Chapter 3 The Marketing Research Process and Defining the 
Problem and Research Objectives 66
The Marketing Research Process 68

The 11-Step Process 68
Caveats to a Step-by-Step Process 69

Why 11 Steps? 69
Not All Studies Use All 11 Steps 70
Steps Are Not Always Followed in Order 70

Introducing “Where We Are” 70
Step 1: Establish the Need for Marketing Research 70

Company Policy Regarding the Use of Marketing Research 70
When Is Marketing Research Not Needed? 71

Step 2: Define the Problem—Stating the Decision Alternatives 73
Step 3: Establish Research Objectives 73
Step 4: Determine Research Design 74
Step 5: Identify Information Types and Sources 74
Step 6: Determine Methods of Accessing Data 74
Step 7: Design Data Collection Forms 75
Step 8: Determine Sample Plan and Size 75
Step 9: Collect Data 77
Step 10: Analyze Data 77
Step 11: Prepare and Present the Final Research Report 77

Defining the Problem 77
What is “The Problem” and the “Research Objective”? 77

The Problem 77



# 109479    Cust: Pearson   Au: Burns  Pg. No. 9 
Title: Marketing Research Using Microsoft Excel Data Analysis  Server:     

C / M/ Y / K
Short / Normal

DESIGN SERVICES OF

S4-CARLISLE
Publishing Services

 COntents    9

The Research Objective 78
The Importance of Properly Defining the Problem 79

A Process for Defining the Problem and Research 
Objectives 79
Sources of Problems 79

Two Sources of Problems 79
Failure to Meet an Objective 79
Opportunity 79

Recognizing the Problem 81
A Control System 81
Opportunity Identification System 81
The Role of Symptoms in Problem Recognition 81

Problem Definition—Defining Decision Alternatives 82
The Role of the Researcher in Problem Definition 82

When Management Has Defined the Problem in Terms of a  
Decision to Be Made 82
When Management Has Not Already Defined the Problem in  
Terms of a Decision to Be Made 83

Conduct a Situation Analysis 83
Validate the Symptoms of the Problem 83
Determine the Probable Cause(s) of the Symptom 83
Specification of the Decision 84
Specify Decision Alternatives That May Alleviate the Symptom 84
Consequences of the Alternatives 85

Research Objectives 86
Defining Research Objectives 86

From Whom Will We Gather Information? 87
What Construct Do We Wish to Measure? 87
What Is the Unit of Measurement? 88
Word the Information Requested of the Respondent Using  
the Respondent’s Frame of Reference 89

Completing the Process 89

Action Standards 89
Impediment to Problem Definition 90
Elements of the Marketing Research Proposal 91

Ethical Issues and the Research Proposal 91

Summary 92  •  Key Terms 93  •  Review Questions/
Applications 93
Case 3.1 Golf Technologies, Inc. 94
Case 3.2 Integrated Case: Global Motors 95

 Chapter 4 Research Design 96
Research Design 98

Why Is Knowledge of Research Design Important? 98

Three Types of Research Designs 99
Research Design: A Caution 100
Exploratory Research 101

Uses of Exploratory Research 101
Methods of Conducting Exploratory Research 102

Descriptive Research 103
Classification of Descriptive Research Studies 103

Causal Research 107
Experiments 107



# 109479    Cust: Pearson   Au: Burns  Pg. No. 10 
Title: Marketing Research Using Microsoft Excel Data Analysis  Server:     

C / M/ Y / K
Short / Normal

DESIGN SERVICES OF

S4-CARLISLE
Publishing Services

10    COntents

Experimental Design 108
How Valid Are Experiments? 111
Types of Experiments 112

Test Marketing 113
Types of Test Markets 113
Selecting Test-Market Cities 115
Pros and Cons of Test Marketing 115

Summary 116
Key Terms 117
Review Questions/Applications 117
Case 4.1 Memos from a Researcher 118
Case 4.2 Integrated Case: Global Motors 119

 Chapter 5 Secondary Data and Packaged Information 120
Secondary Data 122

Primary Versus Secondary Data 122
Uses of Secondary Data 122
Classification of Secondary Data 123

Internal Secondary Data 123
External Secondary Data 124

Advantages of Secondary Data 126
Disadvantages of Secondary Data 126

Incompatible Reporting Units 126
Measurement Units Do Not Match 127
Class Definitions Are Not Usable 127
Data Are Outdated 127

Evaluating Secondary Data 127
What Was the Purpose of the Study? 128
Who Collected the Information? 128
What Information Was Collected? 128
How Was the Information Obtained? 129
How Consistent Is the Information with Other Information? 129

Key Sources of Secondary Data for Marketers 129
The American Community Survey 129

Learning How to Use the ACS 131
Final Words on Secondary Information 133

What Is Packaged Information? 133
Advantages and Disadvantages of Packaged Information 136

Syndicated Data 136
Packaged Services 136
Applications of Packaged Information 136

