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Preface to Marketing Research,
Seventh Edition

What’s New in the Seventh Edition?

B 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.

B 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.

B 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.

Xix
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PREFACE

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.

B 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.



B 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.

B 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. [llustrated 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.

B 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.

B 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.

B 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.

B 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



PREFACE xxiii

size determination, for example—are better treated by giving the students problems to
solve.

B 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.

B 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

B 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.pearsonhighered.com/burns
and click on the link for the Companion Website for Marketing Research, seventh edi-
tion. 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.

B 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.”

B 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.

B 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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B 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.pearsonhighered.com/burns) linked to each chapter,
in these areas:
B 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:
B Global Motors (Global_Motors.sav)—integrated case dataset used in Chapters 12-16
B Hobbit’s Choice (Hobbit.sav)—end-of-chapter case used in Chapters 12-15

To access these datasets, go to www.pearsonhighered.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:

B Companion Website (www.pearsonhighered.com/burns). Resources for students and
instructors may be found at our website. Students may view chapter outlines, 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.

B [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.

B 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.

B 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.pearsonhighered.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.com.
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CHAPTER

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

Introduction
to Marketing Research

Welcome to the World
of Marketing Research!

Leonard Murphy

is the former CEO

of the full-service

firm Rockhopper
Research and start-up
BrandScan360. He is
currently Editor-in-
Chief of the GreenBook
Blog and GreenBook
Research Industry
Trends Report. He is a
consultant to marketing
research firms, keeping
them abreast of the
many, fast-paced
changes occurring in
the industry.

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



large extent controlled by the company, transmitted through the traditional media
according to a predetermined schedule. It's a different world today. Consumers set
the agenda and effectively control the perception of brands through myriad chan-
nels, available anywhere and anytime via socially enabled mobile devices. This new world is
both a challenge and an opportunity for marketing organizations, and researchers are at the
forefront of learning how to leverage these changes for business impact.

We hope you enjoy learning about marketing research and how the industry is adapting

to today’s environment!

—Leonard Murphy

vents in the last decade have brought many changes to the world of business. As

Leonard Murphy points out, many changes have influenced the marketing research in-

dustry. Globalization has added real meaning to the phrase “the business world”! The
Internet and many other technological innovations have allowed us to realize the promises of
the “information age” in a few short years, and new technologies continue to change the com-
petitive landscape with much greater frequency than ever before. Social media have been ad-
opted at unprecedented rates, allowing people to be “in touch” at a level that is changing human
behavior. Widespread adoption of mobile devices and apps put consumers on the information
highway 24/7. Significantly, consumers have been given the power, through these online inno-
vations, to generate their own information, creating “consumer-generated media.”’

These technological changes by themselves challenge managers to keep pace, but they
must also understand and respond to a changing world economy. Entire countries grapple
with solvency. Political revolution has
changed much of the world, and con-
tinued unrest threatens more change.’?
As these upheavals continue, businesses
cannot stand by and wait for the dust to
settle. They must react and even, when-
ever possible, anticipate what these
changes will mean for their markets.
Managers must determine what products
to make or services to offer, which meth-
ods of advertising are most effective,
which markets are growing or declining,
which prices will help their firm realize
its target return on investment (ROI), and
which distribution system will add the
greatest value to the supply chain. The
pace of change means old information is
not as useful in making decisions today.
As you will learn in the following pages,
this is where marketing research plays

a role: It provides information to help Photo: bannosuke/Fotolia

GREENBOOK.

Text and images: By
permission, Leonard
Murphy, Greenbook.

Change is occurring at an
unprecedented pace in
several areas: technology,
communications, social
relationships, global
economy, and politics.
Managers need new
information to help them
make informed decisions
more than ever. Marketing
research is one source of
this information.




4 CHAPTER 1 e INTRODUCTION TO MARKETING RESEARCH

To establish a solid
foundation for studying
marketing research, you
will need to understand its
role in and relationship to
marketing, along with its
definition, uses, forms, and
connections to marketing
information systems.

Marketing may be thought
of as “meeting needs
profitably.”

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

Modern marketing
thought holds that firms
should collaborate with
and learn from consumers.
Social media is facilitating
this collaboration, as
illustrated in Marketing
Research Insight 1.1.

To practice marketing well
in today’s environment
requires more and better
information. As you will
learn, marketing research
provides information to
decision makers.

Marketing
— | See
EOEH | consultants
Schneider
onYouTube™ | and Hall at:

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

decision makers make better decisions. This book will help you learn the process of market-
ing research so that you will better understand when to use marketing research to make better,
more informed decisions as you aim to manage in a world of unprecedented change.

Marketing Research Is Part of Marketing

To fully appreciate the role of marketing research, it is helpful to understand its role in and
relationship to marketing. What is marketing? A short definition is “meeting needs profit-
ably.”® When Apple designed the iPad, it met a growing need among those seeking greater
computer portability in a tablet format. Amazon has been successful in creating the first gen-
eration of online book readers with its Kindle tablets.*

The American Marketing Association offers a more detailed definition:

Marketing is the activity, set of institutions, and processes for creating, communicating,
delivering, and exchanging offerings that have value for customers, clients, partners,
and society at large.’

We should also mention that marketing thought evolves and, many believe in the principles
espoused by what has become known as the service-dominant logic for marketing.® Under this
philosophy, firms adopt a service-centered view of marketing that (a) identifies core competen-
cies, (b) identifies potential customers who can benefit from these core competencies, (c) culti-
vates relationships with these customers by creating value that meets their specific needs, and
(d) gauges feedback from the market, learn from the feedback, and improve the values offered to
the public. Note that this view of marketing implies that firms must be more than customer ori-
ented (making and selling what firms think customers want and need). In addition, they must col-
laborate with and learn from customers, adapting to their changing needs. A second implication
is that products are not viewed as separate from services. “Is General Motors really marketing a
service, which just happens to include a by-product called a car?”’ Note that our objective here
is not to discuss how marketing thought is evolving but to underscore a crucial point: To practice
marketing, marketing decision makers need to make decisions. What are our core competencies?
How can we use these core competencies to create value for our consumers? Who are our con-
sumers and how can we collaborate with them? As just one example, social media have created
a venue for firms to collaborate with consumers. Marketing Research Insight 1.1 illustrates this
use of social media. Managers have always needed information to make better decisions. In our
opinion, to practice marketing well in today’s environment requires access to more and better
information. As you will learn, marketing research provides information to decision makers.

When firms make the right decisions, they produce products and services that their target
markets perceive as having value. That value translates into sales, profits, and a positive ROI.
However, we see many failures in the marketplace. Consultants Joan Schneider and Julie Hall
state that they regularly are contacted by entrepreneurs and brand managers who believe they
have come up with a revolutionary product. But Schneider and Hall state that these entrepre-
neurs almost never have done the research to confirm their grand expectations.® As an example,
the firm Cell Zones thought it had the answer to cell phone privacy in libraries, restaurants,
and so on by creating soundproof booths for private cell phone use. Had the company done the
right research and noticed how people were using their new smart phones—texting—managers
may have realized that talking in private would not be a big problem for consumers.

There are many examples of failed products and services. Many of the losses associated
with these products could have been avoided if the managers had conducted proper marketing
research. Many product extensions—taking a successful brand and attaching it to a different
product—have failed. Examples include Life Savers Sodas, Colgate Food Entrees, BIC un-
derwear, Coors Spring Water, and Frito-Lay Lemonade. Negative reactions from consumers
were responsible for removing the Ken doll’s earring and taking the Cocaine Energy Drink off
the market.” Could these failures have been avoided with better research information?
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MARKETING RESEARCH INSIGHT 1.1 Social Media Marketing

e Cadbury Chocolates Collaborates with Consumers via Facebook

In 1983 Cadbury Chocolates introduced the Wispa, a chocolate
candy bar with the teaser promotional line: “Have you heard
the Wispa?” In 2003 Cadbury decided to remove the candy bar
from its product line. But the Wispa had many fans, and they
had a “voice” through Facebook. About 93 Facebook groups
totaling upwards of 14,000 members petitioned Cadbury to
relaunch the Wispa. Cadbury listened to these consumers and
brought the candy bar back in 2007.1°

Ray Poynter stated, “In a Web2.0 world, brands have to
learn to ‘cede control to consumer.”” ™!

research firms are creat-
ing products to help firms
learn to “listen” and com-
municate with consum-
ers using social media. In
the case of Cadbury, the
listening and collaboration paid off. When the company re-
launched the product, 41 million bars sold out in just four
weeks, and the bar has sold millions more since.’ Wispa is a

Photo: © whiteboxmedia
limited/Alamy

Facebook and the other social media give firms the op-
portunity to collaborate with their consumers. Marketing

What have we learned so far? To practice marketing correctly, managers must have infor-
mation to make more informed decisions. This is the purpose of marketing research. This is
why we say that marketing research is a part of marketing; it provides the necessary informa-
tion to enable managers to market ideas, goods, and services properly. But how do you market
ideas, goods, and services properly? You have probably already learned in your studies that
you must begin by having the right philosophy, followed by proper marketing strategy. We
call that philosophy the marketing concept.

THE PHILOSOPHY OF THE MARKETING CONCEPT
GUIDES MANAGERS' DECISIONS

A philosophy may be thought of as a system of values or principles by which you live. Your
values or principles are important because they dictate what you do each day. This is why phi-
losophies are so important; your philosophy affects your day-to-day decisions. For example,
you may have a philosophy similar to this: “I believe that higher education is important be-
cause it will provide the knowledge and understanding I will need in the world to enable me
to enjoy the standard of living I desire.” Assuming this does reflect your philosophy regarding
higher education, consider what you do from day to day. You are going to class, listening to
your professors, taking notes, reading this book, and preparing for tests. If you did not share
the philosophy we just described, you would likely be doing something entirely different.

The same connection between philosophy and action holds true for business managers.
One of the most important philosophies managers have is that which determines how they
view their company’s role in terms of what it provides the market. Some managers have a
philosophy that “we make and sell product X.” A quick review of marketing history will tell
us this philosophy is known as a product orientation. Another philosophy, known as sales
orientation, is illustrated by the following statement: “To be successful we must set high sales
quotas and sell, sell, sell!”!* Managers who guide their companies by either of these philoso-
phies may guide them right out of business. A much more effective philosophy—the market-
ing concept—is defined here by prominent marketing professor, Philip Kotler:

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

prominent part of Cadbury’s product line today.

Marketing
. .
[ CELE[H B | Marketing
research

onYouTube™| firm GiK’s

NewProductWorks studies
product failures and provides
clients with information to
help them avoid repeating
the mistakes of others.
NewProductWorks has
assembled more than
110,000 products in a display.
Go to www.youtube.com
and search for
“NewProductWorks.”

Marketing research is

a part of marketing; it
provides the necessary
information to enable
managers to market
ideas, goods, and services

properly.

Philosophies are more
important to you than
you may think; your
philosophies dictate how
you behave every day.

The marketing concept

is often referred to by
phrases such as being
“market driven” or having
a "customer orientation.”
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It has long been
recognized that the
philosophy known as the
marketing concept is

the “right” philosophy.
Organizations are more
likely to achieve their goals
if they satisfy consumers’
wants and needs.

A marketing strategy
consists of selecting a
segment of the market

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

Many decisions must

be made to develop

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

To practice marketing, to
implement the marketing
concept, and to make the
decisions necessary to
create the right marketing
strategy, managers

need information. Now
you should see how
marketing research is part
of marketing; marketing
research supplies
managers with the
information to help them
make these decisions.

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

For many years, business leaders have recognized that this is the “right” philosophy. Al-
though the marketing concept is often used interchangeably with other terms, such as “customer-
orientation” or “market-driven,” the key point is that this philosophy puts the consumer first.'

What does all this mean? It means that having the right philosophy is an important first
step in being successful. However, appreciating the importance of satisfying consumer wants
and needs is not enough. Firms must also put together the “right” strategy.

THE “"RIGHT” MARKETING STRATEGY

Strategy is another name for planning. Firms have strategies in many areas other than mar-
keting. Financial strategy, production strategy, technology strategy, for example, may be key
components of a firm’s overall strategic plan. Here, we focus on marketing strategy. How do
we define marketing strategy?

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

Because we have adopted the marketing concept, we cannot come up with just any strategy.
We have to develop the “right” strategy—the strategy that allows our firm to truly meet the wants
and needs of the consumers within the market segment we have chosen. Think of the many deci-
sions we now must answer: What is the market, and how do we segment it? What are the wants
and needs of each segment, and what is the size of each segment? Who are our competitors, and
how are they already meeting the wants and needs of consumers? Which segment(s) should we
target? Which model of a proposed product will best suit the target market? What is the best
price? Which promotional method will be the most efficient? How should we distribute the
product/service? All these decisions must be answered to develop the “right” strategy. To make
the right decisions, managers must have objective, accurate, and timely information.

It is equally important to understand that today’s strategy may not work tomorrow be-
cause, as we noted at the beginning of this chapter, there is unprecedented change going on
in the business environment. What new strategies will be needed in tomorrow’s world? As
environments change, business decisions must be revised again and again to produce the right
strategy for the new environment.

To practice marketing, to implement the marketing concept, and to make the decisions
necessary to create the right marketing strategy, managers need information. Now you should
see how marketing research is part of marketing; marketing research supplies managers with
the information to help them make these decisions.

What Is Marketing Research?

Now that we have established that managers need information to carry out the marketing pro-
cess, we need to define marketing research.

