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FOREWORD

he world of business is moving more rapidly than ever, meaning the intelligent and
thoughtful use of research is critical to keeping pace. Undoubtedly, the most success-
ful people will have a broad base of education, high levels of communication skills, and
creative approaches to the opportunities racing toward us. It is a significant achieve-
ment when a textbook such as Dr. Malhotra’s allows the classroom to become a source
of these skills and greatly enhance the employability of the students.
This text has already proven its worth as one of the most successful in the field,
with well over 140 universities using it in the United States and eight foreign-language
and several different English-language editions in print. It is unsurpassed in presenting
the fundamentals that allow your students to become researchers and intelligent users of
research. The real-life examples, titled Real Research, bring students closer to the world
businesspeople face daily. At every step, they can relate to the ongoing Department Store
Project, the HP running case, and the practical vignettes that bring the educational material to a
realistic and practical level. These materials are complemented by Active Research, Experiential
Research, and exercises that offer additional hands-on experience. There is pervasive empha-
sis on social media, mobile marketing research, ethics, and international marketing research.
The text’s grasp of the leading edge of research is evident in its integration of modern tools of
research such as the Internet, computer analytic software, and the latest management practices.
The demonstration movies, screen captures, and step-by-step instructions for running SPSS and
SAS programs provide the most extensive help available for learning these statistical packages.
We at Burke, Inc. are pleased to be asked to contribute again to a new edition. We have
shared our experiences as well as our philosophies, technical skill, and thoughts about the future
of research. This seventh edition of Marketing Research: An Applied Orientation provides the
foundation we believe every student should have. We are confident you will find its combination
of theory, practice, and sound advice to be of great value to both you and your students.

Jeff Miller, Ph.D.
President and CEO, Burke, Inc.
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PREFACE

Helping Teach Students Marketing Research

I wrote this book to provide an applied and practical marketing research text with comprehen-
sive, balanced coverage of both qualitative and quantitative material. It takes the perspective of
a marketing research user and reflects current trends in international marketing research, social
media, mobile marketing research, ethics, and the integration of the Internet and computers. All
chapters focus on the practice of marketing research by featuring a variety of marketing compa-
nies and marketing research organizations. Several features make the book distinctive.

It has a unique applied and managerial orientation, illustrating the interaction between mar-
keting research decisions and marketing management decisions. It also emphasizes a hands-on,
do-it-yourself approach, affording students several opportunities to experience these interac-
tions through pedagogical tools such as Real Research, Active Research, Experiential Research,
Project Research, Live Research, cases, video cases, and extensive review questions, Internet and
computer exercises, role playing, field work, and group discussions. The data analysis chapters
tightly integrate SPSS and SAS, illustrating each step in running these programs in detail and
providing three distinct ways that students can learn the programs on their own: (1) step-by-step
instructions in the book (2) screen captures with notes for each step, and (3) demonstration mov-
ies illustrating each step. This book provides marketing research students the most extensive help
available to learn SPSS and SAS.

The response to the first six editions has been truly gratifying, with more than 144 universi-
ties adopting the book in the United States. The book has been translated into eight languages:
Chinese, Russian, Spanish, Portuguese, French, Hungarian, Bahasa Indonesia, and Japanese.
English-language editions include North American, International, European, Arab, and Indian,
as well as texts for Australia and New Zealand. I want to express my sincere thanks and appre-
ciation to all the professors and students who have contributed to the success of the book as
adopters, users, reviewers, and providers of valuable feedback and encouragement. The seventh
edition attempts to build on this success to make the book even more current, contemporary,
illustrative, and sensitive to user needs.

About the Seventh Edition

The book is organized into three parts, based on a six-step framework for conducting marketing
research. Part I provides an introduction and discusses problem definition, the first and most
important step. The second step in the marketing research process is understanding the nature
and scope of research to develop an approach to the problem. Part II covers research design, the
third step, and describes exploratory, descriptive, and causal research designs in detail. It identi-
fies the types of information marketing research provides and the appropriate scales for obtain-
ing it. We present several guidelines for designing questionnaires and explain the procedures,
techniques, and statistical considerations in sampling.