Summary 139  •  Key Terms 140  •  Review Questions 140
•  Applications 141
Case 5.1 Open Doors: Using NAICS and the American  
Community Survey 142
Case 5.2 Integrated Case: Global Motors 143

 Chapter 6 Qualitative Research Techniques 144
Quantitative, Qualitative, and Pluralistic Research 146

Observation Techniques 148
Types of Observation 148



# 109479    Cust: Pearson   Au: Burns  Pg. No. 11 
Title: Marketing Research Using Microsoft Excel Data Analysis  Server:     

C / M/ Y / K
Short / Normal

DESIGN SERVICES OF

S4-CARLISLE
Publishing Services

 COntents    11

Direct Versus Indirect 148
Covert Versus Overt 149
Structured Versus Unstructured 149
In Situ Versus Invented 149

Appropriate Conditions for the Use of Observation 149
Advantages of Observational Data 150
Limitations of Observational Data 150

Focus Groups 151
How Focus Groups Work 151
Online Focus Groups 153
Advantages of Focus Groups 153
Disadvantages of Focus Groups 153
When Should Focus Groups Be Used? 154
When Should Focus Groups Not be Used? 154
Some Objectives of Focus Groups 154
Operational Aspects of Traditional Focus Groups 155

How Many People Should Be in a Focus Group? 155
Who Should Be in the Focus Group? 156
How Should Focus Group Participants Be Recruited and 
Selected? 156
Where Should a Focus Group Meet? 156
When Should the Moderator Become Involved in the Research 
Project? 157
How Are Focus Group Results Reported and Used? 157
What Other Benefits Do Focus Groups Offer? 157

Other Qualitative Research Techniques 157
In-Depth Interviews 157
Protocol Analysis 158
Projective Techniques 159

Word-Association Test 160
Sentence-Completion Test 160
Picture Test 160
Cartoon or Balloon Test 161
Role-Playing Activity 161

Ethnographic Research 161
The “New” Qualitative Research Techniques 162
Physiological Measurement 163

Summary 166  •  Key Terms 167  •  Review Questions/
Applications 167
Case 6.1 The College Experience 168
Case 6.2 Integrated Case: Global Motors 169

 Chapter 7 Evaluating Survey Data Collection Methods 170
Advantages of Surveys 172
Modes of Data Collection 174

The Data Collection Dilemma and Impact of Technology 174
Person-Administered Surveys 175

Advantages of Person-Administered Surveys 175
Disadvantages of Person-Administered Surveys 176

Computer-Assisted Surveys 177
Advantages of Computer-Assisted Surveys 177
Disadvantages of Computer-Assisted Surveys 178



# 109479    Cust: Pearson   Au: Burns  Pg. No. 12 
Title: Marketing Research Using Microsoft Excel Data Analysis  Server:     

C / M/ Y / K
Short / Normal

DESIGN SERVICES OF

S4-CARLISLE
Publishing Services

12    COntents

Self-Administered Surveys 178
Advantages of Self-Administered Surveys 178
Disadvantages of Self-Administered Surveys 178

Computer-Administered Surveys 179
Advantages of Computer-Administered Surveys 179
Disadvantage of Computer-Administered Surveys 180

Mixed-Mode Surveys 182
Advantage of Mixed-Mode Surveys 182
Disadvantages of Mixed-Mode Surveys 183

Descriptions of Data Collection Methods 184
Person-Administered Interviews 184

In-Home Surveys 185
Mall-Intercept Surveys 185
In-Office Surveys 186
Telephone Surveys 187

Computer-Administered Interviews 190
Fully Automated Survey 190
Online Interviews 191

Self-Administered Surveys 193
Group Self-Administered Survey 193
Drop-Off Survey 193
Mail Survey 194

Choice of the Survey Method 194
How Much Time Is There for Data Collection? 195
How Much Money Is There for Data Collection? 196
What Type of Respondent Interaction Is Required? 196
What Is the Incidence Rate? 197
Are There Cultural and/or Infrastructure Considerations? 197

Summary 198  •  Key Terms 199  •  Review Questions/
Applications 199
Case 7.1 Machu Picchu National Park Survey 200
Case 7.2 Integrated Case: Global Motors 201

 Chapter 8 Understanding Measurement, Developing Questions, 
and Designing the Questionnaire 202
Basic Concepts in Measurement 204
Types of Measures 205

Nominal Measures 205
Ordinal Measures 205
Scale Measures 205

Interval Scales Commonly Used in Marketing Research 207
The Likert Scale 208
The Semantic Differential Scale 209
The Stapel Scale 211

More on Interval Scales Used in Marketing Research 211

Reliability and Validity of Measurements 214
Designing A Questionnaire 214

The Questionnaire Design Process 214

Developing Questions 216
Four Dos of Question Wording 216

The Question Should Be Focused on a Single Issue or Topic 217



# 109479    Cust: Pearson   Au: Burns  Pg. No. 13 
Title: Marketing Research Using Microsoft Excel Data Analysis  Server:     

