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Preface

We have prepared this edition with great optimism and excitement. We live in a global, 
highly competitive, rapidly changing world that increasingly is influenced by information 
technology, social media, artificial intelligence, visualization software, and many other re-
cent developments. The earlier editions of our text Essentials of Marketing Research became 
a premier source for new and essential marketing research knowledge. Many of you, our 
customers, provided feedback on previous editions of this book as well as our longer text, 
Marketing Research. Some of you like to do applied research projects while others empha-
size case studies or exercises at the end of the chapters. Others have requested additional 
coverage of both qualitative and quantitative methods. Students and professors alike are 
concerned about the price of textbooks. This sixth edition of Essentials of Marketing Re-
search was written to meet the needs of you, our customers. The text is concise, highly 
readable, and value-priced, yet it delivers the basic knowledge needed for an introductory 
text. We provide you and your students with an exciting, up-to-date text, and an extensive 
supplement package. In the following section, we summarize what you will find when you 
examine, and we hope, adopt, the sixth edition of Essentials.

Innovative Features of This Book
First, marketing research is evolving rapidly. In particular, there have been significant ad-
vancements in marketing technology which has propelled a blurring of lines between mar-
keting research and marketing analytics. While this textbook is focused on foundational 
elements of marketing research, in this edition students are introduced to new analytics 
concepts and knowledge that will be important as the definition of marketing research con-
tinues to evolve.

Second, due to the popularity of the Internet, growth in social media use, and digital 
marketing, there is an increasingly large amount of secondary data, both structured and un-
structured. Indeed, more than 75% of the emerging data is unstructured and companies are 
relying more and more on secondary data to conduct research and develop plans. Under-
standing how to approach data collection and analysis in this new era are critical for mar-
keting researchers. These topics are now addressed in more detail throughout the textbook.

Third, we have updated examples in different chapters to reflect quickly changing at-
titudes and behaviors brought on by the Covid-19 pandemic. For example, Chapter 3 in-
troduction focuses on a study of shopping habits for a sample of 2,095 U.S. adults. The 
research findings document important trends companies should be monitoring to better 
understand post-pandemic customer behaviors.

Fourth, many marketing research efforts increasingly focus not just on description, but 
also prediction. As a result, there is a need to understand the differences between research 
designs when description versus prediction is the objective. The new edition delineates de-
scriptive, predictive, nonexperimental, and causal research designs.
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Fifth, our text is the only one that includes a separate chapter on qualitative data analy-
sis. Other texts discuss qualitative data collection, such as focus groups and in-depth inter-
views, but then say little about what to do with this kind of data. In contrast, we dedicate an 
entire chapter to the topic that includes interesting new examples and provides an overview 
of the seminal work in this area by Miles and Huberman, thus enabling professors to pro-
vide a more balanced approach in their classes. We also explain important tasks such as 
coding qualitative data, identifying themes and patterns, and the emerging role of secondary 
data. An important practical feature in Chapter 9 of the sixth edition is a sample report on a 
qualitative research project to help students better understand the differences between quan-
titative and qualitative reports. We also have an engaging, small-scale qualitative research 
assignment on product dissatisfaction as a new MRIA at the end of the chapter to help 
students more fully understand how to analyze qualitative research. We think you and your 
students will find this assignment to be an engaging introduction to qualitative analysis.

Sixth, as part of the “applied” emphasis of our text, Essentials has two pedagogical 
features that are very helpful to students’ practical understanding of the issues. One is the 
boxed material mentioned above entitled the Marketing Research Dashboard that summa-
rizes an applied research example and poses questions for discussion. Then at the end of 
every chapter, we feature a Marketing Research in Action (MRIA) exercise that enables stu-
dents to apply what was covered in the chapter to a real-world situation. In the sixth edition, 
there are eight new MRIA exercises on timely topics in marketing research and business 
planning. The MRIAs from previous editions will be placed in the Instructor’s Manual. The 
topics of the new MRIAs cover timely emerging topics as described later in this section.