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

Thus, marketing research is defined as a process that reports information that can be used
to solve a marketing problem, such as determining price or identifying the most effective ad-
vertising media. The focus then is on a process that results in information that will be used to
make decisions. Notice also that our definition refers to information that may be used to solve a
specific marketing problem. We will underscore the importance of specificity later in this chap-
ter. Ours is not the only definition of marketing research. The American Marketing Association
(AMA) formed a committee several years ago to establish a definition of marketing research:

Marketing research is the function that links the consumer, customer, and public to
the marketer through information—information used to identify and define marketing
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opportunities and problems; generate, refine, and evaluate marketing actions; monitor
marketing performance; and improve the understanding of marketing as a process.'®

Each of these definitions is correct. Our definition is shorter and illustrates the process
of marketing research. The AMA’s definition is longer because it elaborates on the function
as well as the uses of marketing research. In following sections, we will talk more about the
function and uses of marketing research.

IS IT MARKETING RESEARCH OR MARKET RESEARCH?

Some people differentiate between marketing research and market research. Marketing re-
search is defined the way we or the AMA have defined it in previous paragraphs. In fact, the
Marketing Research Association (MRA) defines this term similarly as a process used by busi-
nesses to collect, analyze, and interpret information used to make sound business decisions
and successfully manage the business. In comparison, some define marker research as a sub-
set of marketing research, using this term to refer to applying marketing research to a specific
market area. The MRA defines market research as a process used to define the size, location,
and/or makeup of the market for a product or service.'” Having made this distinction, we
recognize that the two names are used interchangeably by many practitioners, publications,
organizations serving the industry, and academics.

THE FUNCTION OF MARKETING RESEARCH

The AMA definition states that the function of marketing research is to link the consumer
to the marketer by providing information that can be used in making marketing decisions.
Note that the AMA definition distinguishes between consumers and customers. The com-
mittee intended this differentiation between retail (or b2¢) consumers and business (or b2b)
customers. Some believe that having the link to the consumer by marketing research is more
important today than ever. Having that link with the consumer is crucial if firms are to provide
them with the value they expect in the marketplace. Thanks to globalization, online shopping,
and social media, consumers today have more choices, more information, and more power to
speak to others in the market than ever before.

What Are the Uses of Marketing Research?

IDENTIFYING MARKET OPPORTUNITIES AND PROBLEMS

The AMA definition also spells out the different uses of marketing research. The first of these
uses is the identification of market opportunities and problems. It is not easy to determine
what opportunities are in the market. We can think of new product or service ideas, but which
are feasible? Which ideas can be accomplished, and which will mostly likely generate a good
ROI? Often, after someone has found an opportunity by creating a highly successful product
or service, managers ask: “Why didn’t we see that opportunity?” Some marketing research
studies are designed to find out what consumers’ problems are and to assess the suitability of
different proposed methods of resolving those problems. Consumers wanted complete porta-
bility in their music, so Apple developed the iPod. High gasoline prices and concerns about
fossil emissions bothered consumers, so Toyota developed the Prius. Consumers wanted in-
creasingly large TV screens to hang on their walls, so Samsung developed an ultra-thin, LED,
large-screen TV.

You would think that managers would always know what their problems are. Why would
problem identification be a use of marketing research? Problems are not always easy to iden-
tify. Managers are more likely to always know the symptoms (sales are down, market share
is falling) but determining the cause/s of the symptoms sometimes requires research. The
identification of opportunities and problems is discussed in Chapter 3.

Some differentiate
between marketing re-
search and market research.
Marketing research is

the broader of the two
terms, whereas market
research refers to applying
marketing research to a
specific market. However,
in practice, the two

names are often used
interchangeably.

The function of marketing
research is to link the
consumer to the marketer
by providing information
that can be used in making
marketing decisions.
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Marketing research may be
used to generate, refine,
and evaluate a potential
marketing action.

GENERATE, REFINE, AND EVALUATE POTENTIAL MARKETING ACTIONS

Marketing research can also be used to generate, refine, and evaluate a potential marketing action.
Here “actions” may be thought of as strategies, campaigns, programs, or tactics. Barnes & Noble
managers felt they had to take some action when their major competitor, Amazon, developed the
Kindle and started selling books online. Two years after the Kindle was introduced, the Nook hit
the market. “Actions” of Barnes & Noble were: generating the basic strategy to compete head-on
with their own e-book reader; refining the Nook by identifying what features, operating system,
apps, and design details it should have; and evaluating plans to introduce and market the Nook.
Research can be used to help management make better decisions for any and all these actions.

We can think of “actions” as strategies, and strategies involve selection of a target market
and designing a marketing mix to satisfy the wants and needs of that target market. Marketing
research is conducted in a variety of areas, including determining target markets and conduct-
ing product research, pricing research, promotion research, and distribution research. Let’s
consider some examples:

Selecting Target Markets A great deal of marketing research is conducted to determine
the size of various market segments. Not only are managers interested in knowing the size of the
market segment that wants an all-electric vehicle but they want to know if that segment is grow-
ing or shrinking and how well competitors are fulfilling the wants and needs of that segment. If
research shows that a significantly large segment of the market has identifiable needs, the segment
is growing; if its needs are either not being met or being met poorly by competition, this segment
becomes an ideal candidate for a target market. Now the company must determine how well its
core competencies will allow it to satisfy that segment’s demand. Nissan very likely looked at the
automobile market segments in terms of the number of miles driven in a day (we will consider
this factor in the Chapter 5 on secondary data). The company must have found a sizable segment
of auto drivers who drive under 90 miles a day, which is the range of its all-electric car, the Leaf.

Product Research Successful companies are constantly looking for new products and ser-
vices. They know the lesson of the product life cycle: Products will eventually die. As a result,
they must have a process in place to identify and test new products. Testing may begin with
idea generation and continues with concept tests that allow firms to quickly and inexpensively
get consumers’ reactions to the concept of a proposed new product. Research studies are con-
ducted on the proposed brand names and package designs of products before commercializa-
tion. Maritz Research conducts a New Vehicle Customer Study. The company has collected
data over several years, and in recent years it has studied hybrids. Its market analysts know
why drivers purchase hybrids, what makes them satisfied, what their expectations are for gas
mileage and preferences for alternative fuels.'®

Pricing Research When a revolutionary new product is created, marketers use research
to determine the “value” consumers perceive in the new product. When cable TV was intro-
duced, research was conducted to give the early cable providers some clue as to what people
would be willing to pay for clear reception and a few additional channels. When cellular
phones were introduced, much research was conducted to see what people would be willing
to pay for (what was then) a revolutionary “portable” telephone. Marketing research is also
conducted to determine how consumers will react to different types of pricing tactics such as
“buy one, get one free” versus a “one-half-off” price offer. Using qualitative research in the
form of asking potential buyers a series of open-ended questions—a qualitative research tech-
nique called “purchase story research”—a researcher found that the way a firm categorized
its products negatively affected how b2b buyers had to use their purchase accounts. Once the
items were recategorized, sales went up. '

Promotion Research As firms spend dollars on promotion, they want to know how effective
those expenditures are for the advertising, sales force, publicity/PR, and promotional offers.
Firms also conduct research on the effectiveness of different media. Is online advertising more
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cost-effective than traditional media such as TV, radio, newspaper, and magazine advertising?
How can we effectively use social media to “hear” what consumers are saying about our brands
and our competitors? As an example of promotion research, the research firm, Marcus Thomas,
LLC, conducted research for Akron’s Children’s Hospital to determine the most effective com-
munication messages to use in a new ad campaign being developed by the hospital.’

Distribution Research What are the best channels to get our product to consumers? Where
are the best dealers for our product, and how can we evaluate the service they provide? How
satisfied are our dealers? Are our dealers motivated? Should we use multichannel distribu-
tion? How many distributors should we have? These are but a few of the crucial questions
managers may answer through marketing research.

MONITOR MARKETING PERFORMANCE

Control is a basic function of management. To assess performance on some variables, market-
ing research is often used. Sales by SKU (stock-keeping unit) and by type of distribution, for
example, is often gathered through tracking data collected at point-of-sale terminals as con-
sumer packaged goods are scanned in grocery stores, mass-merchandisers, and convenience
stores. Such data allow managers to monitor their brands’ sales as well as sales of competitors—
and thus to monitor their market shares as well. Firms use marketing research to monitor
other variables such as their employees’ and customers’ satisfaction levels. For example, the
research firm MSR Group conducted a rolling tracking study measuring drivers of satisfac-
tion of bank customers. The nationwide study allows banks to identify factors that deter-
mine advocates and loyal, at-risk, and critical customer rela‘tionships.21 Research firms such
as Nielsen and Symphony IRI Group monitor the performance of products in supermarkets
and other retail outlets. They track how many units of these products are being sold, through
which chains, at what retail price, and so on. You will learn more about tracking studies in
Chapter 5. Tracking social media, which has grown quickly the world over, is another means
of monitoring market performance. Research firms have developed services that monitor what
people are saying about companies, brands, and competitors.

Photo: © Scanrail/Fotolia

Client firms are interested
in “hearing” what
consumers on social media
such as Facebook and
Twitter are saying about
their company, brands,
and competitors.
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Though they represent

a very small part of the
total marketing research
studies, another use

of marketing research

is for studies that are
designed to improve our
basic understanding of
marketing as opposed
to solving a particular
problem facing a business.

Marketing Marketing
—. | research is
[CELE[H R | notalways
correct. In

onYouTube™ | the classic

1980s movie Big, Tom

Hanks plays the role of a

child in a man’s body. He
ends up working for a toy
company. The company hires
a marketing research firm that
makes an impressive report
on the sales potential of a
transformer in the shape of

a skyscraper building. While
the executives agree fully

with the research, Tom Hank’s
character gives them the
insight they really needed—a
perspective from that of a kid
who finds the toy boring!

Go to www.youtube.com and
enter “Tom Hanks in BIG

‘| don’t Get it’ by Therototube.”

Marketing research is sometimes wrong!
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IMPROVE MARKETING AS A PROCESS

Improving our understanding of the marketing process entails conducting some marketing
research to expand our basic knowledge of marketing. Typical of such research would be
attempts to define and classify marketing phenomena and to develop theories that describe,
explain, and predict marketing phenomena. Such knowledge is often published in journals
such as the Journal of Marketing Research or Marketing Research. Much of this research is
conducted by marketing professors at colleges and universities and by other not-for-profit
organizations, such as the Marketing Science Institute.

The latter use could be described as the only part of marketing research that is basic re-
search. Basic research is conducted to expand our knowledge rather than to solve a specific
problem. For example, research published in the Journal of Marketing Research may inves-
tigate the psychological process consumers go through in deciding on how long to wait for
service to be provided. This basic research is not conducted for any specific company problem
but rather to increase our understanding of satisfying consumers of services.”> However, this
basic research could be valuable to Southwest Airlines if the company were conducting an
analysis of consumer reactions to different wait times in its telephone reservation system, a
specific problem facing Southwest. Research conducted to solve specific problems is called
applied research, which represents the vast majority of marketing research studies. For the
most part, marketing research firms are conducting research to solve a specific problem facing
a company. We will revisit the idea that marketing research solves specific problems a little
later in this chapter.

MARKETING RESEARCH IS SOMETIMES WRONG

There are plenty of examples of when marketing research didn’t provide management with
the right answer. General Motors, for example, did research on what was to become the
minivan—a small van that would be
suitable for families—but the research
did not convince the carmaker to pro-
duce a van. Shortly thereafter, Chrysler
introduced the Dodge Caravan and Ply-
mouth Voyager minivans, which turned
out to be among the most successful
models in automotive history.”> A beer
ad in the United Kingdom was deemed
by marketing research to be inadequate,
but management disagreed. When
the ad ran, it was very successful.?*
The marketing research on the pilot of
Seinfeld indicated the TV show would
be a flop. Six months later, a manager
questioned the accuracy of the research
and gave the show another try. Seinfeld
became one of the most successful
shows in television history.”® When
Duncan Hines introduced its line of
soft cookies, marketing research stud-
ies showed that 80% of customers
who tried Soft Batch cookies stated
they would buy them in the future.
They didn’t.?
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Anyone who observes the marketplace will see products and services introduced and then
taken off the market because they do not live up to expectations. Some of these failures are
brought to market without any research, which increases their probability of failure. However,
as we have learned, even when products are brought to market with the benefit of marketing re-
search, the predictions are not always accurate. But this does not mean that marketing research
is not useful. Remember, most marketing research studies are trying to understand and predict
consumer behavior, which is a difficult task. The fact that the marketing research industry has
been around for many years and is growing means that it has passed the toughest of all tests
to prove its worth—the test of the marketplace. If the industry did not provide value, it would
cease to exist. For each of the failed examples cited previously, there are tens of thousands of
success stories supporting the use of marketing research.

The Marketing Information System

Managers have recognized the importance of information as an asset to be managed for many
years. The advent of computer technology in the 1960s allowed the dream of information
management to become a reality. During the decades since, sophisticated management infor-
mation systems (MIS) have evolved that attempt to provide the right information at the right
time in the right format in the hands of those who must make decisions. Management infor-
mation systems typically have subsystems to provide the information necessary for a func-
tional area within an organization. Such subsystems are the accounting information system,
financial information system, production information system, human resources information
system, and marketing information system. Thus far, we have presented marketing research as
if it were the only source of information. This is not the case, as you will understand by read-
ing this section on marketing information systems.