C / M/ Y / K
Short / Normal

DESIGN SERVICES OF

S4-CARLISLE
Publishing Services

 COntents    13

The Question Should Be Brief 217
The Question Should Be Grammatically Simple 217
The Question Should Be Crystal Clear 217

Four Dont’s of Question Wording 218
Do Not “Lead” the Respondent to a Particular Answer 218
Do Not Use “Loaded” Wording or Phrasing 218
Do Not Use a “Double-Barreled” Question 219
Do Not Use Words That Overstate the Case 220

Questionnaire Organization 222
The Introduction 223
Question Flow 225

Computer-Assisted Questionnaire Design 227
Question Creation 228
Skip and Display Logic 228
Data Collection and Creation of Data Files 228
Data Analysis and Graphs 228

Coding The Questionnaire 229
Pretesting The Questionnaire 229
Summary 231  •  Key Terms 232  •  Review Questions/
Applications 232
Case 8.1 Extreme Exposure Rock Climbing Center Faces  
The Krag 234
Case 8.2 Integrated Case: Global Motors 235

 Chapter 9 Selecting the Sample 236
Basic Concepts in Samples and Sampling 238

Population 238
Census 239
Sample and Sample Unit 239
Sample Frame and Sample Frame Error 240
Sampling Error 241

Reasons for Taking a Sample 241
Probability Versus Nonprobability Sampling Methods 242

Probability Sampling Methods 243
Simple Random Sampling 243
Systematic Sampling 247
Cluster Sampling 250
Stratified Sampling 250

Nonprobability Sampling Methods 254
Convenience Samples 254
Purposive Samples 256
Referral Samples 256
Quota Samples 257

Online Sampling Techniques 258
Online Panel Samples 259
River Samples 259
Email List Samples 259

Developing a Sample Plan 259
Summary 260  •  Key Terms 260  •  Review Questions/
Applications 260
Case 9.1 Peaceful Valley Subdivision: Trouble in Suburbia 262
Case 9.2 Integrated Case: Global Motors 263



# 109479    Cust: Pearson   Au: Burns  Pg. No. 14 
Title: Marketing Research Using Microsoft Excel Data Analysis  Server:     

C / M/ Y / K
Short / Normal

DESIGN SERVICES OF

S4-CARLISLE
Publishing Services

14    COntents

 Chapter 10 Determining the Size of a Sample 264
Sample Size Axioms 267
The Confidence Interval Method of Determining Sample Size 268

Sample Size and Accuracy 268
p and q: The Concept of Variability 269
The Concept of a Confidence Interval 271
How Population Size (N) Affects Sample Size 273

The Sample Size Formula 273
Determining Sample Size via the Confidence Interval Formula 273

Variability: p x q 274
Acceptable Margin of Sample Error: e 274
Level of Confidence: z 274

Practical Considerations in Sample Size Determination 276
How to Estimate Variability in the Population 276
How to Determine the Amount of Acceptable Sample Error 277
How to Decide on the Level of Confidence 277
How to Balance Sample Size with the Cost of Data Collection 278

Other Methods of Sample Size Determination 278
Arbitrary “Percent Rule of Thumb” Sample Size 279
Conventional Sample Size Specification 280
Statistical Analysis Requirements Sample Size Specification 280
Cost Basis of Sample Size Specification 281

Two Special Sample Size Determination Situations 282
Sampling from Small Populations 282
Sample Size Using Nonprobability Sampling 283

Summary 285  •  Key Terms 285  •  Review Questions/
Applications 285
Case 10.1 Target: Deciding on the Number of Telephone 
Numbers 287
Case 10.2 Integrated Case: Global Motors 288

 Chapter 11 Dealing with Field Work and Data Quality Issues 290
Data Collection and Nonsampling Error 292
Possible Errors in Field Data Collection 292

Intentional Fieldworker Errors 293
Unintentional Fieldworker Errors 295
Intentional Respondent Errors 296
Unintentional Respondent Errors 296

Field Data Collection Quality Controls 298
Control of Intentional Fieldworker Error 298
Control of Unintentional Fieldworker Error 299
Control of Intentional Respondent Error 299
Control of Unintentional Respondent Error 300
Final Comment on the Control of Data Collection Errors 301

Nonresponse Error 301
Refusals to Participate in the Survey 302
Break-Offs During the Interview 302
Refusals to Answer Specific Questions (Item Omission) 302
What Is a Completed Interview? 304
Measuring Nonresponse Error in Surveys 304

Data Set, Coding Data, and the Data Code Book 306



# 109479    Cust: Pearson   Au: Burns  Pg. No. 15 
Title: Marketing Research Using Microsoft Excel Data Analysis  Server:     

C / M/ Y / K
Short / Normal

DESIGN SERVICES OF

S4-CARLISLE
Publishing Services

 COntents    15

Data Quality Issues 308
What to Look for in Raw Data Inspection 308

Incomplete Response 308
Nonresponses to Specific Questions (Item Omissions) 308
Yea- or Nay-Saying Patterns 308
Middle-of-the-Road Patterns 309
Other Data Quality Problems 309
How to Handle Data Quality Issues. 310