Seventh, as noted above, our text has an excellent continuing case study throughout the 
book that enables professors to illustrate applied concepts using a realistic example. Our 
continuing case study, the Santa Fe Grill Mexican Restaurant, is a fun example students can 
easily relate to, given the popularity of Mexican restaurant business themes. In addition, 
there is a companion data set for the employees of the Santa Fe Grill so students can com-
plete a competitive analysis, including application of importance-performance concepts, 
and also relate the employee findings to the customer perceptions. Because it is a continu-
ing case, professors do not have to familiarize students with a new case in every chapter, but 
instead can build on what has been covered in previous chapters. The Santa Fe Grill case is 
doubly engaging because the story/setting is about two college student entrepreneurs who 
start their own business, a goal of many students. Finally, when the continuing case is used 
in later chapters on quantitative data analysis, a data set is provided that can be used with 
statistical software to teach data analysis and interpretation skills. Thus, students can truly 
see how marketing research information can be used to improve decision making.

Eighth, in this edition we now feature three statistical software packages. In addition to SPSS 
and SmartPLS, we include explanations on how to apply PSPP, a virtual clone of SPSS that is 
available free to users at https://www.gnu.org/software/pspp/. We also provide instructions on 
how to use Excel to complete data analysis tasks. Thus, all students can now benefit from the abil-
ity to apply user-friendly statistical software to explore marketing research problems and issues.

Ninth, in addition to the Santa Fe Grill case and other Marketing Research Dashboard 
exercises, as noted earlier there are eight new MRIA exercises that can be used for students 
to apply new knowledge and skills. Each Marketing Research in Action can be used as a 
research project or as an additional exercise relevant to topics throughout the book. The 
MRIA cover a wide variety of topics that all students can identify with and offer an excellent 
approach to enhance teaching of concepts. An overview of these cases is provided below:

•	 DoorDash offers students the opportunity to explore concepts and variables that are 
likely to impact the future of on-demand delivery of grocery and food products. An 
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overview of this case is provided as part of the MRIA (Marketing Research in Action) 
feature in Chapter 2.

•	 The emergence of Diversity Ecosystems is introduced in Chapter 5 MRIA. Diversity 
Ecosystems addresses the value of diversity is the performance of companies. The fo-
cus of the MRIA involves the marketing department conducting employee research 
and implementing a strategy that effectively communicates the need for more diversity 
among suppliers.

•	 Apple has pursued a seemingly ambitious goal to create a fully closed-loop supply 
chain, where all new products are manufactured without extracting new materials from 
the earth. This concept is introduced as Chapter 6 MRIA. The case examines factors 
that motivate and sometimes discourage consumers’ engagement in sustainable elec-
tronics consumption behaviors.

•	 Psychological ownership and marketing strategies propose a link between a customer’s 
feelings of possession over a product or service and their sense of brand loyalty. This 
case is designed to develop an understanding of measurement and scaling design, as 
well as development and use of this emerging concept in marketing strategy develop-
ment. The case overview is provided in Chapter 7 MRIA.

•	 Social media and purchase likelihood enables students to explore statistical software 
packages to understand the characteristics of social media influencers as well as how, 
when and why they are likely to recommend a product or service. The case is intro-
duced in Chapter 10 MRIA.

•	 MusicToGo focuses on the concept of a digital streaming platform. Marketing execu-
tives at MusicToGo have studied trends and noticed the resurgence of nostalgia as a 
theme associated with the purchase of vinyl records, particularly among Millennial and 
Generation Z (Gen Z) users. Their research objective is to better understand nostal-
gia’s influence on product usage and purchase likelihood, as well as demographics and 
related issues. These concepts are introduced in Chapter 11 MRIA.

•	 An emerging and highly successful type of company in the marketing research field is 
the concept of “software as a service companies (SaaS)”. These companies combine 
data aggregation and software to market services that provide immediate access to data 
and analytical methods of organizing and presenting meaningful information for mar-
keting decision making. In this new case, SalesAssessment.com, a SaaS company is 
preparing a customer experience survey to improve service strategies for its customers 
and increase revenues. The case is introduced in Chapter 12 MRIA.

•	 Robots diagnosing medical conditions is introduced as a new MRIA in Chapter 13. 
Emerging online computer technology and related developments like artificial intelli-
gence (AI) and machine learning (ML) are increasingly replacing humans in our lives, 
but do customers trust this technology? This case examines attitudinal and behavioral 
differences between medical services consumers who are innovators versus those who 
are early adopters and the likelihood of using these technology facilitated services.