Marketing decision makers have a number of sources of information available to them.
We can understand these different information sources by examining the components of the
marketing information system (MIS). An MIS is a structure consisting of people, equip-
ment, and procedures to gather, sort, analyze, evaluate, and distribute needed, timely, and
accurate information to marketing decision makers.?” The role of the MIS is to determine
decision makers’ information needs, acquire the needed information, and distribute that in-
formation to the decision makers in a form and at a time when they can use it for decision
making. This sounds very much like what we have been saying about marketing research—
providing information to aid in decision making. Learning the components of an MIS will
help to establish some distinctions.

COMPONENTS OF AN MIS

As noted previously, the MIS is designed to assess managers’ information needs, to gather
this information, and to distribute the information to the marketing managers who need to
make decisions. Information is gathered and analyzed by the four subsystems of the MIS:
internal reports, marketing intelligence, marketing decision support, and marketing research.
See Figure 1.1. We discuss each of these subsystems next.

Internal Reports System Much information is generated in normal, daily transactions.
When you make a purchase at a grocery store, management has a record of the SKUs you
purchased, payment method, coupons or special promotions used, store location, and day of
week and time of day. When that same grocery store orders supplies of foods, they have a pur-
chase requisition and a shipping invoice when the goods are shipped by the supplier firm. All
this information is gathered and serves as a source of information for managers. The internal
reports system gathers information generated by internal reports, which includes orders, bill-
ing, receivables, inventory levels, stockouts, and so on. In many cases, the internal reports

Though marketing
research takes on the
difficult task of trying

to predict consumer
behavior—a daunting task,
indeed—it has passed the
test of the marketplace,
and many attest to its
value.

So far, we have presented
marketing research as if

it were the only source of
information. This is not the
case.

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

A marketing

information system

(MIS) has four subsystems:
internal reports,
marketing intelligence,
marketing decision
support, and marketing
research.

The internal reports
system gathers information
generated by internal
reports, which includes
orders, billing, receivables,
inventory levels, stockouts,
and so on. In many cases,
the internal reports system
is called the accounting
information system.
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The Marketing
Information System

The marketing intelligence
system is defined as a

set of procedures and
sources used by managers
to obtain everyday
information about
pertinent developments in
the environment.

A marketing decision
support system (DSS) is
defined as collected data
that may be accessed
and analyzed using tools
and techniques that assist
managers in decision
making.

system is called the accounting information system. Although this system produces financial
statements (balance sheets and income statements, etc.) that generally contain insufficient de-
tail for many marketing decisions, the internal reports system is a source of extreme detail on
both revenues and costs that can be invaluable in making decisions. Other information is also
collected, such as inventory records, sales calls records, and orders. A good internal reports
system can tell a manager a great deal of information about what has happened within the firm
in the past. When information is needed from sources outside the firm, marketing researchers
must call on other MIS components.

Marketing Intelligence System The marketing intelligence system is defined as a set of
procedures and sources used by managers to obtain everyday information about pertinent de-
velopments in the environment. Consequently, the intelligence system focuses on bringing in
information generated outside the firm. Such systems include both informal and formal infor-
mation-gathering procedures. Informal information-gathering procedures involve activities
suchasscanningnewspapers, magazines,andtradepublications. Formalinformation-gathering
activities may be conducted by staff members who are assigned the specific task of look-
ing for anything that seems pertinent to the company or industry. They then edit and dis-
seminate this information to the appropriate members or company departments. Formerly
known as “clipping bureaus” (because they clipped relevant newspaper articles for clients),
several online information service companies, such as Lexis-Nexis, provide marketing in-
telligence. To use its service a firm would enter key terms into search forms provided online
by Lexis-Nexis. Information containing the search terms appears on the subscriber’s com-
puter screen as often as several times a day. By clicking on an article title, subscribers can
view a full-text version of the article. In this way, marketing intelligence goes on continu-
ously and searches a broad range of information sources to bring pertinent information to
decision makers.

Marketing Decision Support System (DSS) The third component of an MIS is the
decision support system. A marketing decision support system (DSS) is defined as col-
lected data that may be accessed and analyzed using tools and techniques that assist managers
in decision making. Once companies collect large amounts of information, they store this



THE MARKETING INFORMATION SYSTEM 13

@ Active Learning

Use Google Alerts to Create Your Own Intelligence System

You can create your own intelligence system through Google, which offers a free service
called Google Alerts (http://www.googlealerts.com). By entering key words, you will receive
emails from Google Alerts whenever something appears with those key words. You can spec-
ify searching everything that appears on the Internet or limit results to search only blogs,
videos, or books. What value would this be to you? If you have a paper to write for the end
of term, this service will allow you to gather information all term as it occurs. Or, if you have
an interview coming up, you may want to track the latest information about the company or
industry. You will receive email results daily.

information in huge databases that, when accessed with decision-making tools and techniques
(such as break-even analysis, regression models, and linear programming), allow companies
to ask “what if” questions. Answers to these questions are then immediately available for de-
cision making. For example, salespersons complete daily activity reports showing customers
they called on during the day and orders written. These reports are uploaded to the company
databases routinely. A sales manager can access these reports and, using spreadsheet analysis,
he or she can quickly determine which salespersons are at, above, or below quota for that day
of the month.

Marketing Research System Marketing research, which we have already discussed
and defined, is the fourth component of an MIS. Now that you have been introduced to
the three other components of an MIS, we are ready to address a new question: If market-
ing research and an MIS are both designed to provide information for
decision makers, how are the two different? In answering this question
we must see how marketing research differs from the other three MIS
components.

First, the marketing research system gathers information not
gathered by the other MIS component subsystems: Marketing research
studies are conducted for a specific situation facing the company. It is
unlikely that other components of an MIS have generated the particular
information needed for the specific situation. When GM was working
on changes in the appearance of its new electric car, the Volt, manage-
ment had several design options available. Could management get infor-
mation about what today’s new car market consumers will most prefer
from the internal reports system? No. Could they get useful information
from their intelligence system? No. Could they get information from
their DSS? You could argue that their DSS has design preference data
stored from the past and that this information could be helpful. Yet,
when you consider the change in the car-buying public due to a renewed
enthusiasm for fuel efficiency, should GM rely on old data on design
preferences? Marketing research can provide information to help GM
design the Volt for today’s consumers.

To consider another example, when People magazine wants to know
which of three cover stories it should use for this week’s publication, can
its managers obtain that information from internal reports? No. From
the intelligence system or the DSS? No. Filling this information gap is
how marketing research plays a unique role in a firm’s total information

If marketing research and
an MIS are both designed
to provide information for
decision makers, how are
the two different?

By providing information
for a specific problem at
hand, marketing research
provides information

not provided by other
components of the MIS.

Managers can access a DSS and manipulate data
using analytical tools such as Excel and SPSS.

Photo: © Yuri Arcurs/Fotolia
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Because marketing
research studies are not
continuous, they are often
referred to as "projects.”

system. By providing information for a specific problem, marketing research provides in-
formation not provided by other components of the MIS. This is why marketing research
studies are sometimes referred to as “ad hoc studies.” Ad hoc is Latin for “with respect to
a specific purpose.” (Recall that earlier in the chapter when we defined marketing research,
we said we would revisit the word specific. Now you see why we used that word in our
definition.)

There is another characteristic of marketing research that differentiates it from the
other MIS components. Though this difference doesn’t justify the existence of marketing
research in the MIS, it is notable. Marketing research projects, unlike the previous com-
ponents, are not continuous—they have a beginning and an end. This is why marketing
research studies are sometimes referred to as “projects.” The other components are avail-
able for use on an ongoing basis. However, marketing research projects are launched only
when there is a justifiable need for information that is not available from internal reports,

intelligence, or the DSS.

Summary

Globalization, the widespread adoption of the Internet,
and associated innovations, including the rise of social
media such as Facebook and Twitter, have dramatically
changed the pace of change in the business world. Yet,
managers must still make decisions, and the role of mar-
keting research is to provide information to help managers
make better decisions. Because marketing research is part
of marketing, to understand marketing research, we must
understand the role it plays in marketing. The American
Marketing Association (AMA) defines marketing as the
activity, set of institutions, and processes for creating, com-
municating, delivering, and exchanging offerings that have
value for customers, clients, partners, and society at large.
There are new frameworks for understanding marketing.
One such framework is called the “service-dominant logic
for marketing,” which increases the need for marketers to
“hear” their consumers and even to collaborate with them.
Marketing research firms are creating products that will al-
low managers to find out what consumers are saying about
them on social media and to help those firms collaborate
with their customers using social media. Marketers must
“hear the voice of the consumer” to determine how to cre-
ate, communicate, and deliver value that will result in long-
lasting relationships with customers. Some firms “hear”
the voice and have success; others do not and experience
product and service failures. There are many examples
of product failures including Life-Savers sodas, Colgate
food entrees, and Frito-Lay Lemonade. In all these cases

managers might have made better decisions with better
information.

Because philosophies guide our day-to-day deci-
sions, marketers should follow the philosophy known as
the marketing concept. The marketing concept states that
the key to business success lies in being more effective
than competitors in creating, delivering, and communicat-
ing customer value to chosen target markets. Companies
whose philosophy focuses on products and selling efforts
do not tend to stay around long. If a firm’s management
follows the marketing concept philosophy, they develop
the “right” strategies, or plans, to provide consumers
with value. In short, to practice marketing as we have de-
scribed it, managers need information to determine wants
and needs and to design marketing strategies that will sat-
isfy customers in selected target markets. Furthermore,
environmental changes mean that marketers must con-
stantly collect information to monitor customers, markets,
and competition.

One definition of marketing research is that it is
the process of designing, gathering, analyzing, and re-
porting information that may be used to solve a specific
problem. The AMA defines marketing research as the
function that links the consumer, customer, and pub-
lic to the marketer through information—information
used to identify and define marketing opportunities and
problems; generate, refine, and evaluate marketing ac-
tions; monitor marketing performance; and improve the



understanding of marketing as a process. Some differen-
tiate between marketing research and market research.
Marketing research is the broader of the two names and
is used to refer to the process of gathering, analyzing,
and reporting information for decision making. Market
research refers to applying marketing research to a spe-
cific market. However, in practice, the two names are of-
ten used interchangeably.

To link the consumer to the marketer by providing in-
formation that can be used in making marketing decisions
is the function of marketing research. The uses of market-
ing research are to (1) identify and define marketing op-
portunities and problems; (2) generate, refine, and evaluate
marketing actions; (3) monitor marketing performance; and
(4) improve our understanding of marketing. Most market-
ing research is considered to be applied research in that it

Key Terms

Marketing (p. 3)
Marketing concept (p. 5)
Marketing strategy (p. 6)
Marketing research (p. 6)
Market research (p. 7)
Function of marketing
research (p. 7)

system (p. 11)

Review Questions/Applications

1. What is marketing? Explain the role of marketing
research in the process of marketing management.
2. Give some examples of products that have failed.
3. Why are philosophies important to decision makers?
What is the marketing concept?
4. What is strategy, and why is marketing research impor-
tant to strategy makers?
. Define marketing research. Define market research.
. What is the purpose of marketing research?
. Name the uses of marketing research.
. Which use of marketing research is considered basic
research?

9. Give your own example to illustrate a market-
ing research study that may be used in (a) product
research, (b) pricing research, (c) promotion research,
and (d) distribution research.

10. Distinguish among MIS (marketing information system),
marketing research, and DSS (decision support system).

0 N N L

Basic research (p. 10)
Applied research (p. 10)
Marketing information

Internal reports system (p. 11)
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is conducted to solve specific problems. A limited number
of marketing research studies would be considered basic
research in that they are conducted to expand the limits of
our knowledge.

If marketing research provides information to make
marketing decisions, why should we also have a marketing
information system (MIS)? Actually, marketing research
is part of an MIS. Marketing research is only one of four
subsystems making up an MIS. Other subsystems include
internal reports, marketing intelligence, and decision sup-
port systems. Marketing research gathers information not
available through the other subsystems. Marketing research
provides information for the specific problem at hand. Mar-
keting research is conducted on a project basis having a
beginning and end. The other MIS components operate
continuously, 24/7.

Marketing intelligence system
MIS) (p. 12)

Marketing decision support
system (DSS) (p. 12)

Marketing research system (p. 13)

11. Explain why the phrase “specific problem” is impor-
tant to the definition of marketing research and how
this phrase relates to justifying the existence of mar-
keting research in the MIS.

12. Go to your library, either in person or online, and look
through several business periodicals such as Advertising
Age, Business Week, Fortune, and Forbes. Find three
examples of companies using marketing research.

13. Select a company in a field in which you have a
career interest and look up information on this firm
in your library or on the Internet. After gaining some
knowledge of this company and its products and ser-
vices, customers, and competitors, list five different
types of decisions you believe this company’s man-
agement may have made within the past two years.
For each decision, list the information the compa-
ny’s executives would have needed to make these
decisions.
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14. In the following situations, what component of the
marketing information system would a manager use to
find the necessary information?

a. A manager of an electric utilities firm hears a friend
at lunch talk about a new breakthrough in solar panel
technology she read about in a science publication.

b. A manager wants to know how many units of three
different products in the company sold during each
month for the past three years.