Summary 310  •  Key Terms 310  •  Review Questions/
Applications 311
Case 11.1 Cass Corridor Food Co-Op 312
Case 11.2 Integrated Case: Global Motors 312

 Chapter 12 Using Descriptive Analysis, Performing Population 
Estimates, and Testing Hypotheses 314
Types of Statistical Analyses Used in Marketing Research 317

Descriptive Analysis 317
Inference Analysis 318
Difference Analysis 318
Association Analysis 318
Predictive Analysis 318

Understanding Data via Descriptive Analysis 319
Measures of Central Tendency: Summarizing the “Typical” Respondent 319

Mode 319
Median 320
Mean 320

Measures of Variability: Visualizing the Diversity of Respondents 320
Frequency and Percentage Distribution 321
Range 321
Standard Deviation 321

When to Use a Particular Descriptive Measure 322
The Global Motors Survey: Obtaining Descriptive Statistics  
with SPSS 324

Integrated Case 324
Obtaining a Frequency Distribution and the Mode with SPSS 325
Finding the Median with SPSS 327
Finding the Mean, Range, and Standard Deviation with SPSS 327

Reporting Descriptive Statistics to Clients 329
Statistical Inference: Sample Statistics and Population 
Parameters 331
Parameter Estimation: Estimating the Population Percent  
or Mean 333

Sample Statistic 333
Standard Error 333
Confidence Intervals 335
How to Interpret an Estimated Population Mean or Percentage Range 338

The Global Motors Survey: How to Obtain and Use a Confidence 
Interval for a Mean with SPSS 338

Obtaining and Interpreting a Confidence Interval for a Mean 338

Reporting Confidence Intervals to Clients 340
Hypothesis Tests 340

Test of the Hypothesized Population Parameter Value 341



# 109479    Cust: Pearson   Au: Burns  Pg. No. 16 
Title: Marketing Research Using Microsoft Excel Data Analysis  Server:     

C / M/ Y / K
Short / Normal

DESIGN SERVICES OF

S4-CARLISLE
Publishing Services

16    COntents

Global Motors: How to Use SPSS to Test a Hypothesis  
for a Mean 343
Reporting Hypothesis Tests to Clients 345
Summary 346  •  Key Terms 346  •  Review Questions/
Applications 346
Case 12.1 The Hobbit’s Choice Restaurant Survey Descriptive  
and Inference Analysis 347
Case 12.2 Integrated Case: Global Motors Descriptive  
and Inference Analysis 349

 Chapter 13 Implementing Basic Differences Tests 352
Why Differences Are Important 353
Small Sample Sizes: The Use of a t Test or a z Test and How 
SPSS Eliminates the Worry 355
Testing for Significant Differences Between Two Groups 356

Differences Between Percentages with Two Groups (Independent 
Samples) 356
Using SPSS for Differences Between Percentages of Two Groups 359
Differences Between Means with Two Groups (Independent Samples) 360

Integrated Case Global Motors: How to Perform an 
Independent Samples t-Test 363
Testing for Significant Differences in Means Among More Than 
Two Groups: Analysis of Variance 367

Basics of Analysis of Variance 367
Post Hoc Tests: Detect Statistically Significant Differences Among Group 
Means 369

Integrated Case Global Motors: How to Run Analysis of Variance 
on SPSS 369

Interpreting ANOVA (Analysis of Variance) 371

Reporting Group Differences Tests to Clients 371
Differences Between Two Means Within the Same Sample 
(Paired Sample) 372
Integrated Case The Global Motors Survey: How to Perform a 
Paired Samples t-Test 373
Summary 375  •  Key Terms 375  •  Review Questions/
Applications 375
Case 13.1 The Hobbit’s Choice Restaurant Survey Differences 
Analysis 377
Case 13.2 Integrated Case: The Global Motors Survey Differences 
Analysis 377

 Chapter 14 Making Use of Associations Tests 378
Types of Relationships Between Two Variables 380

Nonmonotonic Relationships 380
Monotonic Relationships 381
Linear Relationships 381
Curvilinear Relationships 382

Characterizing Relationships Between Variables 382
Presence 382
Direction (or Pattern) 382
Strength of Association 382

Cross-Tabulations 383
Cross-Tabulation Analysis 383
Types of Frequencies and Percentages in a Cross-Tabulation Table 384



# 109479    Cust: Pearson   Au: Burns  Pg. No. 17 
Title: Marketing Research Using Microsoft Excel Data Analysis  Server:     

C / M/ Y / K
Short / Normal

DESIGN SERVICES OF

S4-CARLISLE
Publishing Services

 COntents    17

Chi-Square Analysis 386
Observed and Expected Frequencies 386
The Computed χ2 Value 387
The Chi-Square Distribution 387
How to Interpret a Chi-Square Result 389

Integrated Case Global Motors: Analyzing Cross Tabulations for 
Significant Associations by Performing Chi-Square Analysis with 
SPSS 389
Reporting Cross-Tabulation Findings to Clients 392
Correlation Coefficients and Covariation 393

