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PREFACE

xviii

This is the fourth Asia Pacific edition of Marketing Research and it continues to reflect the importance
of social media, ‘big data’, neuromarketing and the use of online technology in qualitative and
quantitative data collection. Throughout this text, we refer to a leading online survey software
Qualtrics and how it can be used at each stage of the research process, under sections called ‘Survey
this!” Most importantly, we argue that an understanding of online software such as Qualtrics is crucial,
not only to demonstrate how market research is done now, but also to show how it will be increasingly
done in the future. In this edition there is a greater focus on measurement issues in market research
and the use of qualitative software to identify themes in social media exchanges.

This edition of Marketing Research also examines practical examples of market and social research,
and what students can learn from the advantages and disadvantages of each research approach when
they are applied in real life (Real world snapshots). We also provide tips for conducting research and
doing flowcharts, and offer improved and more detailed worksheets that will greatly facilitate the
understanding and application of market research techniques by the student and practitioner.

We have worked diligently and carefully to make this edition a book that reflects the fast-paced
and dynamic practice of marketing research. We have retained our central approach of making the
subject interesting and entertaining for the student. This, we believe, is consistent with the style and
learning approach of the original author, Professor William G. Zikmund. Market research, we argue,
can be the most fascinating subject for the student, as it is now applied in diverse fields such as
health, politics, social marketing, media and law. Therefore, we have continued to include a wider set
of examples that reflect this throughout the text.

NEW TO MARKETING RESEARCH

This edition places greater emphasis on applying marketing research and providing guidance when
conducting marketing research. It also examines the effect of the increasing regulation of the market
research industry. Where appropriate, ethical issues have also been addressed in this book. We believe
that the addition of the trial version of the online survey software Qualtrics facilitates and empowers
students’ ability to undertake market and social research, as it greatly reduces the time and cost
required to conduct it, as it does for many companies and organisations. In this new edition we have
included an ongoing series of case studies based on a real market research study, looking at mobile
phone switching and bill shock in Australia. This provides students and lecturers with a structured
learning approach to all the different aspects of the market research process and how they might be
applied in a single commercial study. It also addresses the choices and trade-offs many researchers
face when doing market research in the real world.

We have also provided worksheets to assist in the development of each part of a research study,
and detailed flowcharts for each major section of the research process. A reference to each worksheet
is made at the end of each chapter. Access to the worksheets is provided online.

It was important to us that this new material not be lumped into added chapters at the end of
the book or into a single chapter on survey research. There are unique aspects of online research
that touch on qualitative research, observation, gathering of secondary data, survey design, sample
selection, questionnaire design and many other topics.

—> Chapter 1: The role of marketing research and the research process. This chapter begins with
how commercial and not-for-profit organisations have effectively used market research as judged



by the Australian Market and Social Research Society. What is made clear is that usually more
than one method of market research, often both qualitative and quantitative research, is used
by market research companies in providing their reports to clients. Some of the award-winning
market research programs have helped vulnerable communities such as those suffering from
mental illness (beyondblue) and Indigenous nations in Australia (Cultural and Indigenous
Research Centre Australia and the Market Research Unit, Department of Health, research on the
campaign to address hearing loss in Aboriginal communities). We examine some important trends
influencing market research, including neuroscience and the growth of social media. The chapter
introduces the research process and the structure of the book and provides a number of examples
of types of research conducted by government and non-profit as well as business organisations.

Chapter 2: Problem definition and the research process. This chapter starts with the use of
market research to assist in social marketing campaign to assist in the transition from welfare to
work. This detailed research study included a combination of qualitative approaches; ethnographic
studies and group discussions that provided a 360-degree perspective on the complex issue of
welfare to work. Outcomes of the research were used by the Australian Government to formulate
its communication strategy. This study demonstrates the crucial importance of understanding a
research problem so that the correct tools for a research design can be applied. Problem definition
is often the most problematic part of the research process and guidelines are provided so that
effective research — providing information that aids the decision-making of managers — can be
developed. The chapter includes research proposals from NSW Trade & Investment and the
Australian Communications and Media Authority.