Tenth, the text’s coverage of quantitative data analysis is more extensive and much eas-
ier to understand than that covered in other marketing research books. Specific step-by-step 
instructions are included on how to use SPSS, PSPP, Excel, and SmartPLS to execute data 
analysis for many statistical techniques. This enables instructors to spend much less time 
teaching students how to use the software the first time. It also saves time later by providing 
a handy reference for students when they forget how to use the software, which they often 
do. For instructors who want to cover more advanced statistical techniques, our book is the 
only one that includes this topic. In the sixth edition, we have added additional material 
on topics such as structured versus unstructured data, data quality assurance, sampling of 

hai17181_fm_i-xx.indd   8 18/10/22   12:32 PM



Preface	 ix

secondary data, selecting the appropriate scaling method, sentiment analysis, and updated 
guidelines for selecting the appropriate statistical technique. Finally, we include an overview 
of the increasingly popular variance-based approach to structural modeling (PLS-SEM) and 
more extensive coverage of how to interpret data analysis findings.

Eleventh, as noted earlier, online marketing research techniques are rapidly chang-
ing the face of marketing, and the authors have experience with and a strong interest in 
the issues associated with online data collection, particularly ensuring the quality of mar-
keting research data. For the most part, other texts’ material covering online research is 
an “add-on” that does not fully integrate online research considerations and their impact. 
In contrast, our text has extensive new coverage of these issues that is comprehensive 
and timely because it was added recently when many of these trends are increasingly 
prevalent and information is available to document their impact on marketing research 
practices.

Pedagogy
Many marketing research texts are readable. But a more important question is, “Can stu-
dents comprehend what they are reading?” This book offers a wealth of pedagogical fea-
tures, all aimed at answering the question positively. Below is a list of the major pedagogical 
elements available in the sixth edition:

Learning Objectives. Each chapter begins with clear Learning Objectives that students 
can use to assess their expectations for and understanding of the chapter in view of the 
nature and importance of the chapter material.
Real-World Chapter Openers. Each chapter opens with an interesting, relevant example 
of a real-world business situation that illustrates the focus and significance of the chap-
ter material. For example, Chapter 1 illustrates the emerging role of social networking 
sites such as Twitter in enhancing marketing research activities.
Marketing Research Dashboards. The text includes boxed features in all chapters 
that act like a dashboard for the student to understand emerging issues in marketing 
research decision making.
Key Terms and Concepts. These are boldfaced in the text and defined in the page mar-
gins. They also are listed at the end of the chapters along with page numbers to make 
reviewing easier, and they are included in the comprehensive marketing research Glos-
sary at the end of the book.
Ethics. Ethical issues are treated in the first chapter to provide students with a basic 
understanding of ethical challenges in marketing research. Coverage of increasingly 
important ethical issues has been updated and expanded from earlier editions, and 
includes online data collection ethical issues.
Chapter Summaries. The detailed chapter Summaries are organized by the Learning 
Objectives presented at the beginning of the chapters. This approach to organizing sum-
maries helps students remember the key facts, concepts, and issues. The Summaries 
serve as an excellent study guide to prepare for in-class exercises and for exams.
Questions for Review and Discussion. The Review and Discussion Questions are care-
fully designed to enhance the self-learning process and to encourage application of the 
concepts learned in the chapter to real business decision-making situations. There are 
two or three questions in each chapter directly related to the Internet and designed to 
provide students with opportunities to enhance their digital data gathering and inter-
pretative skills.
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Marketing Research in Action. The MRIA cases that conclude each of the chapters 
provide students with additional insights into how key concepts in each chapter can be 
applied to real-world situations. These cases serve as in-class discussion tools or applied 
case exercises. Several of them introduce the data sets found on the book’s website.
Santa Fe Grill. The book’s continuing case study on the Santa Fe Grill uses a single 
research situation to illustrate various aspects of the marketing research process. The 
Santa Fe Grill continuing case, including competitor Jose’s Southwestern Café, is a 
specially designed business scenario embedded throughout the book for the purpose 
of questioning and illustrating chapter topics. The case is introduced in Chapter 1, and 
in each subsequent chapter, it builds on the concepts previously learned. More than  
30 class-tested examples are included as well as an SPSS and Excel formatted database 
covering a customer survey of the two restaurants. In earlier editions, we added cus-
tomer survey information for competitor Jose’s Southwestern Café, as well as employee 
survey results for the Santa Fe Grill, to further demonstrate and enhance critical think-
ing and analytical skills.

Instructor Library
The Connect Instructor Library is your repository for additional resources to improve stu-
dent engagement in and out of class. You can select and use any asset that enhances your 
lecture.