Rules of Thumb for Correlation Strength 394
The Correlation Sign: The Direction of the Relationship 395
Graphing Covariation Using Scatter Diagrams 395

The Pearson Product Moment Correlation Coefficient 396
Integrated Case Global Motors: How to Obtain Pearson Product 
Moment Correlation(s) with SPSS 399

Special Considerations in Linear Correlation Procedures 401

Reporting Correlation Findings to Clients 402
Summary 402  •  Key Terms 403  •  Review Questions/
Applications 403
Case 14.1 The Hobbit’s Choice Restaurant Survey Associative 
Analysis 404
Case 14.2 Integrated Case: The Global Motors Survey Associative 
Analysis 405

 Chapter 15 Understanding Regression Analysis Basics 406
Bivariate Linear Regression Analysis 407

Basic Concepts in Regression Analysis 408
Independent and Dependent Variables 408
Computing the Slope and the Intercept 408

How to Improve a Regression Analysis Finding 408

Multiple Regression Analysis 410
An Underlying Conceptual Model 410
Multiple Regression Analysis Described 412

Basic Assumptions in Multiple Regression 412

Integrated Case Global Motors: How to Run and Interpret 
Multiple Regression Analysis on SPSS 414

“Trimming” the Regression for Significant Findings 416
Special Uses of Multiple Regression Analysis 417

Using a “Dummy” Independent Variable 417
Using Standardized Betas to Compare the Importance of Independent 
Variables 418
Using Multiple Regression as a Screening Device 418
Interpreting the Findings of Multiple Regression Analysis 418

Stepwise Multiple Regression 421
How to Do Stepwise Multiple Regression with SPSS 422
Step-by-Step Summary of How to Perform Multiple Regression Analysis 422

Warnings Regarding Multiple Regression Analysis 422
Reporting Regression Findings to Clients 424
Summary 428  •  Key Terms 428  •  Review Questions/
Applications 428
Case 15.1 The Hobbit’s Choice Restaurant Survey Predictive 
Analysis 430
Case 15.2 Integrated Case: Global Motors Segmentation Analysis 430



# 109479    Cust: Pearson   Au: Burns  Pg. No. 18 
Title: Marketing Research Using Microsoft Excel Data Analysis  Server:     

C / M/ Y / K
Short / Normal

DESIGN SERVICES OF

S4-CARLISLE
Publishing Services

18    COntents

 Chapter 16 The Research Report 432
The Importance of the Marketing Research Report 434
Improving the Efficiency of Report Writing 434
Writing the Report 436

Know Your Audience 436

Elements of the Report 438
Front Matter 438

Title Page 438
Letter of Authorization 439
Letter/Memo of Transmittal 440
Table of Contents 440
List of Illustrations 440
Abstract/Executive Summary 440

Body 440
Introduction 441
Method 442
Method or Methodology? 443
Results 443
Limitations 444
Conclusions and Recommendations 445

End Matter 445

Guidelines and Principles for the Written Report 445
Form and Format 445

Headings and Subheadings 446
Visuals 446
Style 446

Using Visuals: Tables and Figures 447
Tables 447
Pie Charts 449
Bar Charts 451
Line Graphs 451

Producing an Accurate and Ethical Visual 453
Presenting Your Research Orally 453
The iReportWriting Assistant 454

Where to Find the iReportWriting Assistant 454
What to Do Prior to Writing 454
Templates to Help You Get Started 454
Help with Grammar 454
Proper Citations 454
An Example Report 455

Summary 455  •  Key Terms 456  •  Review Questions/
Applications 456
Case 16.1 Integrated Case: Global Motors: Using iReportWriting 
Assistant 457
Case 16.2 Integrated Case: Global Motors: Making a PowerPoint 
Presentation 457

Endnotes   459
Name Index    475
Subject Index    479



# 109479    Cust: Pearson   Au: Burns  Pg. No. 19 
Title: Marketing Research Using Microsoft Excel Data Analysis  Server:     

C / M/ Y / K
Short / Normal

DESIGN SERVICES OF

S4-CARLISLE
Publishing Services

What’s New in the Seventh Edition?

■ New! Reorganization and Reduced Length. Our adopters have asked for a more concise 
approach, and we delivered exactly that with this seventh edition. We have reduced the 
chapters to 16 instead of 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 chapter on steps in the research process and determining the problem into 
one chapter. We combined the chapter on secondary data with packaged (formerly known 
as standardized) services. We combined the chapters on measurement and  questionnaire 
design. Finally, we combined the chapters on descriptive analysis with tools of parameter 
estimation. This streamlined approach keeps the focus on the core lessons to be learned.

Benefit: The book is more synchronized with a 15- or 16-week semester. Students 
now have a comprehensive learning experience in a more manageable package.