Anderson Construction

Larry Anderson is President of Anderson Construction. The
firm had been in business for almost five years when the
housing industry crashed with the Wall Street debacle of
2008. Anderson had quickly become profitable in the build-
ing business, but it was a time when nearly everyone in the
business was making profits as the industry was overinflated
by a boom based on banking fees rather than real demand. To
make a reputation, the company had invested heavily in the
selection of a superior construction crew. Larry Anderson
had followed a strategy of hiring only personnel with high
levels of training and experience. This had given him the
ability to be versatile. Anderson had prided itself on quality
custom-home construction, but he had a few jobs in large
commercial buildings and multifamily, multistory projects.
His well-experienced staff of employees gave him the abil-
ity to take on a variety of construction projects. By 2012
Anderson was one of the few firms left in town. Most con-
struction firms had gone out of business trying to wait out
the housing bust. Anderson remained afloat with a few good
employees and very limited demand among a few individu-
als who were interested in building custom homes. Because
Larry had invested in his personnel with better pay and

c. A manager wants to estimate the contribution to
company return on investment earned by 10 differ-
ent products in the company product line.

d. A manager is considering producing a totally new
type of health food. But he would like to know if
consumers are likely to purchase the new food,
at which meal they would most likely eat the
food, and how they would prefer the food to be
packaged.

continuous training for them, he still had many employees
who stayed in touch with him. These employees were eager
to go back to work for Anderson and were biding their time
in one or more part-time jobs.

Larry Anderson was not accustomed to doing market-
ing research. Because he started his business at a time when
the artificial building boom was rising, he had what seemed
like an endless supply of job opportunities on which to bid.
The only research Larry had conducted during those for-
mative years was exploration to find key personnel and to
keep up with building materials and building code changes.
Now, as Larry had only two custom home jobs in the queue,
he began to worry about how he could find more work for
his construction crews. He wondered if marketing research
would be of any help.

1. Explain why you think Larry Anderson should look
into doing marketing research or not doing marketing
research?

2. Think about the components of a marketing informa-
tion system. Which component/s would you suggest
Larry Anderson use and why?
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Global Motors

Nick Thomas is a CEO of Global Motors, a new division
of a large automobile manufacturer, ZEN Motors. ZEN is
a multinational manufacturer headquartered in the United
States, which has multiple divisions representing several
auto and truck brands. ZEN’s divisions have been slowly
losing market share to other competitors. Global Motors
was created to revive the aging ZEN automobile brands by
developing totally new models that are more in tune with
today’s changing automobile market.

Nick Thomas knows he must come up with some
innovations in automobile design and engineering, but he
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is not certain in which direction he should guide his divi-
sion. Nick realizes that he needs to find out what consum-
ers’ attitudes are toward fuel prices and global warming.
This knowledge will help him determine a direction for the
company in terms of automobile design. Nick also needs
more data on consumer preferences. Will they want to stay
with today’s standard compacts or hybrids, or might they
be interested in radically different models that promise
much higher fuel economies?

1. Should Nick Thomas use marketing research?
2. What components of ZEN’s MIS will Nick need?
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LEARNING OBJECTIVES

To learn a brief history of the
marketing research industry

To learn the different types of
marketing research firms and
the industry structure

To be aware of criticisms of the
industry and the industry’s focus
on self-improvement

To appreciate the areas of ethical
sensitivity in the marketing
research process and to

examine the ethical codes

and standards developed by
professional associations serving
the marketing research industry

To learn about careers in the
marketing research industry

The Marketing Research
Industry

A Word from the CEO of the
Marketing Research Association

In this chapter you will gain knowledge of the mar-
keting research industry and learn about several
professional associations that serve the industry.
The Marketing Research Association (MRA) is de-
voted to improving the quality and ensuring the

future of the profession. Founded in 1957, MRA is

David Almy, the leading and largest association of the opinion
CEO, Marketing and marketing research profession, which delivers
Reseafch. insights and intelligence to guide the decisions
Association

of companies providing products and services to
consumers and businesses.

MRA's goal is to encourage high standards within the profession,
to raise competency, to establish an objective measure of knowledge
and proficiency, to encourage continued advancement, to increase con-
sumer understanding of research, and to foster premiere professional
standards in the profession. MRA's Professional Researcher Certi-
fication (PRC) provides market advantage, confidence, and strength
for practitioners. PRCs can demonstrate to their peers, employees, and
organization that they have mastered the core PRC principles and are
dedicated to staying current in the profession. (You will read more about
the PRC in this chapter.) The Review Program for online panel providers
brings transparency and quality assurance to the research process.

MRA advocates for a stronger marketing research profession by
providing information, education, and networking opportunities that
strengthen the industry and ensure the prosperity of the membership.
The association works closely with Congress, federal agencies, state leg-
islatures, and regulatory authorities to educate lawmakers and regula-

tory agents about research, surveys, and privacy issues to lower business



vided through MRA's Code of Professional Standards.

RESEARCH

costs for research. Enhanced professional credibility and ethical standards are pro- WMARKE"NG

MRA pays close attention to the diverse needs of the industry by offering a

ASSOCIATION

Visit the MRA website at

variety of programs and resources that meet the most rigorous continuing educa- www.MarketingResearch.org

tion requirements. Cost-effective and efficient venues for professional education

Text and Images: By permission,

are offered so attendees can gain new ideas, solutions and opportunities to learn David Almy, Marketing Research

with and from colleagues. News and information is continuously provided via MRA's Association.

website, monthly magazine, and biweekly newsletter covering research trends,

technologies, management, and legal, technical, and business issues.

—David Almy, CEO
Marketing Research Association

e asked the CEO of the Marketing Research Association (MRA), David Almy,

to open this chapter for you because the MRA has become a key professional

organization serving the industry. In this chapter we will provide more informa-
tion about the industry’s professional organizations as well as the Professional Researcher
Certification (PRC) program, which is sponsored by the MRA. This chapter will introduce
several facets of the industry, including a brief history, the different types and sizes of
some of the firms, an evaluation of the industry, and methods the industry uses for self-
improvement. Finally, we will examine the ethical issues facing the industry. Some of you
may have become interested in marketing research as a career. If you want to know more
about a career in the industry, including seeking a master’s degree in marketing research, we
encourage you to go to our website and look under “Careers.”

EVOLUTION
OF AN INDUSTRY

EARLIEST KNOWN STUDIES

People have been gathering information
to be used for decision making since
the earliest days of recorded history.
As Lockley notes, “Even the Children
of Israel sent interviewers out to sample
the market and produce of Canaan.”'
In the United States, surveys were used
in the early 1800s to determine the pop-
ularity of political candidates.? Political
polling is a considerable part of mar-
keting and opinion research today. The
first known application of marketing
research to a business marketing/
advertising problem was conducted by Photo: Andres Rodriguez/Fotolia

Interested in a career in
marketing research? Go to:
www.pearsonhighered.com/
burns and click on the link
for the Companion Website
for Marketing Research

7th edition. When you open
any chapter, see the list of
links in the left margin.

Click on “Careers”.

Industry professional organizations bring practitioners together to improve their
skills and to keep them knowledgeable of industry trends.
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The first known marketing
research study conducted
to address a marketing/
advertising problem was
by the advertising agency
N. W. Ayer & Son in 1879.

The first continuous and
organized research was
started in 1911 by Charles
Coolidge Parlin, who

was hired by the Curtis
Publishing Company to
gather information about
customers and markets to
help Curtis sell advertising
space.

When the Industrial
Revolution led to
manufacturers producing
goods for distant markets,
the need for marketing
research emerged.

The 1900s saw the
marketing research
industry move from a few
small firms in the 1950s to
today’s “mature industry”
with a global scope.
Through the decades,
the industry has adopted
new statistical methods,
qualitative research
methods, computerization,
and software designed

to take advantage of

the Internet, all of which
provided a continuous
stream of new services for
clients.

the advertising agency N.W. Ayer & Son in 1879. In trying to put together a schedule of
advertisements for its client Nichols-Shepard Company, a manufacturer of agricultural
machinery, the ad agency sent a request to state officials and publishers throughout the
United States asking for information about grain production.’

Robert Bartels, a marketing historian, writes that the first continuous and organized
research was started in 1911 by Charles Coolidge Parlin, a schoolmaster from a small
city in Wisconsin. Parlin was hired by the Curtis Publishing Company to gather informa-
tion about customers and markets to help Curtis sell advertising space. Parlin was suc-
cessful, and the information he gathered led to increased advertising in Curtis’s Saturday
Evening Post magazine. Parlin is recognized today as the “Father of Marketing Research,”
and the AMA provides an award each year at the annual marketing research conference in
his name.*

WHY DID THE INDUSTRY GROW?

By the 1920s more marketing research was being practiced in the United States. However,
it was not until the 1930s that marketing research efforts became widespread as markets be-
came more geographically diverse. Prior to the Industrial Revolution, businesses were located
close to their consumers. In an economy based on artisans and craftsmen involved in barter
exchange with their customers, there was not much need to “study” consumers. Business
owners saw their customers daily. They knew their needs and wants and their likes and dis-
likes. However, when manufacturers began producing goods for distant markets, the need for
marketing research emerged. Manufacturers in Boston needed to know more about consumers
and their needs in “faraway” places such as Denver and Atlanta.

THE 20TH CENTURY LED TO A “MATURE INDUSTRY"”

The 1900s saw the marketing research industry evolve. Researcher A. C. Nielsen started his
firm in 1923. The Nielsen Company® remains a prominent firm in the industry. In the 1930s
colleges began to teach courses in marketing research, and George Gallup was designing
surveys that could predict presidential elections. During the 1940s Alfred Politz introduced
statistical theory for sampling in marketing research.” Also during the 1940s, Robert Merton
introduced focus groups, which today represent a large part of what is known as qualitative
marketing research.

Computers revolutionized the industry in the 1950s.® Marketing research in the middle
of the 20th century was dominated by small firms.” By the 1960s it had not only gained ac-
ceptance in business organizations but was also recognized as being crucial to understanding
distant and fast-changing markets. The number of marketing research departments grew, as
did supplier firms. The 1970s saw the development and adoption of mainframe software to
facilitate data analysis, and the introduction of the personal computer in the 1980s meant that
even the smallest research firms now had computer capability. Automation meant established
services such as “tracking data” could be delivered faster to clients, and new services were
created through evolving technology, especially the Internet.

During the 1990s and the early 2000s the industry, taking advantage of the Internet, de-
veloped many new online services such as data collection, sampling, analysis, and reporting.
Consolidation was driven by the need to globalize. As client firms expanded their operations
around the world, U.S. research firms followed their clients by either expanding or merging
or acquiring firms in other countries. Likewise, research firms in other countries moved into
the United States.

Industry observer Jack Honomichl noted that the industry has “matured” and today is
characterized by several professional organizations, a certification program, and many pub-
licly held firms enabling reporting of industrywide revenues, all of which creates a “sense of
industry.”® We will examine how these revenues have changed later in this chapter.
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WHO CONDUCTS MARKETING RESEARCH?

INTERNAL SUPPLIERS

Any company seeking to understand its customers, distributors, competitors, or the environ-
ments in which they operate may conduct marketing research. Organizations that supply their
own marketing research information are called internal suppliers, which refers specifically
to an entity within the firm that supplies marketing research. Research conducted by internal
suppliers is often referred to as client-side’ research. Owner/proprietors of small firms may
conduct their own limited marketing research. DIY, or do-it-yourself research, has been facili-
tated by Internet access to secondary data and better knowledge of data analysis software such
as SPSS. InCrowd™ is a firm that specializes in creating a DIY platform enabling managers
to conduct their own research. DIY research can provide the information needed to make the
decision to solve the user’s problem in a cost-effective way. In a 2011 survey of marketing
research buyers, many stated they planned on using their own internal resources more for
conducting online surveys (58%), data mining (40%), and social media monitoring (47%)."°
While DIY has its place, manager/proprietors may not have the time or expertise to feel confi-
dent about using DIY for important issues. Consider the example of a business owner who de-
cided he wanted to survey attendees staying at a hotel hosting a business conference. After he
spent considerable time developing the questions and printing his questionnaires, he was not
allowed to conduct the survey in the lobby by hotel management. When he asked a consultant
about this obstacle, the consultant explained that one advantage of outsourcing research is that
professionals know how to get the information.''

As firm size grows, so does the ability to specialize. Medium-sized firms may assign one
or more people responsibility for marketing research. In these cases, the individual or team
may actually conduct some of the research, but often their responsibilities lie in helping others
in the firm know when to do research and in finding the right supplier firm to help conduct
marketing research.

Larger firms, such as those found in the Fortune 500, typically have a formal department
devoted to marketing research. These departments may appear in organizational charts under
a variety of names, such as consumer insights, but they serve the basic function of providing
information to decision makers. Industries that tend to rely heavily on marketing research
departments include consumer packaged goods (CPG), media and advertising, and pharma-
ceutical and health care.

EXTERNAL SUPPLIERS

External suppliers are outside firms hired to fulfill a company’s marketing research
needs. A supplier firm may be referred to as an agency.'? These firms specialize in
marketing research and offer their services to buyers needing information to make
more informed decisions. In most cases, internal suppliers of marketing research also
purchase research from external suppliers. General Motors, for example, while conduct-
ing research on electric cars, may hire a research firm in California to provide feed-
back from consumers who test-drive prototype cars. Large and small firms, for-profit and
not-for-profit organizations, and government and educational institutions purchase
research information from external suppliers.