Instructor’s Resources. Specially prepared Instructor’s Manual and Test Bank and Pow-
erPoint slide presentations provide an easy transition for instructors teaching with the 
book the first time.
Data Sets. Seven data sets in SPSS, Excel, and PSPP format are available in the Con-
nect Library, which can be used to assign research projects or with exercises throughout 
the book. (The concepts covered in each of the data sets are summarized earlier in this 
Preface.)
SmartPLS Student Version. Through an arrangement with SmartPLS (www 
.smartpls.de), we provide instructions on how to obtain a free student version of this 
powerful new software for executing structural modeling, multiple regression, media-
tion, and many other interesting types of analyses. Specific instructions on how to 
obtain and use the software are available in the Connect Library.
SPSS Student Version. This powerful software tool enables students to analyze up to 
50 variables and 1,500 observations. SPSS data sets are available that can be used in 
conjunction with data analysis procedures included in the text. Licensing information 
is available from IBM at www.ibm.com/analytics/spss-statistics-software.
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Learning Objectives After reading this chapter, you will be able to:

1.	 Describe the impact marketing 
research has on marketing decision 
making.

2.	Demonstrate how marketing 
research fits into the marketing 
planning process.

3.	Provide examples of marketing 
research studies.

4.	Understand the scope and focus of 
the marketing research industry.

5.	Recognize ethical issues associated 
with marketing research.

6.	Discuss new skills and emerging 
trends in marketing research.

Geofencing
Over the past few years, the Internet has sparked a number of significant inno-
vations in marketing research, from online surveys, to mobile surveys, to social 
media monitoring. A recent Internet technology influencing both marketing and 
marketing research is geofencing. Geofencing is a virtual fence that is placed 
around a geographic location in the real world. Location-enabled smartphone ap-
plications can detect entry and exit from these virtual fences. A geofence can be 
as small as a coffee shop or as wide as a city block. Companies such as Starbucks 
have used these virtual fences as a way to offer customers in-store benefits such as 
ease of checkout and local in-store deals.1 In-store deals can be customized based 
on the shopper’s previous purchases or other information available in the shop-
per’s profile.

For marketing researchers, geofencing offers a number of possible ways for 
information to be obtained from customers. For example, they monitor purchas-
ing behavior as well as the time of day of visits, the number of visits, and the 
length of visits (often called “loitering time”).2 Perhaps most interesting is the 
possibility of using geofencing to capture in-the-moment feedback. Early research 
comparing surveys fielded by geofencing applications to traditional surveys sug-
gests that consumers more accurately report their experiences immediately after 
they occur.3 An additional potential benefit for researchers is that online brows-
ing behavior and location history can be matched to data on in-store behavior. 
Connecting in-store behavior with other types of behavioral data will facilitate a 
deeper understanding of customer preferences and how they make decisions.

Geofencing should be particularly helpful with collecting data from younger 
customers who often do not participate in traditional surveys.4 Of course, con-
sumers must agree to turn on their location-based apps if researchers are to col-
lect data. On the other hand, potential research respondents can easily be offered 
relevant rewards for participating in research based on geofencing apps. The popu-
larity of retail store apps that include geofencing components along with the value 
of “in-context” feedback for marketers makes it likely that the use of geofencing to 
collect marketing research information will grow in the next few years.
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4	 Part 1 The Role and Value of Marketing Research Information

	The Growing Complexity of Marketing Research
The challenges of operating profitably and surviving have increased dramatically for all busi-
nesses in recent years. Supply chain disruptions due to the global pandemic are likely the 
most visible challenge, but many other market changes are increasingly emerging. Indeed, 
businesses must respond quicker to marketplace changes, continuously introduce higher 
quality products and services, and pursue profitability and market share with fewer employ-
ees while managing their costs. In short, technology and the global business environment 
are increasing the need for and complexity of marketing research.

Digital technologies and the emergence of literally huge amounts of data bring a great 
deal of opportunities for marketing research to play an increasingly important role for busi-
nesses. Digital data sources, including web-based surveys, interactive and social commerce 
tools like Facebook, Instagram and Twitter, and mobile phones are radically remolding data 
collection, storage, analysis, and management. For example, computing power and lower 
costs have expanded data collection capabiliticata. “Big data,” a term used to describe the 
large and complex datasets that information technology enables organizations to gather and 
store, requires innovative tools to extract insights for businesses and marketers. Big data are 
stored in databases or data warehouses. While marketers do not need to program computer 
systems, they do need to understand what data is available, how the data is being collected 
and managed, and where the data is located, so they can effectively apply insights from the 
data to achieve organizational goals.