■ New! Updated Integrated Case. Through our own teaching, we have found that an in-
tegrated case is an excellent teaching tool. One case taught throughout the course allows 
students to see the linkages that exist in the real world all the way from formulating the 
problem through data analysis. We have made improvements in the case we introduced 
in the sixth edition. We changed the name of the case to Global Motors (a division of 
ZEN Motors), but we kept the same characters and the essentials of the 6th edition case: 
Advanced Automobile Concepts. However, we streamlined the case by reducing some 
of the issues, and we reduced the number of variables in the case.

The case focuses on a new 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 opinons (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 different models. Students are shown 
how SPSS tools can aid them in analyzing case data to make important decisions. We 
have included one integrated case in every chapter. These appear as the second case at 
the end of each chapter.

Benefit: The Global Motors integrated case offers the benefit of allowing students to 
examine the integrated nature of marketing research projects and to more easily see 
how data are used to help managers choose from among decision alternatives.

■ New! Influence of Social Media. We talked to many marketing research professionals 
to get an understanding of how the industry is adapting to the spread of social media. 
We immersed ourselves in these new services and listened to dozens of presentations. 
We selected a representative sampling of these services to include in this new edition. 
Many of these are highlighted by Social Media Applications in Marketing Research 
Insights throughout the book.

Preface to Marketing Research, International Edition 
Seventh Edition

19
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Benefit: Students have the latest information on industry practices regarding social 
media. Students will be able to appreciate how an environmental change, such as the 
rapid rise in social media, provides threats as well as opportunities to an industry.

■ New! YouTube Examples. Today, you can find almost anything illustrated by video on 
YouTube. We didn’t want to add YouTube to our book until we saw value in it. That 
time has come! Today you can find many applications of marketing research on this 
Internet resource. Our 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.

■ New! Mobile Marketing Research. Another dramatic change in marketing research 
practice since our sixth edition has been the adoption of mobile technologies. We 
attended the Mobile Marketing Research Conference in 2011 and gained invaluable 
insights. We met people who are today’s pioneers and tomorrow’s leaders in mobile 
technology. The title of a recent article in Quirk’s Marketing Research Review puts it 
this way: “Mobile Research Has Gone Mainstream.” We agree, and we have integrated 
what we have learned about it as well as insights from leaders in this technology into 
this new edition.

Benefit: Students will be able to appreciate a rapidly expanding technology that is having 
a major impact on the marketing research industry. Readers will see how mobile research 
provides fast access to information not easily accessible from traditional methods.

■ New! International Perspectives. While there is a focus on U.S. practice, we include new 
international applications of marketing research throughout this edition. We are pleased 
to announce that we have established a relationship with ESOMAR, the European Society 
of Marketing and Opinion Research; the MRIA, the Canadian Marketing Research and 
Intelligence Association; and the MRS, the United Kingdom’s Marketing Research 
Society. We worked with individuals in these associations to obtain their reports on 
industry practices as well as insights from practitioners around the world.

Benefit: Students will be able to compare information about the practice of market-
ing research around the globe.

■ New! Presentation of Industry Data. Chapter 2, The Marketing Research Industry, 
was completely rewritten to provide an international perspective on marketing research 
practice. New sources of information were obtained, and charts and graphs depict data 
not previously presented.

Benefit: Students will have a better understanding of the industry structure, practices, 
and initiatives.

■ New! New Presentation of Ethical Perspectives. We decided to treat ethics in this 
book the way they are treated in the industry. We provide, where appropriate, excerpts 
from the Code of Marketing Research Standards as they are presented by the Marketing 
Research Association (MRA). We have long had a good relationship with the MRA, 
which has given us permission present excerpts from the standards. We understand that 
a textbook cannot teach someone to be ethical. Rather, an effective instructor equipped 
with a good textbook can teach students the areas of ethical sensitivity in the conduct of 
marketing research. Of course, we recognize that just presenting codes or standards is 
not enough to appropriately treat ethics. We also present many research professionals’ 
perspectives on their work in this field. Through these encounters, we can find fasci-
nating insights. An example of an unusual discussion about an ethical issue that most 
researchers do not discuss is presented in Chapter 2. 

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 as a supplier of research.
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■ New! Updated Marketing Research Insights. To help illustrate concepts we discuss in 
the text or to introduce students to some unique application being used in practice, we 
provide Marketing Research Insights throughout the book. Virtually all of these features 
are new and reflect current issues and practice in the industry. These insights generally 
fit the following categories: practical applications, social media applications, ethical 
considerations, and global applications.

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! Integration of SPSS 20.0. This seventh edition is fully integrated with SPSS 
20.0. 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.

■ New! New End-of-Chapter Cases. In many chapters, we provide new cases to reflect 
much of the current material in this seventh edition. We strive to make the cases inter-
esting to the students and illustrate real-world applications.

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.

■ New! Insights from Marketing Research Professionals. We take pride in the 
relationships we have developed in the industry. Over the years, we have been able 
to acquire relationships with practitioners over a wide array of firms. Some of these 
professionals are CEOs, some are in midmanagement positions, and some are indi-
vidual entrepreneurs who operate their own firms. Some are with old-line companies 
that have been around for decades, and some are with new, technology-driven firms. 
They are located all over the world. We think these relationships give this book  
a unique perspective over others. We list many of these professionals in the 
 Acknowledgments.