THE INDUSTRY STRUCTURE

DISTRIBUTION BY SIZE: NUMBER OF EMPLOYEES

The marketing research industry includes a few very large firms with more than 500 employ-
ees (1.9%) and several hundred medium-sized firms with 20 to 500 employees (15%), but the
vast majority (83.1%) of firms have less than 20 employees. In other words, the marketing
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An internal supplier
means an entity within the
firm supplies marketing
research. Research
conducted by internal
suppliers is often referred
to as client-side research.

DIY, or do-it-yourself,
research refers to firms
conducting their own
marketing research.
InCrowd™ (www
.incrowdnow.com) is a firm
that specializes in creating
a DIY platform enabling
managers to conduct their
own research.

While DIY has its place,
manager/proprietors

may not have the time or
expertise to feel confident
about using DIY for
important issues.

In medium-sized firms, one
or more people may be
assigned responsibility for
marketing research.

Larger firms typically have
a marketing research
department, especially
those in the consumer
packaged goods (CPG),
media and advertising,
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research needs. A supplier
firm may be referred to as
an agency.
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TABLE 2.1 Distribution of Marketing Research Firms by Number of Employees,

United States

Employer enterprises by employee size (2011)*

No. of Employees Enterprises Total (%)
04 2,701 61.9
5-9 528 12.1
10-19 398 9.1
20-99 508 11.6
100-499 148 34
500+ 81 1.9
Total 4,364 100

To view the Honomichl
Global 25 or the Honomichl
Top 50 reports, go to the
AMA website at www
.marketingpower.com and
search “Honomichl.”

TABLE 2.2 The Top 10

*Includes only firms with at least one employee
Source: Table supplied by IBISWorld. Copyright © 2012 by IBIS World. Reprinted with permission.

research industry is dominated by “small shops.” Table 2.1 shows the distribution of U.S.
marketing research firms by employee size.

FIRM SIZE BY REVENUE

Every year the American Marketing Association (AMA) publishes two reports by Jack
Honomichl on its website and in the publication Marketing News. The Honomichl Global 25
report ranks the top marketing research firms in the world by revenue earned; these
firms include proprietorships as well as international corporations with tens of thousands
of employees. Table 2.2 lists the top 10 revenue-producing firms from the 2012 Honomichl
Global 25 report.

As Table 2.2 indicates, a few firms dominate the industry in terms of size based on em-
ployees and revenues; the 25th firm in the Honomichl report has revenues under $100 million.
Still, there is extreme competition in the industry. Certainly, the larger firms have advantages,
but many small firms develop new approaches and techniques and rely on talented person-
nel to remain competitive with larger firms. The AMA also publishes the Honomichl Top 50

Marketing Research Firms

Rank Company Parent Country  Website Employees Global Revenues
1 Nielsen Holdings N.V. Company U.S. Nielsen.com 35,500 $5,353,000,000
2 Kantar U.K. Kantar.com 21,900 $3,331,800,000
3 Ipsos SA France Ipsos.com 16,659 $2.,495,000,000
4 GfK SE Germany GfK.com 11,457 $1,914,000,000
5 SymphonyIRI Group, Inc. U.S. SymphonyIRI.com 3,928 $764,200,000
6 IMS Health Inc. U.S. IMSHealth.com 2,500 $750,000,000
7 Westat, Inc. U.S. westat.com 1,947 $506,500,000
8 INTAGE Inc. Japan Intage.co.jp 2,153 $459,900,000
9 Arbitron Inc. U.S. Arbitron.com 1,205 $422.,300,000
10 The NPD Group Inc. U.S. NPD.com 1,256 $265,300,000

Source: Honomichl, J. (2012, August 30). “2012 Honomichl Global Top 25 Research Report.” Marketing News, p. 12 ff.
See original article for complete details on revenues and other information. Reprinted with permission.
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Eye-tracking can be used by marketing research firms to show clients what parts of an advertisement or web-screen will attract customer
attention. In the example shown, the red dots show which parts of the ad attracted attention and the numbers indicate the duration of
the fixation. Mirametrix provides an eye-tracking device and software to research firms who offer this service. Visit Mirametrix at

www.mirametrix.com.

Photos: By permission, Mirametrix.

listing successful U.S. marketing research firms (report available on the AMA website and
published in Marketing News).

TYPES OF FIRMS AND THEIR SPECIALTIES

Firms in the research industry can be classified into two main categories: full-service
and limited service. Full-service supplier firms have the capability to conduct the entire
marketing research project for buyer firms. Full-service firms offer clients a broad range of
services; they often define the problem, specify the research design, collect and analyze the
data, and prepare the final written report. Typically, these are larger firms with the expertise
and necessary facilities to conduct a wide variety of research that may range from qualita-
tive studies to large international surveys to modeling effects of a proposed marketing mix.
Most of the research firms found in the Honomichl Global 25 and Honomichl Top 50 are
full-service firms.

Limited-service supplier firms specialize in one or, at most, a few marketing research
activities. Firms can specialize in types of marketing research techniques such as eye-testing
(tracking eye movements in response to different promotional stimuli) or mystery shopping
(using researchers to pose as shoppers to evaluate customer service); specific market segments
such as senior citizens; or certain sports segments such as golf or tennis. The limited-service
suppliers can be further classified on the basis of their specialization. These include field ser-
vices, market segment specialists, sample design and distribution services, data analysis, and
specialized research technique service suppliers. Many of these limited-service firms special-
ize in some form of online research.

We can only list a few firm types and examples in Table 2.3. However, you can access
industry resources that should provide a better understanding of the many different types of
research firms and their specialties. Some professional organizations that provide these list-
ings are GreenBook, MRA’s Bluebook, and Quirk’s. If you want to see listings of the different
types of research firms as well as detailed information on these firms, complete the following
“Active Learning” exercise.

Marketing research firms
are categorized as either
full-service or limited-
service firms.

A firm that specializes in
tracking eye movements
of consumers would be
considered a limited-
service firm.


www.mirametrix.com
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TABLE 2.3 Major Types of Marketing Research Firms

Type

Description

Example Firms

Syndicated Data Services

Packaged Services

Online Research Specialists

Customized Services

Industry or Market
Segment Specialists
Technique Specialty
a. Eye Movement
b. Mobile Research
c. Sampling

d. Neuroimaging

e. Market Segmentation

f. Social Media Monitoring

g. Field Services

Collect information and make it available to multiple
subscribers

Use a proprietary process to conduct a service such
as test marketing or measuring customer or employee
satisfaction

Provide client services associated with measuring
online consumer behavior and measurement or online
data collection

Provide services customized to individual client’s
needs

Firms specialize in a particular industry or a market
segment

Tracking eye movement to determine better package
designs, advertising copy, etc.

Conducting research using mobile devices such as
iPads or smart phones

Using different sampling methods to draw samples to
suit client’s research objectives

Observing brain activity as consumers are exposed to
stimuli such as packages or ads

Determining firms’ target markets, locating these
consumers and determining other characteristics of
these consumers such as media habits

Monitoring for relevant buzz over the social media
and attaching meaning for companies and their brands
Collect data using a variety of methods: telephone,
online, person-to-person, mall intercept

The Nielsen Co., SymphonyIRI Group,
Arbitron
GfK, Video Research LTD, Burke, Inc.

Comscore, Inc., Harris Interactive,
Knowledge Networks, Toluna, Mindfield
Internet Panels, FocusVision

All of the major firms can do this. Some
examples include: Burke, Inc., Kantar,
Ipsos SA, Synovate, Maritz

IMS Health, Inc., Westat Inc., Latin
Facts, Inc., Olson Research Group, Inc.

The PreTesting Company

Kinesis Survey Technologies,
Cint+Mobile, NPolls

SSI, uSamp, Research Now, Peanut Labs

Neurofocus (Nielsen), Sands

ESRI, Nielsen Claritas

Decooda, Conversition

Mktglne., Readex Research, I/H/R
Research Group, Focus Market Research,
Irwin, Fieldwork, Schlesinger Associates

Markeling | pecoodais
Wl | afirm that
Research “listens” to the
on YouTube™ chatter of the
social media

and interprets its meaning for
a company and its brands.
Learn more about Decooda by
going to www.youtube.com
and enter: “Decooda Process -
Introduction - Social Media
Monitoring.”

= i > - -
GREENBOOK
You can learn the different
types of marketing research
firms by searching The

GreenBook. Logo by
permission.

@ Active Learning

Using the Marketing Research Directories

Let's look at three sources of online information with the purpose of finding out more

about the different types of research firms.

Many years ago the New York AMA chapter published a directory of marketing re-
search firms in a book with a green cover. The book became known as “The Green-
Book” and remains a key resource of industry information. At www.greenbook.org,

you will find several ways to search for marketing research firms. Several specialties are

listed, and you can also search by country, state, or metro area. For a comprehensive

list of specialties, look at the top left for “Find and compare marketing research firms.”
From the drop-down menu, click on “Market research specialty.” This submenu lists
the many types of research and research firms in the industry. Click on a category that
interests you to see the information available on each firm.


www.youtube.com
www.greenbook.org
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The Bluebook. This second source is provided by the MRA, available online at
www.bluebook.org. You will be able to search by state, by type of data collection,
and by several different types of specialties. Spend some time on this website to
gain an appreciation for the types of firms in the industry.

Quirk’s Researcher SourceBook™. This online directory published by Quirk’s
Marketing Research Media provides access to more than 7,000 research firms.

Go to www.quirks.com and click on “Directories” in the menu bar. You can search
by geographical area, specialty, languages spoken, and other factors important to
the type of research specialty such as the number of “stations for data collection.”

By the time you finish this exercise, you will see that marketing research companies
are involved in many areas, including mystery shopping, mock trial juries, advertising
effectiveness research, airport interviews, brand/image tracking, copy testing, new product
concept testing, competitor analysis, focus groups, opportunity analysis, market forecasting,
site selection, and in-store interviewing.

[

INDUSTRY PERFORMANCE

INDUSTRY REVENUES AND PROFITS

How well has the marketing research industry performed in terms of revenues? ESOMAR,
an international association of research professionals, estimates worldwide revenues for the
marketing research industry at $31.2 billion."® This represented a growth of 5.2%, adjusted
for inflation, 2.8%, from 2009. Jack Honomichl reports that the top 25 firms brought in more
than $18 billion in 2010."* Honomichl noted the top 25 firms showed an increase in rev-
enues of 4.9% from 2009 to 2010. This was a 3.2% increase when adjusted for inflation,
which still represents real growth and is a healthy increase compared to the 3.1% drop from
2008 to 2009.'5 The 2012 Honomichl Top 50 report ranking the top 50 companies based
upon revenues earned in the United States shows an increase in revenues of 5.1% (2.9%
after inflation) from 2010 to 2011. The report also showed a 7.9% increase in employees.
Figure 2.1 shows the rise and fall of corporate profits. This is a key driver for marketing research
revenues. As firms make more profits their research budgets increase. Compared with the
growth in GDP for the same time period (1.7%), the research industry was “significantly
healthier than the economy in general ”'®

FIGURE 2.1 A Key Driver of Revenues

Corporate profit

for Marketing Research is Corporate 40

Profits

Source: IBISWorld®, by permission. 0T
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Worldwide revenues for
marketing research in 2010
were about $31.2 billion.
The industry, like most
business sectors, saw a
drop during the recent
worldwide recession,

with an upswing in 2010.
Projections are for modest
growth during the next
several years.


www.bluebook.org
www.quirks.com
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FIGURE 2.2 World
Revenues, Market
Share, and Growth
in the Marketing

Research Industry,

2010

Source: ESOMAR
Industry Report. (2011).
Global Market Research
2011. Amsterdam, The
Netherlands: ESOMAR,
p. 6. By permission.

New methods to collect
and analyze consumer
information, primarily from
social media, challenges
traditional marketing
research information
gathering techniques. This
has brought controversy
as the industry grapples
with newcomers. There is
some agreement that the
industry must adapt and
accept new information
sources and techniques.
Clients will determine
their value.

Latin America $1,828 6% (+1) b Middle East & Africa $573 2%

Asia Pacific $5,082 16% (+1)

Europe $13,143 42% (-4)

North America $10,614 34% (+2)

The marketing research industry relies on derived demand. As its client firms develop
new products, expand into new markets, examine new opportunities, and develop and evalu-
ate new promotional campaigns, they need information to guide their decisions. As the world
economy continues to improve, client firms’ business will grow and so will revenues and
profits of the marketing research firms that support them.

Revenues vary around the world. Figure 2.2 shows Europe having the largest market
share (42%), followed by North America (34%). The five largest markets by country are:
USA (32%), UK (10%), Germany (10%), France (8%), and Japan (6%). Some of the fast-
est growing countries, in terms of net growth gains from 2009 to 2010, are Austria (11.9%),
Poland (11.8%), and Russia (9.1%) in Europe;'” Vietnam (24.6%), Singapore (15.4%), and
Pakistan (12.9%) in Asia;'® Brazil (27%), Paraguay (15%), and Honduras (14%) in Latin
America;'? and South Africa in Africa.”

QUALITATIVE EVALUATIONS OF THE INDUSTRY

Another view of industry performance lies in the qualitative assessments that have been
performed over the years. Critical evaluations of the industry have led to an overall assess-
ment that could be summed up in the statement, “The industry is doing a good job but could
improve.” Constructive criticism has focused on the following areas.