Many companies rely on a customer relationship management (CRM) system to man-
age important information, such as customer interactions throughout all touchpoints and 
purchase behavior. But companies increasingly obtain insights from software as a service 
(SaaS) companies which compile and analyze data stored in the cloud, such as Salesforce 
.com. With the vast amount of available resources, marketing research departments must 
determine which data and analytical methods provide useful results. To do so, they increas-
ingly use advanced analytical tools and statistical techniques. Many new data collection 
sources, including Twitter, clickstream tracking, GPS, sensor data, geofencing, and facial 
recognition through biometrics, pose questions for consumer privacy. The current variety 
of available data sources, technology, and analytical/statistical techniques makes choosing a 
method for a particular research project increasingly challenging.

An additional level of complexity in research design and execution occurs whenever 
global research is required. In our first Marketing Research Dashboard, we address issues 
in conducting international marketing research. The current research landscape has never 
been more exciting for marketing researchers who can provide significant business impact 
leading to new market opportunities.

Big Data A term used to 
describe the large and 
complex datasets that infor-
mation technology enables 
organizations to gather and 
store; it requires innovative 
tools to extract insights for 
businesses and marketers.

Database A collection of 
the most recent data that 
is organized for efficient 
retrieval and analysis.

Data warehouse Provides 
access and analysis of 
collections of historical 
data from various sources 
throughout the company.

Customer relationship 
management (CRM)  
Manages important 
customer information such 
as customer interactions 
throughout all touchpoints 
and purchase behavior.

Many marketing research firms have a presence in a 
large number of countries. For example, Gfk Research  
(www.fk.com) advertises that it performs marketing 
research in over 100 countries. Still, performing research 
in countries around the world poses some challenges. A 
great deal of marketing theory and practice to date has 

been developed in the United States. The good news is 
that many theories and concepts developed to explain 
consumer behavior are likely to be applicable to other 
contexts. For example, the idea that consumers may pur-
chase items that reflect their self-concepts and identi-
ties likely applies to many countries. Second, marketing 

MARKETING RESEARCH DASHBOARD CONDUCTING INTERNATIONAL 
MARKETING RESEARCH

(Continued )
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MARKETING RESEARCH DASHBOARD CONDUCTING INTERNATIONAL 
MARKETING RESEARCH (Continued )

research techniques, including sampling, data collection, 
qualitative and quantitative techniques, and statistical 
analyses, are tools that are likely to be almost universally 
applicable.

But there are many challenges. Some marketing 
researchers study a country’s culture and make broad con-
clusions about the applicability of their findings. However, 
culture may strongly affect some kinds of purchases and 
not others. Second, some target segments and subcultures 
exist across countries, so performing research that focuses 
on cultural differences at the level of countries may too nar-
rowly define a target market. Last, Yoram Wind and Susan 
Douglas argue that while consumers in different countries 
tend to behave somewhat differently, there is often more 
variance in behavior within a country than between coun-
tries. Thus, research making broad conclusions about con-
sumer culture in a particular country may not be useful to 
a company marketing a specific product to a specific seg-
ment. More specific research applicable to the specific mar-
keting opportunity or problem is likely to be necessary.

Research on emerging markets, such as Latin America, 
Africa, and the Middle East, is important as these market-
places are growing, but the lack of existing secondary data 
and market research suppliers in these areas of the world 
presents challenges for businesses who would like to bet-
ter understand these marketplaces. Developing research 
capabilities in these areas is complicated by the fact that 
identifying representative samples is difficult because 
existing reliable demographic data in these markets may 
not be available. Translating survey items into another lan-
guage may change their meaning even when the precau-
tion of backtranslation is used to identify potential issues. 
Moreover, establishing conceptual equivalence in surveys 
may be difficult; for example, the Western notion of “truth” 
is not applicable in the Confucian philosophy.

Building relationships with marketing research compa-
nies in the countries where firms want to collect information 
is the preferred strategy as firms within countries already 
have useful knowledge about research challenges and 
solutions. However, marketing research is not always highly 
regarded by managers in emerging marketplaces. This may 
be true for several reasons. Consumer acceptance and par-
ticipation in surveys may be low. The cost of poor business 
decisions may be lower and thus the perceived need for 
research to minimize risk is lessened. And, researchers 
who engage in both qualitative and quantitative techniques 
often have to adjust methodology to more successfully 
interact with consumers in emerging marketplaces.