Chapter 3: Qualitative research. This chapter deals with one of the most common forms of
market research. As one of the most varied research forms, it includes not only focus groups
and in-depth interviews but also projective techniques, story-telling and the new phenomenon of
‘social listening’, where detailed qualitative research is collected and analysed from social media
such as Twitter and Facebook. As well as dealing with these diverse approaches, we examine
contributions from other social sciences such as phenomenology, ethnography, grounded theory
and case studies. In this chapter we provide an example of how qualitative software such as
Leximancer can be used to identify themes in social media exchanges. The applications of this
suite of related methodologies are also discussed and include health, media and politics. The
chapter concludes with a caveat about the misuse of qualitative research. We have also included
two new case studies on the use of airborne focus groups by Air New Zealand and how a retail
chain Beaurepaires Tyres was repositioned using focus groups and brand tracking.

Chapter 4: Digital research using secondary data. This chapter starts with the question: ‘Who
is afraid of metadata?’ Big data as discussed in this chapter is of interest not only to market
researchers but also to government in terms of national security. Interestingly, New Zealand
research, presented in the opening vignette, suggests that consumers are more comfortable with
government using this information rather than industry. The chapter also deals with a multitude
of information collected by other parties that can answer many research problems. It includes
a guide as to how to assess the quality of this information (publication currency). Examples of
how secondary information may be used in descriptive as well as forecasting analyses are also
included. Increasingly, a large scale of data is being made available to organisations by social
media and through the digitalisation of transactions and records, and we discuss some simple
strategies and approaches that can be used to organise and interrogate such information in the
age of big data.

PREFACE

xix
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PREFACE

Chapter 5: Survey research. This chapter starts with the use of surveys to measure community
moods and outlooks, and asks whether life in Sydney is any better now compared to five years
ago. This chapter contains significant updates on the use of the Internet and mobile phones as
a means of collecting survey research data. There are additional advantages and problems in
using these new research techniques - for example, response and sample biases — and these are
addressed in this chapter. How survey biases occur when asking questions of respondents from
different cultures are also discussed in this chapter. This chapter includes a case study on Google
Surveys, where responses to fairly straightforward questions can be obtained at fairly low rates of
10 cents per response, plus a new case study on the use of surveys to examine cycling behaviour
in Auckland.

Chapter 6: Observation. This chapter starts with a content analysis of advertisements in industry
publications aimed at New Zealand doctors and how this type of advertising has led to some
health experts in New Zealand calling for greater monitoring and regulation of pharmaceutical
marketing. Problems with companies having too much observational data (or big data) are also
discussed in this chapter. The chapter concludes with the growing importance of mechanical
observation, particularly those of Web metrics, which are important in assessing the effectiveness
of online marketing strategies. Recent advances in eye- and brain-scanning technologies are also
discussed.

Chapter 7: Experimental research and test marketing. This chapter starts with a new form of
test markets — online test markets, which can cost clients less than $5000 compared to more
expensive field designs which can cost upwards of $100000 to administer. The trade-offs between
other forms of test markets and experiments and that of cost and time are also discussed in
this chapter. Ethical issues in experimental research are discussed, as are some of the major
pitfalls within this methodology. The chapter concludes with an overview of test markets and the
development of controlled and online test markets. We have also suggested that virtual-reality
simulations of markets may be constructed.

Chapter 8: Measurement. This chapter starts by looking at measuring readership versus
circulation, a simple yet perplexing issue in market research. A readership survey by Ipsos called
emma (Enhanced Media Metrics Australia) claims to be able to measure not only what you read but
also view on computers, smartphones and tablets. We go on to outline a six-stage measurement
process and discuss a number of practical issues of measurement that need to be faced by
researchers. Issues of multi-item measures are also discussed, as are the type of attitude scales
that can be used in online surveys. The chapter is supplemented by an appendix that illustrates
techniques for measuring consumer utility — conjoint analysis.

Chapter 9: Questionnaire design. This chapter follows a simple nine-stage process of the
development of questionnaires, which is still an art as much as a science. The chapter also includes
issues that need to be considered for online and email questionnaires. Poor questionnaire design is
often the cause of many problems reported by field researchers in market research.