Questions About What Constitutes Marketing Research After many years of rela-
tive stability in terms of the types of firms involved in marketing research, the industry today
is going through great change. Traditional methods of research included mail and telephone
surveys to gather opinions and intentions. Syndicated data, focus groups and a host of other
qualitative techniques, mall intercept surveying, and marketing mix/brand equity modeling
evolved. In the 1990s, online surveys brought about significant change, and online panels
added access to an increasingly wary base of respondents. While the industry has been grap-
pling with the notion of nonprobability sampling and measuring sample quality of online
panel data, the digital expansion raced onward.?' Social media and consumer-generated in-
formation mushroomed. Firms emerged quickly to take advantage of the huge new source of
data. Specializing in tools to harvest and analyze the information, these firms have now been
added to the landscape of information providers. Other examples of the digital revolution
are online ethnography, mobile surveys, and neuroscience, to name a few. So significant is
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MARKETING RESEARCH INSIGHT 2.1

Social Media Marketing

e Types of Social Media?? and Marketing Research

1.

2.

Blogs—sharing date-stamped online journal entries in
reverse chronological order.

Content Communities—sharing media content
between users. Examples: video, YouTube; books,
BookCrossing; photos, Flickr; PowerPoint presentations,
Slideshare.

. Social Networking Sites—enabling users to connect

by creating personal information profiles, inviting friends
and colleagues to access those profiles, and sending
and receiving emails and instant messages. Examples:
Facebook, LinkedIn, MySpace.

Marketing Research Applications: Research
firms have developed the ability to “listen” to the mil-
lions of conversations and to provide clients with infor-
mation about their companies and brands as they are

5. Virtual Social Worlds—online communities in which

“inhabitants” choose their behavior more freely and
essentially live a “virtual life” through avatars. Users
interact in a three-dimensional environment with no rules
restricting the range of interaction as in virtual games.
Example: SecondLife.

Marketing Research Applications: To engage the
millions of participants in gamification and social worlds,
research firms are innovating to develop marketing
research applications. For example, Peanut Labs offers
prizes in the form of “Peanut Money"” if players complete
surveys. Participants can also earn virtual rewards to help
them buy products needed in their social worlds.

being discussed in social media. A number of terms are """“'

associated with these applications, such as sentiment, = ESEB e

text analytics, brand monitoring, and buzz mining. = HRANKwEnwﬂg
Il

Decooda, Conversition and BuzzMetrics are examples TD II:

of marketing research firms providing these services. g =-=:L| i= q.!‘
4. Virtual Game Worlds—platforms that replicate a three- e oo
iriual . platior P . = oo FORUM =7 2 =5 I,
dimensional environment in which users can appear in i M’]NEDNHMIHH
the form of personalized avatars and interact with each -I BH - WepE g

other as they would in real life. Examples: World of

Warcraft and EverQuest. Photo: © Rafal Olechowski/Fotolia

this explosion of technological tools and providers to the industry that the latest ESOMAR
report devoted a large section to the topic. Some traditionalists have questioned whether
these new supplier firms are even in the marketing research industry. While there is debate,
the general conclusion is that the industry has been evolving for decades and clients are less
interested in our methods and processes than in the understanding and insights our work
may provide. The industry must evolve or die.”> Marketing Research Insight 2.1 outlines the
different types of social media and provides examples of what marketing research firms are
doing with them.

Mistreatment of Respondents Too many requests for research, overly long surveys, and
breaches of promised anonymity have led to a decrease in the number of respondents willing
to take part in research. Some of this was brought on by marketing researchers, but the prob-
lems of invasion of privacy and outright unethical practices were exacerbated by telemarketers
and other marketers using direct selling. Weary from abuse from telemarketers and other di-
rect marketers, potential respondents have grown resentful of any attempt by others to gather
information from them. In the 2007 Confirmit industry survey of firms in several countries,
Wilson and Macer reported that the leading challenge facing the marketing research industry
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Falling response rates and
privacy concerns are major
issues facing the marketing
research industry.

Clients have complained
that research firms are too
quick to use one of their
standardized techniques.

Marketing research is

too often viewed as a
commodity, information
needs that can be
outsourced when needed.
This prevents researchers
from being involved in
strategic planning.

was falling response rates.”* As telephone survey response rates were lowered to new lows
of about 7%, marketing researchers switched to online surveys. However, response rates for
online surveys have plummeted as well, and b2b research has experienced a similar decline in
response rates.”> Desperately needing respondents, research firms invested heavily in creating
panels of consumers who agree to serve as research respondents.”® Today, a great deal of data
collection occurs through proprietary panels of consumers who have agreed to participate.

Privacy issues continue to be dominant in today’s world of “scraping” websites to
gather information. (Web scraping is also known as “web harvesting” and uses software to
extract information from websites.) The industry has several codes and standards that deal
with the ethical treatment of respondents. We will examine some of these standards later in
this chapter.

Marketing Research Is Too Focused on Techniques Over the years marketing prac-
titioners have designed techniques or processes for dealing with certain issues. Critics claim
researchers are too quick to identify situations in which they can apply one of their own
technique tools. Just because the tool fits the issue doesn’t mean the chosen issue deserves
attention. Clients may steer clear of companies that promote their standardized technique,
preferring to work with firms over a longer time to develop an understanding of their busi-
ness.”” Schultz?® cautioned that too often the research problem is defined in terms of being
compatible with an existing tool. Researchers may too readily apply a tool instead of focus-
ing on the more complex strategic issues facing the firm. Other critics have reached similar
conclustions.”

Marketing Research Viewed as a Commodity Critics claim marketing research is too
ofen viewed as supplying routine, low-level reports. Or it may be brought in to assess a new
ad campaign or new product idea only after the strategic decisions have been made. Mahajan
and Wind complain that managers misapply research by not having research professionals in-
volved in high-level, strategic decision making.*® Marketing research is left to report to lower
levels in the firm that are not part of the strategic planning process. This occurs even when
marketing research is outsourced to external suppliers. Too many executives view marketing
research as providing a commodity to be outsourced to “research brokers,” who are hired
to conduct a component of the research process when they should be involved in the entire
process. Though this criticism focuses on the level of upper management, marketing research
professionals must be proactive in demonstrating that the “voice of the consumer” should be
included in the development of top-level firm strategy.

Other Criticisms Among the other complaints levied against the marketing research indus-
try are a lack of creativity, a failure to understand clients’ real problems, a cavalier attitude
regarding nonresponse error, the view that research is high-priced relative to its value, and a
need for academic marketing research to be more closely related to actual marketing manage-
ment decisions.’!

Some earlier criticisms have been resolved or at least lessened. For example, a common
complaint for many years was that research took too long. The advent of online techniques
has led to faster data collection, analysis, and dissemination. Another criticism was that the
industry was “too survey oriented” and that it seemed, no matter what the problem, research-
ers always recommended a survey. Although surveys remain an important tool in the market-
ing research toolkit, a variety of alternatives are in use today. Finally, research is much more
value-priced today. Many research firms have structured their business plans to gain econo-
mies, which they have passed on to client firms.
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INDUSTRY SELF-IMPROVEMENT

The marketing research industry has been proactive in terms of self-improvement, largely
through industry initiatives, extensive continuing education programs, and certification.

INDUSTRY INITIATIVES

Led by some active professional associations, several initiatives have been undertaken to
improve industry performance. We summarize a few of these in following paragraphs.

Best Practices The move toward Total Quality Management in the 1990s spawned an in-
crease in companies’ awareness of methods leading to improvement. One such method was
spelling out best practices to help companies set benchmarks for performance in key areas.
Many of the professional organizations serving the marketing research industry have a pro-
gram of best practices. The MRA, for example, publishes best practices regarding issues such
as privacy, telephone surveying, and online surveying.

Maintaining Public Credibility of Research Researchers are concerned about the
general public’s trust of research information. Public disgust with telemarketing and
political telemarketing known as “push polling”*? is often inappropriately directed at
marketing researchers. Several industry initiatives are directed at keeping the public in-
formed about the value of research, the appropriateness of research methods, and the
ethics the industry uses in collecting research information. The industry fought to make
sugging illegal. This term refers to the practice of “selling under the guise of research”;
telemarketers used sugging for years to entice the public into taking what they thought
was an opinion survey but actaully was a lead-in for a sales pitch. Though not illegal, the
industry has fought the use of enticing unknowing consumers into taking a survey when
the real intent is to raise funds. This practice is known as frugging, for “fund raising
under the guise of research.”

The Council of American Survey Research Organizations (CASRO) offers the on-
line guide “Surveys & You” to provide the public with information about the conduct
and use of survey research.’® The American Association for Public Opinion Research
(AAPOR) started the Transparency Initiative in 2009 to encourage the routine disclo-
sure of methods used in research information released to the public. As you will learn by
taking this course, several methods may be used to produce biased information desired
by those funding surveys. One way of detecting this bias is to examine the methods used.
Several associations have collaborated with AAPOR on this initiative, including CASRO
and ESOMAR .**

Monitoring Industry Trends For more than a decade, GreenBook has monitored trends
in the industry. Published annually as the GreenBook Research Industry Trends (GRIT) re-
port, data are provided to the industry in terms of what techniques are being used as well as
what drives their use. The report provides insights by contrasting supplier (marketing research
firms) views on issues with buyer (clients) views. The report examines perceived threats and
attitudes toward changes in the industry, forecasts revenues, and profiles innovations. ESO-
MAR publishes an annual report, Global Market Research, that includes many measures of
industry performance. Based in Canada, the Marketing Research and Intelligence Association
(MRIA) publishes the annual report Industry Financial Survey.

Improving Ethical Conduct The professional associations serving the marketing research
industry have all established rules, standards, or codes of ethical conduct. These associa-
tions have been proactive in maintaining and updating these standards. For example, when
the Internet made possible online surveys, the industry moved to adopt standards governing

Sugging, or “selling under
the guise of research,” is
illegal. Frugging, or “fund
raising under the guise of
research,” is unethical but
not yet illegal.

To read about AAPOR's
Transparency Initiative, go
to www.aapor.org and click
on Advocacy & Initiatives.

Several professional
associations track trends
in the marketing research
industry.


www.aapor.org
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Professional associations
for the marketing
research industry have
all established rules,
standards, or codes

of ethical conduct.

conduct in this area. Most industry codes of ethics are for the purpose of self-regulating pro-
fessionals’ behavior. In some cases associations may impose penalties, including censure,
suspension, or expulsion. Certified professionals may lose their certification if they are found
to have violated the granting association’s standards. Each organization has it own standards,
though some associations coordinate these codes of conduct. There are differences in the
codes but also some commonalities among the major associations:

I. Fair Dealings with Respondents

a.

c.

Respondents should understand that they may elect to not participate in a
research request. Participation is always voluntary and respondents should
understand they have the right to withdraw or refuse to cooperate at any stage
during the study.

Respondent confidentiality must be maintained. Respondent identity should not be
revealed without proper authorization.

Respondents will be treated professionally. Should respondents be required to use a
product or service, researchers will ensure that the product/service will be safe and fit
for intended use and labeled in accordance with all laws and regulations.

. Respondents will not be given dishonest statements to secure their cooperation,

and reserachers will honor any promises made to respondents given to secure their
cooperation.
Special provisions are required for doing research on minors (under 18 years of age).

II. Fair Dealings with Clients and Subcontractors

a.

oo o

=

g.

h.

All information obtained from clients shall remain confidential.
All research will be carried out according to the agreement with the client.
Client identity will not be revealed without proper authorization.

. Secondary research will not be presented to the client as primary research.

Research results are the sole property of the client and will never be shared with
other clients.

Researchers will not collect information for more than one client at the same time
without explicit permission from the clients involved.

Clients will be provided the opportunity to monitor studies in progress to ensure
research integrity.

Researchers will not ask subcontractors to engage in any activity that does not adhere
to professional codes, applicable laws, or regulations.

ITI. Maintaining Research Integrity

a.
b.
c.

Data will never be falsified or omitted.

Research results will be reported accurately and honestly.

Researchers will not misrepresent the impact of the sampling method and its impact
on sample data.

IV. Concern for Society

a.

Research released for public information will contain information to ensure
transparency (i.e., disclosure of method of data collection, the sample frame, sample
method, sample size, and margin of error, if appropriate).

b. Researchers will not abuse public confidence in research (e.g., no push polling).

Researchers will not represent a nonresearch activity (e.g., sales effort, debt
collection) to be research for the purpose of gaining respondent cooperation.

You may want to see the entire standards of ethical conduct of some of these associations:

AAPOR (www.aapor.org): Go to Advocacy & Initiatives.

MRA (www.marketingresearch.org): Go to Standards.
CASRO (www.casro.org): Go to About/Code of Standards.

MRIA (www.mria-arim.ca): Go to Standards.


www.aapor.org
www.marketingresearch.org
www.casro.org
www.mria-arim.ca
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We will treat ethical
issues in this book by
highlighting standards
from the MRA's "Code
of Marketing Research
Standards” where they
apply to the subject
matter.

ESOMAR (www.esomar.org): Go to Knowledge and Standards.

MRS, Marketing Research Society for the United Kingdom (www.mrs.org.uk/):
Go to Professional Standards.

We will examine ethical issues in this book by highlighting a particular standard from
the MRA’s “Code of Marketing Research Standards” where it applies to the subject matter
discussed in each chapter. This text also presents Marketing Research Insights, Ethical Con-
siderations, such as Marketing Research Insight 2.2.