Technology presents both opportunities and barriers 
for international marketing research. 3Com commissioned 
Harris Interactive to conduct the world’s largest interactive 
Internet-based poll. Fully 1.4 million respondents in 250 
countries around the world participated in Project Planet. 
In many countries, respondents entered their answers in 
an online survey. In remote areas without telephones and 
computers, interviewers were sent with portable handheld 
tablets for data entry. When interviewers returned from the 
field, the data could be uploaded to the database. In this 
research effort, 3Com was able to reach even technologi-
cally disenfranchised communities. While the results were 
based on a convenience rather than a representative 
sample, the effort still represents an important, if imper-
fect global effort at collecting meaningful cross-cultural 
information.

What does the future hold? Research firms and compa-
nies who can successfully develop methods and concepts 
that will aid them to better understand and serve market-
places around the world are likely to be more competitive 
in a global marketplace. The research firms who are able 
to provide actionable information will be those who study 
consumer behavior in context, work with local marketing 
research firms to develop sound marketing research infra-
structure, apply new technologies appropriately to collect 
valid and reliable data, and develop the analytical sophis-
tication to understand segments within and across country 
boundaries.

Sources: Yoram Wind and Susan Douglas, “Some Issues 
in International Consumer Research,” European Journal of 
Marketing, 2001, pp. 209–217; C. Samuel Craig and Susan P. 
Douglas, “Conducting International marketing Research in the 
21st Century,” 3rd Edition, John Wiley & Sons Ltd, Chichester, 
West Sussex, England, 2005; B. Sebastian Reiche and Anne 
Wil Harzing, “Key Issues in International Survey Research,” 
Harzing.com, June 26, 2007, www.harzing.com/intresearch 
_keyissues.htm, accessed January 16, 2022; Fernando Fastoso 
and Jeryl Whitelock, “Why Is So Little Marketing Research on 
Latin America Published in High Quality Journals and What Can 
We Do About It?” International Marketing Research, 2011,  
Vol. 28(4), pp. 435–439; Paul Holmes, “3Com’s Planet Project:  
An Interactive Poll of the Human Race,” The Holmes Report,  
www.holmesreport.com/casestudyinfo/581/3Coms-Planet-Project 
-An-Interactive-Poll-of-the-Human-Race.aspx, May 28, 2011, 
accessed August 13, 2022; Zach Brooke, “3 Common Pitfalls of 
International Marketing Research (and how to avoid them),” AMA, 
October 1, 2017, www.ama.org/publications/MarketingNews 
/Pages/3-common-pitfalls-of-international-market-research-and 
-how-to-avoid-them.aspx, accessed January 14, 2022.
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6	 Part 1 The Role and Value of Marketing Research Information

Despite the explosion of new marketing research tools and concepts, established tools 
such as hypothesis testing, construct definition, reliability, validity, sampling, and data anal-
ysis remain essential to evaluating the uses and value of new data collection approaches. 
Traditional data collection methods such as focus groups, mystery shopping, and computer-
aided telephone interviewing (CATI) are still relevant tools. Digital advances, however, have 
provided companies with new data collection opportunities such as information on web-
site navigation, social media engagement, and mobile interactions. As a result, companies 
increasingly are choosing hybrid research techniques involving multiple research methods 
to overcome the weaknesses inherent in single methodologies.

The American Marketing Association defines marketing research as the function that 
links an organization to its market through the gathering of information. This information 
facilitates the identification and definition of market-driven opportunities and problems, as 
well as the development and evaluation of marketing actions. Finally, it enables the moni-
toring of marketing performance and improved understanding of marketing as a business 
process.5 Organizations use marketing research information to identify new product oppor-
tunities, develop advertising strategies, and implement new data-gathering methods to better 
understand customers.

Marketing research is a systematic process. Tasks in this process include designing 
methods for collecting information, managing the information collection process, analyzing 
and interpreting results, and communicating findings to decision makers. This chapter pro-
vides an overview of marketing research and its fundamental relationship to marketing. We 
first explain why firms use marketing research and give some examples of how marketing 
research can help companies make sound marketing decisions. Next we discuss who should 
use marketing research, and when.

The chapter provides a general description of the ways companies collect marketing 
research information. We present an overview of the marketing research industry in order to 
clarify the relationship between the providers and the users of marketing information. The 
chapter closes with a description of the role of ethics in marketing research, followed by an 
appendix on careers in marketing research.