Chapter 10: Sampling: Sample design and sample size. This chapter introduces basic concepts
in sampling, raising pertinent questions such as ‘How should the sample be selected?” and ‘How
many people should be in a sample?’ The chapter opens by describing some typical political polls
that use sample sizes of just over 1000 to predict political preferences of a population of 23 million
Australians. Using some intuitive examples, the chapter then goes on to explain the rationale
behind sampling, how to sample, and factors to take into consideration when determining sample
size. The advantages and disadvantages of sampling techniques are discussed, along with the use
of panels and in ‘opt-in’ samples.



—> Chapter 11: Editing and coding: Transforming raw data into information. This chapter explains
the task of taking the responses from individuals and arranging them in a form that allows easy
analysis using statistical spreadsheet software. Common problems encountered by researchers
are discussed along with the relationship between question form, data scales and the resulting
information.

—> Chapter 12: Univariate statistical analysis: A recap of inferential statistics. This chapter begins
with an intuitive example of the sampling error involved in establishing a sample statistic. After
introducing some basic measures of central tendency and measures of dispersion, the chapter
then discusses the concept of inference and how inferential statistics can be used to estimate
sampling error. The normal distribution and central-limit theorem are discussed to establish the
groundwork for further hypothesis testing.

—> Chapter 13: Bivariate statistical analysis: Tests of differences. This chapter uses an example
about consumer price perceptions in international markets to establish the rationale for testing
for differences. Using t-tests and ANOVA, the chapter introduces basic tests and provides worked
examples in SPSS and Excel to illustrate how to conduct and interpret these tests.

—> Chapter 14: Bivariate statistical analysis: Tests of association. This chapter extends the discussion
of typical statistical tests, examining the concept of association by highlighting a contemporary
issue in marketing. Using correlation, regression and Chi-square analysis, the chapter discusses
typical tests for association and, like Chapter 13, shows how to conduct and interpret these tests
in SPSS and Excel.

—> Chapter 15: Multivariate statistical analysis. This chapter extends our understanding of bivariate
statistics toinvestigate the problem of multiple variables. The problem of confounding relationships
in binary statistics is first introduced and then extended to cover problems in analysis of variance
and multiple regression. Techniques for discovering patterns in data are covered in factor analysis
and cluster analysis.

—> Chapter 16: Communicating research results: Research report, oral presentation and research
follow-up. This chapter completes the research process with the important function of ensuring
that the valuable completed research reaches the right people in a way that is informative,
persuasive and actionable. Importantly, the correct formatting of tables versus graphs is discussed
in detail, along with the presentation of qualitative data and the effective use of graphic aids.
These items are often the crucial elements of any market research report.

ORGANISATION OF THE BOOK

The organisation of the second Asia Pacific edition of Marketing Research follows each step of the
marketing research process that is introduced as a learning model in Chapter 1. The book is organised
into another six parts. Each part represents each stage of the research process and discusses how each
stage relates to decisions about conducting specific projects.

—> Part 1: Introduction to the research process discusses the scope of marketing research, provides
an overview of the entire marketing research process, and explains how the Internet and
globalisation are changing the nature of information systems. Each stage in the research process
is then examined.

—> Part 2: Defining the problem covers problem definition and research proposals. This stage sets the
research objectives used to design the research study.

PREFACE
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—> Part 3: Planning the research design examines the concepts and issues related to research designs,
such as using exploratory/qualitative research, surveys, observation studies and experiments.
Issues of measurement and questionnaire design are then addressed in this section.

—> Part 4: Planning the sample explains why sampling is required, how to design samples and how
to determine sample size.

—> Part 5: Collecting the data discusses the importance of fieldwork, editing and coding, as the quality
of data from a research study is determined by this stage of the process.

—> Part 6: Analysing the data covers descriptive data analysis, inferential statistical analysis and
multivariate analysis, and provides practical advice as to how data can be analysed to answer
research questions. A new appendix on conjoint analysis has been added to this section of the text
for more advanced marketing research courses. The material in each chapter is comprehensive
yet accessible to the student. Sample output of many examples in using SPSS and Excel have also
been included.