MARKETING RESEARCH INSIGHT 2.2

Ethical Consideration

h In Marketing Research, Ethics Isn’t Just About Methods

Frankie (Francesca) Johnson,
Founder and President of Research Arts

We in the market research industry seem to
think about ethics mainly in terms of how
we conduct ourselves as we interact with
respondents, clients, and field services. We
strive to act with integrity and to be honest
and worthy of trust. Most people | know
in our industry are decent and sincere in
their efforts to be ethical as they go about
providing the guidance to help their clients
succeed. But we don’t seem to talk very much about whether
some clients are worthy of our help. We seem to spend a lot
of time talking about ethical issues involving methods, but very
little time talking about the end purpose of the research.

Over the years my company, Research Arts, has avoided
working in certain areas. We never accepted assignments from
tobacco companies, preferring to focus on food, retail, and fi-
nance. That seemed simple enough at one time, but the deci-
sion as to what to research, and ultimately help promote, was
by no means cut and dried.

Deciding what is acceptable to you is a very personal thing.
My own moment of truth, or one moment among many, came
when | was asked by a very large global company to conduct
a study among 8 to 12 year olds. The goal was to understand
how to persuade kids to demand more of their products (soft
drinks and junk food snacks) in the vending machines at school.
“Micro-marketing” they called it—building sales one school at
a time. They paid me very well to moderate the groups and
write the report. But | didn‘t like myself for doing it and still
don’t. That was the last project | accepted in that category. And
from then on, | began to question the ethics of food marketing,
especially to vulnerable children.

As a side note, I've never really bought into the idea that
one can counterbalance harm with an equivalent amount of
good—that the project | did for a nonprofit group working to
feed the hungry somehow made up for the one | felt so badly
about. Or that the need to earn money to support my children

made up for doing work
for brands that relied on
the cheap labor of some-
one else’s children.

| prefer not to be explicit when | turn down work that |
feel contributes to making our world worse rather than better.
[t seems smug and high-handed. | simply say | am busy. For
example, | don't take projects for products that exploit animals
for food. I'm not a strict vegan, but | won't work on anything
that depends on factory farming. In reality, it's hard to be so ab-
solute about everything. These days, many companies are try-
ing their best to incorporate sustainable practices. And | believe
that within these companies, there are many people who care
about the same things | do and are working on the inside to
implement change.

So it's complicated, and | understand why this subject is
rarely discussed professionally. Most of us compartmentalize
and compromise, separating our paid work from our work on
the causes about which we care most deeply. You are lucky
indeed if you work exclusively in an area that feeds your soul.
You probably have your own lines. I'm guessing you wouldn’t
take on a project from a group advocating child pornography
or heroin sales. Those are easy black areas. It's the gray areas
that are so troubling.

research arts

Frankie (Francesca) Johnson is the Founder and President of
Research Arts, a leading qualitative market research company
since 1984. She has been involved in market research, both as
a client and a practitioner, for more than 35 years. Educated
at the London School of Economics, Johnson spent her early
career as a senior researcher with Quaker and Sears. She
was among the first to do online research, both qualitative
and quantitative, and keeps current on the new tools and
approaches. She is an emeritus member of the American
Marketing Association. This article was adapted from her
blog at www.researcharts.com.

Text and Images: By permission, Frankie Johnson, Research Arts.
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Beyond the general standards, an issue that may pose an ethical problem for researchers is
to work on a project in which the outcome may not be in the best interests of society. Imagine,
for example, that a client asks a researcher to help identify advertising messages that are per-
suasive in getting young teens to try their first cigarette. Or, a firm might be asked to develop
effective promotions to encourage children to eat more candy. The decisions researchers must
make are sometimes difficult. This quandary is rarely discussed professionally. We found
a researcher who publicly talked about this decision and asked her to share her thoughts in
Marketing Research Insight 2.2.

Certification of Qualified Research Professionals Certification programs assure that
those certified have passed some standard(s) of performance. Certification programs in ac-
counting (CPA) and finance (CFA) and other professional areas in business have been in place
for many years and give clients confidence in the credibility of those certified professionals. In
the United States, professionals may earn the Professional Researcher Certfication (PRC).
You can read about the PRC in Marketing Research Insight 2.3. In Canada, the designation of
Certified Marketing Research Professional (CMRP) is granted through the MRIA.

Continuing Education The marketing research industry does an exceptional job of pro-
viding conferences, workshops, courses, webinars, and many other forms of continuing edu-
cation for industry professionals. All of the professional organizations listed offer programs

MARKETING RESEARCH INSIGHT 2.3 Practical Application

o Professional Researcher Certification

Responding to a need to establish a credentialing program
in the industry, several organizations, led by the Marketing
Research Association, established a certification program for
marketing researchers. The process took several years, and
the program started in February 2005. The Professional Re-
searcher Certification program (PRC) is designed to recognize
the qualifications and expertise of marketing and opinion re-
search professionals. The goal of PRC is to encourage high
standards within the survey profession to raise competency,
establish an objective measure of an individual’s knowledge
and proficiency, and encourage professional development.

PRC

PROFESSIONAL
RESEARCHER
CERTIFICATION

Achieving and maintaining PRC validates the knowledge of
the market research industry and puts researchers in a select
group of like-minded professionals. It's a visible badge of dis-
tinction, demonstrating professional skill, commitment, and
dedication.

The MRA recently revised the PRC program.>® The new
structure includes two options: Industry Professional and Stu-
dent. Individuals can obtain the Student PRC designation while
they are working on their industry experience and education
requirements. Once a Student meets the experience, educa-
tion, and testing requirements, he or she may apply for Industry
Professional certification.

Requirements for Professional Researcher Certification

e A minimum of three years of industry experience in the
marketing research industry

e 12 hours of PRC-approved training within the last two years

e Passing the PRC exam

e Renewal of the PRC requires 20 hours in PRC-approved
training (18 in research; 2 in legal). Certifications must be
renewed every two years.

You can read more about the PRC at www.marketingresearch
.org/certification

Source: Marketing Research Association, by permission.


www.marketingresearch.org/certification
www.marketingresearch.org/certification
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MARKETING RESEARCH INSIGHT 2.4 Practical Application

o The Masters of Marketing Research Program at the University
of Southern Illinois-Edwardsville

Ramana Madupalli,
Ph.D., Director of the Master of Marketing Research Program at Southern Illinois University, Edwardsville

The marketing research profession is con-  marketing research projects and corporate-sponsored gradu-
sistently rated as one of the top 10 careers  ate internships for qualified students. While providing relevant
in the business today. In an ever-changing  professional marketing research experience, these internships
business world, understanding markets,  offer a monthly stipend of $1,000 along with complete tuition
customers, and competitors has become an  waivers. Several leading research agencies and corporations
essential requirement, and a critical chal-  (e.g., Anheuser Busch-InBev, AT&T, Commerce Bank, Covidien,
lenge for organizations’ success. Fleishman Hillard, GFK Kynetec, Hussmann, IPSOS Forward Re-

Southern lllinois University-Edwards-  search, Maritz Research, and Ralcorp) sponsor and support the
ville's (SIUE) innovative graduate program  MMR program and its related internships. Please visit our web-

in marketing research designed to meet the need for skilled site (www.siue.edu/mmr) for more information.

marketing research professionals. Our Master of Marketing Re- We welcome your interest in our program and look for-
search (MMR) program is one of the few specialized programs  ward to your comments and questions.

in the nation that combines practical knowledge with

intensive academic training resulting in excellent employ- g‘:g;ﬂg‘fhziﬂ:‘;g:ig

research profession

ment (with a near 100% placement record) and career
opportunities in marketing research with leading research
agencies and corporations. The MMR program also has an
active Advisory Board comprised of marketing research in-
dustry leaders representing many of the leading research
agencies and Fortune 500 client organizations. The advi-
sory board members regularly interact with the students
and faculty and help to keep the curriculum up to date
with current industry trends. ED ViLlE .
SIUE's MMR program is rigorous, high quality, and
driven by business practice. Admission is very selective Southern Illinois University Edwardsville —
and competitive. The program provides an ideal blend a premier St. Louis metropolitan university
of theoretical and analytical coursework integrated with Text and Images: By permission, Ramana Madupalli, MMR.

designed to keep members up to date on skills needed in the industry. The Burke Institute, a
division of Burke, Inc., has been providing high-quality training seminars since 1975. You can
see the seminars the institute offers professionals at www.burkeinstitute.com/.

A CAREER IN MARKETING RESEARCH

Perhaps you have developed an interest in marketing research as a career. Recently, ESO-
MAR hosted an online forum with young researchers with up to six years in their careers.
The young researchers were asked about their expectations and experiences in the industry
thus far. Despite some negatives brought about by the world recession and changes under
way in the industry (discussed earlier in this chapter), the more frequently used terms to
describe their work in the industry were: “Never boring,” “Fun,” and “Cool.”* You can go
directly into marketing research, but a graduate degree is highly desirable. There are some
excellent master’s degree programs in marketing research. We maintain a “careers” section


www.siue.edu/mmr
www.burkeinstitute.com/
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The MRIA in Canada certifies
researchers through the Certified
Marketing Research Professional
(CMRP) program. Read about
the qualifications for this program
at www.mria-arim.ca. Go to the
link for Institute for Professional
Development/Certification.

Logo by permission, MRIA

for you on this textbook’s website. Go to: www.pearsonhighered.com/burns and
click on link for the Companion Website for Marketing Research 7th edition. When
you open any chapter, see the list of links in the left margin. Click on “Careers”.
There you will find some good information about careers in the industry as well as
links to some master’s programs and job descriptions currently available. One of
those master’s programs is at the University of Southern Illinois-Edwardsville. Read
what the director of that program has to say in our Marketing Research Insight 2.4.

WHERE YOU’VE BEEN AND WHERE
YOU’RE HEADED!

This concludes our two introductory chapters on marketing research. In Chapter 1 you
learned how marketing research is defined and how it fits into a firm’s marketing infor-
mation systems. This chapter provided an overview of the marketing research industry.
Now you should be familiar with the types and numbers of firms and the professional

organizations that serve the industry. You’ve learned about issues facing the industry as well
as the ethical issues that face all marketing researchers. Now, you are ready to learn about the
11-step process that characterizes marketing research. That process and its first steps are dis-
cussed in Chapter 3. Each of the remaining chapters addresses additonal steps in the process.

Summary

Gathering information dates back to the earliest days of
recorded history. Early surveys were used for politics in
the United States in the early 1800s. The first known ap-
plication of research to a business/marketing/advertising
problem was conducted by an ad agency in 1879, and the
first continuous, organized research was started in 1911 by
Charles Coolidge Parlin. The industry began to grow in the
early 1900s as the Industrial Revolution separated busi-
ness owners from customers. Many developments occurred
during the 20th century that allowed marketing research to
evolve into a mature industry.

Research firms may be divided into internal suppliers
and external suppliers. Internal suppliers supply research
to their own firms (e.g., a marketing research department
within a manufacturing firm); this is also known as client-
side research. External suppliers, sometimes called agencies,
are outside firms hired to fulfill a firm’s marketing research
needs. The industry is characterized by a few large firms
and many small firms. The largest firms have revenues in
the billions of dollars. Firms are classified as full-service or
limited-service supplier firms. Several online directories are
available to help clients locate marketing research firms.

The industry had total revenues of $31.2 billion in
2010. As did most industries, marketing research firms

saw a drop in revenues during the worldwide recession
of 2008-2009. Forecasts are for modest revenue and
profit growth for the next several years. Europe led the
global market with the largest share of revenues (42%) by
region, and the United States leads all countries (32%).
Some of the fastest growth rates are in South America
and Asia.

Challenges facing the marketing research industry
include the entry of new firms wielding new technolo-
gies, such as tools to harvest data from social media.
Marketing researchers are also dealing with lowering
response rates and privacy of information laws. Critics
of the industry contend that some firms rely too much
on techniques that are too standardized instead of fo-
cusing on clients’ real problems, and some suggest that
researchers have allowed their services to be commod-
itized. The industry strives for self-improvement via ef-
forts to identify and disseminate best practices, maintain
public credibility of research, monitor trends, improve
ethical conduct of members, support programs to cer-
tify professionals, and by offering education programs.
Information is provided about careers in the marketing
research industry at www.pearsonhighered.com/burns.


www.mria-arim.ca
www.pearsonhighered.com/burns
www.pearsonhighered.com/burns

Key Terms

Professional Researcher Certification
(PRCO) (p. 18)

N.W. Ayer & Son (p. 20)

Charles Coolidge Parlin (p. 20)

Internal supplier (p. 21)

Client-side (p. 21)

DIY (p. 21)

Agency (p. 21)

Sugging (p. 29)
Frugging (p. 29)

Review Questions/Applications

1. Who is known as the “Father of Marketing Research”?
2. Why did marketing research expand by the 1930s?
3. Focus groups are considered to be what type of
research?
4. Define internal suppliers.
5. What are some advantages of DIY research?
6. Which industries have concentrations of marketing
research departments?
7. Define external suppliers. What is another name for
external suppliers?
8. How many employees do the majority of marketing
research firms have?
9. What is a full-service supplier firm? What type of ser-
vices do they provide?
10. Describe limited-service supplier firms.
11. Explain the meaning of the statement that “marketing
research industry thrives off derived demand.”