	The Role and Value of Marketing Research
Many managers with experience in their industry can make educated guesses based on their 
experience. But markets and consumer tastes change, sometimes rapidly. No matter how 
much experience managers might have with their marketplace, they occasionally find that 
their educated guesses miss the mark. Behavioral decision theorists such as Dan Ariely, 
author of Predictably Irrational, have documented that even experienced individuals can be 
very wrong in their decision making even when the decision they are making has important 
consequences.6 And many managerial decisions involve new contexts where experience may 
be absent or even misleading. For example, organizations may be considering new strate-
gies, including marketing to a new segment, using new or evolving media to appeal to their 
customers, or introducing new products.

Marketing research draws heavily on the social sciences both for methods and the-
ory. Thus, marketing research methods are diverse, spanning a wide variety of qualitative 
and quantitative techniques and borrowing from disciplines such as psychology, sociology, 
and anthropology. Marketing research can be thought of as a toolbox full of implements 
designed for a wide variety of purposes. Tools include surveys, focus groups, experiments, 
and ethnography, just to name a few. In recent years, the size of the toolbox has grown and 

Marketing research The 
function that links an 
organization to its market 
through the gathering of 
information.
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the sophistication of technology has improved with the advent of “big data,” social media, 
Internet surveys, and mobile phones. Furthermore, emerging methods of data collection 
such as through online communities of people, eye tracking, and wearable technology are 
rapidly changing how marketing researchers are conducting research. Moreover, interna-
tional marketing problems and opportunities have brought complexity to marketing prob-
lems and opportunities along with special challenges for marketing researchers who seek to 
understand these markets.

Advanced technology and analytical techniques provide the resources for marketers 
to collect, process, and analyze data in new ways and at a much faster speed. Whether 
examining research problems through descriptive techniques that answer what has hap-
pened, predictive techniques that predict future developments, or prescriptive techniques 
that determine optimal behaviors, marketers should first understand the questions or busi-
ness problems that need to be addressed. There are appropriate tools and techniques to 
help examine these different business problems. Thus, the size and diversity of the toolbox 
represent exciting opportunities for marketing researchers to grow and develop innovative 
ways of learning about markets and consumers.

Whether you work for a small, medium, or large business, it is highly likely that sooner 
or later you or your organization will buy research, commission research, or even engage 
in do-it-yourself (DIY) research. While some research methods involve techniques that are 
hard to master in one course, the essential material in a one-semester course can take you 
a long way toward being a better research client and will enable you to do some projects on 
your own.

You probably already know that not all research efforts are equally well executed, and 
poorly conceived efforts result in information that is not useful for decision making. As 
well, some secondary research may initially appear to be relevant to a decision, but after 
reviewing the methodology or sample employed by the research firm, you may decide that 
the research is not useful for your decision problem. Moreover, even well-executed research 
has some weaknesses and must be critically evaluated. Developing the knowledge and criti-
cal stance to evaluate research efforts will help you determine how and when to apply the 
research that is available to marketing problems at hand.

Marketing research can be applied to a wide variety of problems involving the four 
Ps: price, place, promotion, and product. Additionally, marketing research is often used 
to research consumers and potential consumers in vivid detail, including their attitudes, 
behaviors, media consumption, and lifestyles. Marketers are also interested in consumer 
subcultures, as products are often used to enact and support subculture participation. 
Last, marketing academics and consultants often perform theoretical research that 
helps marketers understand questions applicable to a broad variety of marketing con-
texts. Below, we explain how marketing research applies to the traditional four Ps; to 
studying consumers and consumer subcultures; and the role of theoretical research in 
marketing.

Marketing Research and Marketing Mix Variables
Product Product decisions are varied and include new product development and introduc-
tion, branding, and positioning products. New product development often involves a great 
deal of research identifying possible new product opportunities, designing products that 
evoke favorable consumer response, and then developing an appropriate marketing mix for 
new products. Concept and product testing or test marketing provide information for deci-
sions on product improvements and new-product introductions. Concept testing identifies 
any weaknesses in a product concept prior to launching a product. Product testing attempts 
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8	 Part 1 The Role and Value of Marketing Research Information

to answer two fundamental questions: “How does a product perform for the customer?” and 
“How can a product be improved to exceed customer expectations?”

Branding is an important strategic issue both for new and existing products. Some mar-
keting firms such as Namestormers specialize in branding, both identifying possible names 
and then performing consumer research to choose which name effectively communicates 
product attributes or image. Even for brands with established identities, research must be 
undertaken regularly to enable early detection of changes in meaning and attitudes toward 
a brand.