—> Part 7: Formulating conclusions and writing the final report discusses the communication
of research results. Often it is this step that is the most important in the research process as
information and findings that cannot be presented clearly are of little use to the client. The text
ends with a final note on the use of marketing research.

The book also features two appendices and an extensive glossary. Two other appendices can be
found online: Comprehensive cases with a computerised database (comprising six cases), which
provides materials that challenge students to apply and integrate the concepts they have learned,
and the Code of Conduct of the Australian Market and Social Research Society.

HELP US WRITE AN EVEN BETTER MARKETING
RESEARCH TEXTBOOK

We have worked very hard to update, regionalise and make this an interesting textbook in marketing
research, but we know that with hindsight things can always have been done better. If you have any
suggestions for the next edition of Zikmund, D’Alessandro, Lowe, Winzar and Babin, please email us.

—> For Chapters 1 to 9: Steven D’Alessandro sdalessandro@csu.edu.au
—> For Chapters 10, 11, 15 and 16: Hume Winzar hume.winzar@mg.edu.au
—> For Chapters 12, 13 and 14: Ben Lowe b.lowe@kent.ac.uk
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As you read this text you will find a number of features in every chapter to
enhance your study of marketing research and help you understand how the
theory is applied in the real world.

PART OPENING FEATURES CHAPTER OPENING FEATURES

Understand how key concepts are connected Identify the key concepts that the chapter
across all chapters in the part by viewing will cover with the learning objectives.
the concept map.

THE ROLE OF MARKETING
RESEARCH AND THE
RESEARCH PROCESS

What made

Prepare for what the chapter will cover
through the chapter vignette.

FEATURES WITHIN CHAPTERS

successtul total quality management
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A THIS! Explore questioning techniques and test the
effectiveness of market surveys using Qualtrics

Xxxvi

and the Survey this! questions. Qualtrics provides
a robust platform to design surveys, and distribute
and evaluate survey results



WHAT WENT
WRONG?

GUIDE TO THE TEXT XXvil

Analyse practical examples of how chapter concepts are applied in a business
context through the Real world snapshot boxes.

Explore the real world ethical issues that can affect the marketing research

process with the Exploring research ethics boxes.

Get helpful, practical hints on how to conduct market research successfully

with the Tips of the trade feature.

Learn about the successes and failures of various marketing research
strategies in the real business environment with the What went right? and
What went wrong? boxes.

ICONS

The Ongoing project icon highlights the 5
key concepts relevant to the Ongoing ‘
project found at the end of each chapter.

>

Discover current research articles by
accessing the Search me! marketing
database and searching the suggested key
terms in each chapter.

Q@JBNGOING PROJECT > Search Mel
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GUIDE TO THE TEXT

END-OF-CHAPTER FEATURES

At the end of each chapter you will find several tools to help you to review, practise and
extend your knowledge of the key learning objectives.

Review your
understanding
of the key
chapter topics
with the
Summary.

Expand your
knowledge by
using the Key
terms and
concepts to
conduct further
research on
the Search

me! marketing
database.

Test your
knowledge and
consolidate
your learning
through the
Questions

for review

and critical
thinking.

SUMMARY

DETERMINE WHAT IS TO BE MEASURED

We must know what we want to measure, and how it fits our
research questions or hypotheses. Examination of published
research and findings from past studies should help us determine
what it is we want to measure.

DETERMINE HOW IT IS TO BE MEASURED

In order to measure we must determine some rules of
measurement, or operational definitions. This will determine the
choice of rules of measurement, the number of measurement
items to be used and the type of attitude scales. Operational
definitions tell the researcher how to measure and what rules
of measurement to apply. For example, our measure of social

entrenrenetirshin near the start of this chanter is made 110 of

KEY TERMS AND CONCEPTS

at-home scanning system observation

content analysis observer bias
contrived observation
direct observation pupilometer
eyeftrack\'ng monitor respomse \atency
functional magnetic resonance

imaging (FMRD)
hidden observation

psychogalvanometer

DETERMINE THE TYPE OF ATTITUDE AND THE SCALE
TO BE USED TO MEASURE IT

Many methods for measuring have been developed, such as
ranking, rating, sorting and choice techniques.