Heritage Research Associates

Tim Colley and John Williams had not been in business
long. They started a small marketing research firm in their
hometown and had barely made ends meet by taking on
very small accounts working mainly with start-up retailers.
Their marketing research experience was limited, but they
knew the basics. Since they had not taken any specialized
training beyond a college course in marketing research,
they decided to join the Marketing Research Association.
Tim explained their reasoning: “We can tell clients we have
the necessary credentials to be members of the most no-
table marketing research organization in North America.”
The partners thought this was a good way to persuade
clients they knew what they were doing. They added the
MRA logo to their promotional materials along with the
line: “Heritage is a Certified Member of the MRA.” They

External suppliers (p. 21)

Full-service supplier firms (p. 23)
Limited-service supplier firms (p. 23)
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AAPOR (p. 30)
MRA (p. 30)
CASRO (p. 30)
MRIA (p. 30)
ESOMAR (p. 31)
MRS (p. 31)

Transparency Initiative (p. 29)

12. What began drastically changing the marketing
research industry in the 1990s? Why?

13. What was identified as the leading challenge facing
the marketing research industry in the 2007 Confirmit
industry survey? Why?

14. Some critics claim marketing research is viewed as a
commodity. Why?

15. What movement spawned an increase in company
awareness of methods leading to improvement? Des-
cribe some of these methods.

16. Define sugging and frugging.

17. What are some commonalities in the major marketing
research associations’ code of ethics?

18. What is the PRC, and what is it designed to do?

used their limited funds to promote Heritage Research
Associates and even took out a quarter page ad in a national
business magazine.

A phone call early one morning marked a real oppor-
tunity for Heritage. The potential client represented his or-
ganization as a “privately funded foundation that promoted
business rights and the maintenance of a laissez faire pro-
business environment.” They were interested in Heritage
doing some research that would disprove some university-
sponsored research whose findings had been in the news.
The findings were unfavorable toward one of their promi-
nent member industries. The caller stated: “Our patrons are
upset that such erroneous information is being fed to the
American people, and we are quite prepared to fund ad-
ditional research to clarify the facts. In fact, we are willing
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to fund several studies if we get the results we are looking
for. Are you up to it?”” Tim and John assured the caller that
the foundation could be certain that Heritage Research As-
sociates could deliver quality, objective research that would
clear up any misconceptions in the minds of the public.
The call ended with a promise to send the biased university
research reports immediately. A second call was set up to
follow in three days.

In the follow-up call the potential client got more spe-
cific. His foundation had hired some independent scientists
who were willing to testify that certain environmental con-
ditions were not being caused by the concerned industry
group. “We have had little problem in getting three scien-
tists, with doctoral degrees from well-known universities,
to make statements affirming that firms in one of our major
industry groups is not doing any significant harm to our en-
vironment.” The client went on to say: “What we want now
is a study from an independent research firm, such as Heri-
tage, to report attitudes of consumers in terms of whether
they are in favor of more industry regulation. We are willing
to fund a small pilot study and, if we find Heritage is capa-
ble of delivering objective data, we are ready to sign on for a
series of perhaps a dozen studies. Furthermore, we are well
financed, and I am quite certain we can meet your bid to
do this work.” The caller went on to ask for a proposal that
would outline methods to select the survey sample, research
questions, and a sample analysis, including how Heritage
would word the report. “Remember, we want this to be an
independently prepared project using all your abilities to

o017 1 INTEGRATED CASE

Global Motors

Case 1.2 introduced Global Motors, a division of ZEN
Motors. You may want to review that case before proceed-
ing here. Nick Thomas, CEO of Global Motors, must try
to revitalize the company. After acquainting himself with
relevant information from both the ZEN MIS and out-
side secondary data sources such as trade association and
government data about the auto industry, Nick realizes he
needs more information. ZEN has a large R&D and engi-
neering staff. A couple of years ago, several initiatives were
launched within these groups to explore innovations in auto
design and propulsion. Thomas has spent a great deal of
time with these scientists and engineers. He regards them
to be experts and on the cutting edge of what is capable of
being produced. Nick’s meetings with the R&D and engi-
neering divisions have revealed some key facts. First, the
engineering and production capabilities exist for all electric

craft an objective research study,” the client stated. Tim and
John agreed to deliver a proposal within 10 working days.

Tim and John were thrilled that this opportunity had
fallen to them. “Did you hear what he said in terms of ‘be-
ing certain to accept our bid’?” John exclaimed. “He’s
telling us he is going to pay whatever we ask. This isn’t a
penny-pinching client.”

Tim said, “Just a minute, though. He’s talking about
the studies after the pilot study. What if they don’t like the
first study? We won’t ever get to the big accounts.”

John agreed. “We’ve got to design a study they will
like so we can get the additional work at a premium. This
could set our little firm off in a totally new direction!”

“This can make us the most talked-about research firm
in the world!” Tim said.

1. Do you think it is ethical to use membership in an as-
sociation that doesn’t require any demonstration of ex-
pertise to lead customers into thinking the membership
conveys some automatic claim of competency?

2. Consult the MRA Code of Marketing Research Stan-
dards. Is the answer to question 1 covered? Explain.

3. What problems do you see in the future for Tim and
John and Heritage Research Associates? Do you think
they are likely to become the “most talked-about re-
search firm in the world”?

4. Consult the MRA Code of Marketing Research Stan-
dards. Are there any standards that back up your an-
swers to question 3?

vehicles as well as hybrids. While a hydrogen engine may
be feasible, it is still in the future. Also, though the coun-
try has stockpiled vast quantities of compressed natural
gas (CNG), the existing infrastructure is just not ready for
CNG-powered vehicles in the quantity that would make
them profitable. Based on this information, Nick and the
staff agree that there are choices to be made among five
basic models. Millions of dollars invested in engineering
would go into these models. Even the general description
such as “all electric” or “hybrid” has been kept top secret in
all of ZEN Motors.

Satisfied that he has the engineering and production
know-how to produce any one or a combination of these
car models, Nick now has an information need: What are
car buyers’ desires? And who are the car buyers who will
want, say, an all-electric model? Can they be described in



a way that will allow Global Motors to target them with
promotional materials? Nick has several other questions:
What are consumer attitudes toward global warming? Are
consumers’ motives being driven purely by gas prices?
Or, are they truly worried about gas emissions and global
warming? Global Motors needs help in tracking down in-
formation about consumers and their car-buying goals and
motivations.

1. Should Nick Thomas use his own internal supplier,
ZEN’s existing marketing research department, to
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answer his questions? Are there reasons why he should
not use them?

. If Nick decides to bring in an outside marketing re-

search firm, he will have to reveal proprietary infor-
mation that is valued at millions of dollars.

A competitor would love to know what ZEN is
planning through their new Global Motors division.
Do the MRA’s Code of Marketing Research Standards
address this issue?



CHAPTER

LEARNING OBJECTIVES

To gain insights into marketing
research by learning the steps in
the marketing research process

To understand when marketing
research is not needed

To understand the difference
between the problem and the
research objective

To know the importance of
properly defining the problem

To appreciate a process for
defining the problem as decision
alternatives

To know the criteria all research
objectives should have and to
know the sources of problems,
the role of symptoms, and the
role of the researcher

To understand that marketing
research is needed when
managers are uncertain of their
assumptions needed to specify
consequences of decision
alternatives

To know what an action standard
is and why it is needed

To learn the components of the
marketing research proposal
and ethical issues related to the
research proposal

The Marketing Research
Process and Defining the
Problem and Research
Objectives

Using Marketing Research to Help
Clients Make Decisions

Marketers are faced with many challenges
when it comes to managing the brands that
fall under their care. One of the most im-
portant of these challenges is advertising.

Although generally expensive, when market-

ers get it right, advertising not only makes

potential consumers aware of the brand but

Jeff Min.ier is also shapes perceptions of the brand to match
S}?I_(P;E}Sliizct:’@ the preferred positioning needed to maximize

Mr. Minier has an brand value. Ultimately, advertising helps turn

MMR, Southern
Illinois University-
Edwardsville and
has almost 20 years
of experience in the
marketing research
industry.

potential buyers into actual buyers, generating
increased profit for the brand’s manufacturer.
Effective advertising can become a bargain
regardless of its cost. If you get it wrong, the
brand image will suffer, sales won't grow, and
the marketer might end up looking for a new
job. As such, market research plays a huge role in maximizing the suc-
cess of advertising investments and minimizing the chance of failure.
Like a lot of marketing components, the advertising process starts
as a series of questions deep in the mind of a marketer. The answers
to these questions will help narrow down a seemingly endless supply
of possible choices in putting together an advertising campaign. What
should the ad communicate about the brand? What tone should the ad
take? What content should be included in the ad? What images and text
should be used? What messages should be conveyed? Who is the audi-
ence for our advertising? Where should we advertise? How frequently
should we advertise? How much should we spend on advertising? These

are decisions all clients must make. A situation analysis, sometimes aided



by exploratory-qualitative research, is designed to facilitate these de-
cisions. As you will learn in this chapter, the decisions facing clients
drive the research.

To illustrate, let's take the example of a project we recently
worked on for a client who needed help with its national advertising
campaign. Our client had determined that it needed to create adver-
tising for a health product for horses. Based on qualitative research
with horse owners, we had come up with four different ads. However,
managers for the client firm could not choose which ad to run because
they weren't sure which one of the four would have the most impact
with consumers. Because both the benefits of success and the costs of
failure are high, they needed to get it right; they needed to pick the
right ad for their national campaign. At this point, our client had to
choose from among four decision alternatives: ad copy 1, 2, 3, or 4.

Marketing researchers must choose the type of information to provide clients that will en-
able them to choose from among the decision alternatives. In this example, what should we mea-
sure to allow our client to choose the “right” ad copy? Marketers attribute many constructs to
"good" ads: Which one of these ads has the most "“stopping power”? In other words, will horse
owners even notice the ad among the sea of articles and other ads in a magazine? Which ad is
the most relevant to the horse owner? Which is the most believable? Which is the most memo-
rable? Which ad would do the best job in persuading horse owners to try the product? To help
our client answer those questions, we also faced decisions to establish our research objectives:
what type of information (construct/s) to
measure, from which consumers to obtain LLLLLLLI I T ‘ |
information, and how to evaluate the s ~ rT PR
information gathered in the research. ‘ [T TT""’ '

Fortunately, at GfK® we have a pro- - ' i_*
prietary tool for ad testing called Ad Chal- e
lenger®. This tool helps us ensure that we
achieve our research objectives using a [ |4
procedure that has stood the test of the
marketplace and is thoroughly tested. .

Once we determined what informa-
tion we needed to collect, like all market
research projects, these questions were
transformed into a series of objectives |

that became the basis for our study. After
Photo: Monkey Business/Fotolia

Text and images: By
permission, Jeff Minier,
GfK Kinitec®.
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CHAPTER 3 ¢ THE MARKETING RESEARCH PROCESS AND DEFINING THE PROBLEM AND RESEARCH OBJECTIVES

defining the objectives, a questionnaire was designed to tackle each objective with a com-
plete picture of exactly what the study outputs would look like at the end of the research.
The process of marketing research—the focus of this chapter—provided our client with the
information needed to choose from among the four different ads. Ad Challenger® identified
the ad with the best scores on several constructs, including recall levels, most liked execution
and most appealing, easiest to understand, and the strongest link between product and the
main benefit. Access to this information facilitated the client’s comparison and ranking of the
four decision alternatives. Marketing research made a complex and important decision easy for

the client. That is how we provide our clients with the insight they need to solve their problems.

GfK is one of the world’s largest research companies, with more than 11,000 experts
working to discover new insights about the way people live, think, and shop, in more than
100 markets, every day. GfK is constantly innovating to use the latest technologies and the
smartest methodologies to give its clients the clearest understanding of the most important
people in the world: their customers. In 2010, GfK’s sales amounted to EUR 1.29 billion. To

find out more, visit www.gfk.com or follow GfK on Twitter (www.twitter.com/gfk_group).

e could not have a better opening to this foundational chapter than the example

provided by marketing research professional Jeff Minier. In the first chapter we

introduced the different areas of marketing research such as pricing or distribution
research. Minier’s example is a perfect illustration of the use of marketing research in the area
of promotion, specifically advertising research. The experience he has shared is illustrative
of several important concepts you are about to learn. It illustrates how clients’ problems are
viewed in terms of selecting from among decision alternatives. He also touches on what his
firm had to do in terms of research objectives and how his firm moved through the research
process. We begin this chapter by introducing this research process. Next, we focus on the
first three steps in the process: the decision to conduct marketing research, the decision alter-
natives, and development of research objectives.

The Marketing Research Process

THE 11-STEP PROCESS

There are many facets to what we call marketing research. Many different research choices
come to mind when we think of research: forecasting models that predict sales of new prod-
ucts, measures of customer satisfaction, in-depth interviews to discover consumers’ concerns,
national polls, and experiments to determine the most eye-catching package design, to name
just a few examples. Researchers choose from many, seemingly disorganized sets of alterna-
tive approaches in tackling a research project. Fortunately, there is a process, and understand-
ing and adhering to that process provides researchers with direction. Colleen Moore-Mezler,
PRC and President of Moore Research Services, stated:

Here at Moore Research we deal with different types of problems, varying client indus-
tries, changes in our clients” markets as their customers and competition adjust to seem-
ingly constant environmental changes. To help us deal with this complexity, researchers
have a stabilizing framework upon which we rely to help us sort out each client situa-
tion. We do not all share the same framework but many of us agree that there is great
value in viewing marketing research as a series of steps making up the process.’


www.gfk.com
www.twitter.com/gfk_group
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Step 1: Establish the need for marketing research I—I

v
Step 2: Define the problem h
v
Step 3: Establish research objectives I—l
v
Step 4: Determine research design I—l
v

Step 5: Identify information types and sources I—l
v

Step 6: Dete