Positioning is a process in which a company seeks to understand how present or 
potential products are perceived by consumers on relevant product attributes. Perceptual 
mapping is a technique that is often used to picture the relative position of products on 
two or more dimensions important to consumers in making their choice to purchase. To 
create the map, consumers are asked to indicate how similar or dissimilar a group of rel-
evant brands or products is to each other. The responses are used to construct perceptual 
maps that transform the positioning data into a picture or graph that shows how brands 
are viewed relative to one another. Perceptual mapping reflects the criteria customers use 
to evaluate brands, typically representing major product features important to customers 
in selecting products or services. See Exhibit 1.1 for an example of a perceptual map of 
the fast-food market.

Place/Distribution Distribution decisions in marketing include choosing and evaluat-
ing locations, channels, and distribution partners. Retailers, including online retailers, 
undertake a wide variety of studies, but some needs of retailers are unique. Market re-
search studies peculiar to retailers include trade area analysis, store image studies, in-
store traffic patterns, and location analysis. Because retailing is a high customer-contact 
activity, much retailing research focuses on database development through optical scan-
ning at the point of purchase. Retailers match data collected at the point of purchase 

Perceptual mapping  
A technique used to 
picture the relative position 
of products on two or 
more product dimensions 
important to consumer 
purchase decisions.

Retailing research  
Research investigations 
that focus on topics such as 
trade area analysis, store 
image/perception, in-store 
traffic patterns, and location 
analysis.

Exhibit 1.1 	 Perceptual Map of the Fast-Food Market
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with information on the media customers consume, type of neighborhoods they live in, 
and the stores they prefer to patronize. This information helps retailers select the kind 
of merchandise to stock and to understand the factors that influence their customers’ 
purchase decisions.

Online retailers face some unique challenges and data-gathering opportunities. They 
can determine when a website is visited, how long the visit lasts, which pages are viewed, 
and which products are examined and ultimately purchased, and whether or not products 
are abandoned in online shopping carts. Online retailers who participate in search engine 
marketing have access to search analytics that help them choose keywords to purchase from 
search engines. In behavioral targeting, online retailers work with content sites to display 
ads based on data collected about user behaviors. For example, Weather.com may display 
ads for a specific pair of shoes that a customer has recently viewed while shopping online 
at Zappos.com.

In recent years, shopper marketing has received a lot of attention. The purpose of 
shopper research is to give manufacturers and retailers an understanding of a customer’s 
purchase journey, which follows the customer through the pre- to post-purchase process. 
Shopper marketing addresses product category management, displays, sales, packaging, pro-
motion, and marketing. Marketing research helps businesses to understand when, where, 
and how consumers make decisions to purchase products that helps retailers provide the 
right strategy at the right time to influence consumer choices.

Promotion Promotional decisions are important influences on any company’s sales. 
Billions of dollars are spent yearly on various promotional activities. Given the heavy level 
of expenditures on promotional activities, it is essential that companies know how to obtain 
good returns from their promotional budgets. In addition to traditional media, digital me-
dia, such as Google, YouTube, and social media such as Facebook, all present special chal-
lenges to businesses that require reliable metrics to accurately gauge the return on 
advertising dollars spent. Market researchers must develop meaningful metrics and then 
collect the data for those metrics. “Analytics” is the application of statistics to quantify per-
formance. For example, Google analytics reports a number of statistics that measure the 
performance and value of a marketer’s search engine marketing program, for example, click-
throughs and purchases.

The three most common research tasks in integrated marketing communications are 
advertising effectiveness studies, attitudinal research, and sales tracking. Marketing research 
that examines the performance of a promotional program must consider the total program 
as each effort often affects others in the promotional mix.

Price Pricing decisions involve pricing new products, establishing price levels in test mar-
keting, and modifying prices for existing products. Marketing research provides answers to 
questions such as the following:

1.	 How large is the demand potential within the target market at various price levels?
2.	 What are the sales forecasts at various price levels?
3.	 How sensitive is demand to changes in price levels?
4.	 Are there identifiable segments that have different price sensitivities?
5.	 Are there opportunities to offer different price lines for different target markets?

A pricing experience designed to help Amazon.com choose the optimal price is fea-
tured in the Marketing Research Dashboard.

Behavioral targeting  
Displaying ads at one 
website based on the 
user’s previous surfing 
behavior.

Shopper marketing  
Marketing to consumers 
based on research of the 
entire process consumers 
go through when making a 
purchase.
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