One class of rating scales, category scales, provides several
response categories to allow respondents to indicate the intensity
of their attitudes. The simplest attitude scale calls for a ‘yes/no’
or ‘agree/disagree’ response to a single question. The Likert scale
uses a series of statements with which subjects indicate agreement
or disagreement. The responses are assigned weights that are
summed to indicate the respondents’ attitudes.

The semantic differential uses a series of attitude scales
anchored by bipolar adjectives. The respondent indicates where
his or her attitude falls between the polar attitudes. Variations on

Search * Mel

television monitoring
visible observation
voice pitch analysis

scanner-based consumer panel

QUESTIONS FOR REVIEW AND CRITICAL THINKING

1 Read the opening vignette on the use of observational research
and the nature of advertising to New Zealand doctors. What
flaws do you think there could be in the use of observational
research in this case? How could it be improved?

2 What are the ethical issues of using hidden or unobtrusive
observation?

3 Click-through rates for advertisements placed in websites
are very low (1 per cent or less). What types of error might
exist using click-through rate data as a measure of an
advertisement’s success?

4 What are some problems faced by firms with using
neuroscience approaches?

5 A multinational fast-food corporation plans to locate a
restaurant in Jakarta. Indonesia. Secondarv data for this citv

e An online magazine publisher wishes to determine exactly
what people see and what they pass over while reading one
of her magazines.

f A health food manufacturer wishes to determine how
people use snack foods in their homes.

g An overnight package delivery service wishes to observe
delivery workers, beginning at the moment when they stop
the truck, continuing through the delivery of the package,
and ending when they return to the truck.

h A motivational researcher wants to know if people wear
sunglasses to protect their eyes and/or for reasons of
fashion and style.

10 Watch the nightly news on a major network for one week.

Observe how much time is devoted to national news,
S ) N S PSSO 41 B S R [ o |



GUIDE TO THE TEXT XXIX

Apply market research techniques holistically by completing the Ongoing project. The Ongoing project is
a continuing activity that builds upon each step of the marketing process. Refer to the Ongoing project
icon throughout the chapters to locate key concepts relevant to the project, and download the relevant
worksheets from the CourseMate Express website.

ONGOING PROJECT

DOING AN OBSERVATIONAL STUDY? CONSULT THE Download the Chapter 6 project worksheet from the CourseMate
CHAPTER 6 PROJECT WORKSHEET FOR HELP website. It outlines the steps to be considered in choosing an
Observation research is one of the most flexible research methods. ~ observational design method. Make sure you meet any ethical

The research problem needs to be considered before using it. considerations discussed in this chapter.

CourseMate Express online study tools help you revise and extend your understanding of the key chapter
concepts as you complete the activities on CourseMate Express and use the Search me! marketing database.

COURSEMATE ONLINE STUDY TOOLS

A )
-CourseMate

Flip to the start of your textbook and use the tear-out card to log @ crosswords on key concepts
in to CourseMate for Marketing Research. There you can test your T online researdh adiivities

understanding and revise chapter concepts with: . . o
8 P P @ online video activities.

@ interactive quizzes

@ flashcards

Reinforce the topics covered in the chapter and apply the concepts you have learnt with the Written case
studies, which illustrate recent, relevant applications of marketing research in practice.

WRITTEN CASE STUDY 6.1

THE PEPSI / COKE CHALLENGE AND NEUROSCIENCE?®

Can marketers really trust customers to act on their intentions? Buyology, is that our brains encode products with values. We
Although they'd like to think so, marketing research suggests experience a drink such as Coke not just through our senses
that our thinking processes often push us in one direction while but also through our emotional associations with the brand.
our emotions tug us in another. It is claimed by researchers We may expect that we will like — and want to buy - an

Analyse and follow the steps of the market research process from start to finish with the new
Ongoing case study on mobile phones.

{2 ONGOING CASE STUDY

MOBILE PHONE SWITCHING AND BILL SHOCK.

In the next stage of research, David, Leanne and Steve were QUESTIONS
asked to examine evidence for bill shock. David thought that the 1
complexity of mobile phone bills may be contributing to this.

What are the advantages and disadvantages of David’s use of
observational research here?