Benefit: Students get more than an academic perspective of marketing research. 
They benefit from reading about real practitioners talking about real problems.

The Intended Market for This Book
When we first conceptualized this book back in the early 1990s, we wanted to write it for 
undergraduate students who were taking marketing research for the first time. We saw other 
books 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. This seventh edition, 
like its six predecessors, was written specifically for undergraduate students.

Our Approach
Given our intended market, throughout the first six editions we strived to provide instructors 
with a book designed for undergraduates who wanted to know the “nuts and bolts” of market-
ing research. For example, our chapter on measurement teaches students the basic question 
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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 different 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 a decade. Student evaluations indicate that we deliver 
on our intent to write at the level that people studying marketing research for the first time 
understand. We hope your teaching evaluations regarding the textbook 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 a 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.

AACSB Guidelines
The Association to Advance Collegiate Schools of Business–International (AACSB), our 
 accreditation society, influences 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 
 assessment efforts, covering ethical issues, and pointing out global applications.

We include a number of items that should help in assessing your students’ understand-
ing of the course content. Each chapter begins with learning objectives. Embedded in each 
chapter 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.

Considerations for Planning Your Syllabus
We offer some sample syllabi in the Instructor’s Manual. However, some general observations 
may be helpful in planning a particular syllabus.

■ You may not want to cover every chapter. There are typically 15 weeks in a semester 
and an average of 10 weeks in a quarter, and there are 16 chapters in the book. Some 
faculty tend not to cover the material in Chapter 5 we refer to as packaged informa-
tion, Chapter 6 on qualitative research, Chapter 15 on regression, or Chapter 16 on the 
research report. Please understand, we are not recommending you omit any of these 
chapters; we are simply sharing what we hear from our adopters. This is a personal 
decision.

■ Objective or essay tests? Many factors go into making this decision. However, we have 
found it useful to use both. We often ask perhaps 35 objective questions worth 2 points 
each and then three essay questions worth 10 points each. Also, some subjects—sample 
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size determination, for example—are better treated by giving the students problems to 
solve.

■ Number of tests? We often break the material down into three tests per term. In our 
experience, students find the first eight chapters to be about equivalent in terms of  
difficulty. Chapters 9 and 10 on sampling plans and sample size are viewed as more  
difficult, and the analysis chapters the most difficult.

■ Project? Some professors offer a live research project in the course; this requires a 
heavy time commitment, which should be taken into consideration when writing your 
syllabus. We offer specific suggestions for conducting a project in our Instructor’s 
Manual.

Other Features in the Seventh 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 
seventh, 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 masters programs in marketing research. Our Careers link 
also provides information on these programs. Go to www.pearsoninternationaleditions 
.com/burns and click on the link for the Companion Website for Marketing Research, 
seventh 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.
■ Active Learning Challenges. We innovated in the sixth edition with the inclusion of 

short exercises embedded at strategic points in each chapter where students are tasked to 
use 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 seventh edition.

Benefit: Active learning allows students to practice or apply some concept or tech-
nique they have just read about. Learning is facilitated by reading and then “doing.”

■ Synthesize Your Learning. We have 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 integrate material into 
answers for the exercise. The following Synthesize Your Learning exercises are found 
at the end of the following chapters: Chapter 5, Drill Bits, Inc.; Chapter 6, Jackie & 
Adele’s Coffee Shop; Chapter 8, Moe’s Tortilla Wraps; Chapter 10, Niagara Falls Tour-
ism Association; Chapter 13, Pets, Pets & Pets; and Chapter 15, Alpha Airlines.

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.

■ 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 in that would address this problem. We believe it is a significant 
improvement, and we have retained and streamlined it in the seventh 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 
knowing not only data analysis but also how to report what they find. This should 
make students better research report writers.
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■ The iReportWriting Assistant. When our students write reports for their marketing 
 research projects, we find ourselves answering the same kinds of questions over and 
over. “How do you properly reference a journal article?” “What about referencing an 
online source of information?” “What do you have to reference, and what do you not 
have to reference?” “When I write the introduction to the research report, what are some 
of the topics I need to cover, and how do I word them?” We asked a business communi-
cations expert, Dr. Heather Donofrio, to develop an online resource that would help 
 students answer these questions. Students can find assistance through the iReportWriting  
Assistant, available online (www.pearsoninternationaleditions.com/burns) linked to 
each chapter, in these areas:
■ What to do prior to writing
■ Templates to help students get started writing
■ Help with grammar
■ Help with citations
■ Example reports

Benefit: In addition to the report writing chapter (Chapter 16), students have an 
online resource quickly available to them to help with the detailed issues that arise in 
report writing. This resource will make them better report writers.

■ 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:
■ 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 textbook website and opening up 
any chapter. They will see a link to “Online Data Analysis Modules.”

■ Online Datasets. We offer online datasets associated with our cases. Of course, we 
provide the dataset for our integrated case, Global Motors. We also offer the Hobbit’s 
Choice dataset for professors who wish to use this case. These datasets and the chapter 
locations of the revelant data analysis cases are as follows:
■ Global Motors (Global_Motors.sav)—integrated case dataset used in Chapters 12–16
■ Hobbit’s Choice (Hobbit.sav)—end-of-chapter case used in Chapters 12–15

To access these datasets, go to www.pearsoninternationaleditions.com/burns and click 
on link for the Companion Website for Marketing Research, seventh edition. When 
you open any chapter, see the list of links in the left margin and click on “SPSS Student 
Downloads.”
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Instructor Supplements and Instructional Support
On the basis of our years of experience in teaching, we know that teaching marketing research 
can be a challenge. We have developed a variety of teaching and learning aids, and adopters of 
this textbook will receive the following ancillary materials to help them prepare their course 
and teach it effectively:

■ Companion Website (www.pearsoninternationaleditions.com/burns). Resources for 
students and instructors may be found at our website. Students may view chapter out-
lines, chapter objectives, and take sample tests for each chapter. Instructors have access 
to their online instructional resources. Students and instructors can access databases, the 
online statistics modules, and the iReportWriter Assistant at this website.

■ Instructor’s Manual. The comprehensive instructor’s manual offers chapter outlines, 
key terms, teaching pointers, answers to end-of-chapter questions, and case solutions. 
The manual may be downloaded from the textbook website.

■ PowerPoint Slides. We have greatly improved our PowerPoint presentation slides 
with this edition. The presentations are now more dynamic than ever. The files may be 
downloaded from the textbook website.

■ Computerized Test Bank. The supplements package includes a test bank of questions 
prepared by test-writing professionals. This test bank is available from Pearson Educa-
tion and can be loaded into Test Generator software. Test Generator allows random 
selection of test questions, modification of individual questions, or insertion of new 
questions into a test. For each question in the Test Bank, when possible, we have indicated 
which AACSB topic is addressed by the question. The AACSB topics are:
■ Communication abilities
■ Ethical understanding and reasoning abilities
■ Analytic skills
■ Use of information technology
■ Dynamics of the global economy
■ Multicultural and diversity understanding
■ Reflective thinking skills

Also, within the answer line of each question in the Test Bank, AACSB guidelines  
suggest that we indicate the chapter’s learning objective that is covered. We refer you  
to the start of each textbook chapter for the list of learning objectives.

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, immedi-
ate 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 www.pearsoninternationaleditions.com/burns and click on the link for the Companion 
Website for Marketing Research, seventh edition. When you open any chapter, see the list of 
links in the left margin and click on “SPSS Student Downloads” for more information.

CourseSmart eTextbooks. Developed for students looking to save on purchasing required 
or recommended textbooks. Students simply select their eText by title or author and 
purchase immediate access to the content for the duration of the course using any major 
credit card. With a CourseSmart eText, students can search for specific key words or page 
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numbers, make notes online, print out reading assignments that incorporate lecture notes, 
and bookmark important passages for later review. For more information or to purchase a 
CourseSmart eTextbook, visit www.coursesmart.co.uk.
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Learning Objectives
•	 To	know	the	relationship	of	
marketing	research	to	marketing,	
the	marketing	concept,	and	
marketing	strategy

•	 To	know	how	to	define	
marketing	research

•	 To	understand	the	function	and	
uses	of	marketing	research

•	 To	see	examples	of	marketing	
research	for	evaluating	target	
markets,	product	research,	
pricing	research,	promotion	
research,	and	distribution	
research

•	 To	describe	a	marketing	
information	system	(MIS)	and	
understand	why	marketing	
research	occupies	a	place		
in	an	MIS

Welcome to the World  
of Marketing Research!

Today many managers make decisions re-

lated to marketing. One manager needs 

to  determine if Brand A’s advertising is ef-

fective. Another manager needs to know 

if funds should be spent to develop a new 

product proposal. Yet another manager 

wishes to know how well her brands are per-

forming against competitors’ brands in the 

last six weeks. In some instances, manag-

ers can make decisions based on informa-

tion they already have. But what about all 

those other decisions? If the wrong choice is 

made, a bad decision can have a significant 

negative effect on the company’s bottom 

line. Marketing research plays a useful role 

in helping managers make the right  choices.  

By providing the information managers 

need to make more informed decisions, 

marketing research earns its place in the 

business world.

In addition, as new technology facilitates 

the analysis of massive amounts of new data sources as well as those 

generated by traditional research efforts, marketing researchers are 

poised to further support the company’s performance. This book pres-

ents the basics of marketing research. You will also learn that the practice 

of marketing research is constantly changing as the environments affect-

ing the industry evolve. Just a few years ago, companies had not heard 

of “social media.” Communications about a company or brand were to a 

C H A P T E R

1 Introduction  
to Marketing Research
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