Part III presents a practical and managerially oriented discussion of fieldwork, the fourth step
in the marketing research process. It also covers data preparation and analysis, the fifth step. We
discuss the basic and advanced statistical techniques in detail, with emphasis on procedures, inter-
pretation of results, and managerial implications rather than on statistical elegance. We feature four
statistical packages—SPSS, SAS, MINITAB, and Excel—but our focus is on SPSS and SAS.

Specifically, the seventh edition contains the following:

1. Integration of Social Media. The seventh edition features an innovative and pervasive
integration of social media. There is a separate section entitled “Marketing Research and
Social Media” in each chapter, except the data analysis chapters. In addition, the use of
social media is discussed in several other sections of the chapter, including end of chapter
questions, HP running case, cases, and video cases. We focus on social media both as an
application of marketing research and as a domain in which to conduct marketing research.
While we do not expect social media research to replace traditional marketing research, we
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predict that social media will become an increasingly important domain that complements
traditional marketing research.

2. Integration of Mobile Marketing Research. The seventh edition features a pioneering
and pervasive integration of mobile marketing research (MMR). There is a separate section
entitled “Mobile Marketing Research” in each chapter, except the data analysis chapters. In
addition, MMR is discussed in several other sections of the chapter, including end of chap-
ter questions.

3. Added Emphasis on SPSS and SAS. Relevant chapters contain a special section on SPSS
Windows along with another on SAS Enterprise Guide, that illustrate the relevant programs
and the steps required to run them. The Companion Web site provides SPSS and SAS files
for all input data sets featured in the data analysis chapters (Chapters 14 through 22), input
data sets that appear in Internet and Computer Exercises, input data sets for cases (Cases
1.1,3.1,3.2,3.3, 4.1, and 4.2), and the Wal-Mart project. The SAS steps that are illustrated
apply to the SAS Enterprise Guide, the user interface for SAS OnDemand for Academics.
The Companion Web site can be accessed at www.pearsonglobaleditions.com.

4. Video Cases. Each chapter of the book, except the data analysis chapters, is accompanied
by a video and video case written from a marketing research perspective with marketing
research questions. Videos are available at www.pearsonglobaleditions.com and solutions
appear in the Instructor’s Manual.

Instructor Teaching Resources

Marketing Research comes with the following teaching resouces:

Supplements available to instructors
at www.pearsonglobaleditions.com Features of the Supplement

Instructor’s Manual  Chapter-by-chapter summaries
» Examples and activities not in the main book
 Teaching outlines
¢ Teaching tips
 Solutions to all questions and problems in the book
Test Bank 2,200 multiple-choice, true/false, short-answer, and
graphing questions with these annotations:

¢ Difficulty level (1 for straight recall, 2 for some analy-
sis, 3 for complex analysis)

* Type (Multiple-choice, true/false, short-answer, essay)

* Topic (The term or concept the question supports)

* Learning outcome

* AACSB learning standard (Written and Oral Communi-
cation; Ethical Understanding and Reasoning; Analyti-
cal Thinking; Information Technology; Interpersonal
Relations and Teamwork; Diverse and Multicultural
Work; Reflective Thinking; Application of Knowledge)

* Page number in the text

Computerized TestGen TestGen allows instructors to:

» Customize, save, and generate classroom tests

» Edit, add, or delete questions from the Test Item Files
* Analyze test results

* Organize a database of tests and student results

PowerPoints PowerPoints meet accessibility standards for students with
disabilities. Features include, but not limited to:

* Keyboard and Screen Reader access

 Alternative text for images

* High color contrast between background and fore-
ground colors


http://www.pearsonglobaleditions.com
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PREFACE 23

Supplements available to instructors
on the Companion Web site Features of the Supplement

Data Set and Files » Data for Case 1.1 HP; Case 3.1 AT&T; Case 3.2 IBM;
Case 3.3 Kimberly-Clark; Case 4.1 JPMorgan Chase
and Case 4.2 Wendy’s given in the book (SPSS and
SAS). The output files containing the answers to the
data analysis questions are also provided.

¢ Data files for Wal-Mart running project and output files
containing the answers to data analysis in the associated
project activities.

* Data files for all the Internet and Computer Exer-
cises (SPSS and SAS). The output files containing
the answers to the data analysis questions are also
provided.

 Data file for the data set(s) used in each data analysis
chapter (SPSS and SAS). The output files containing
the analysis are also provided.

* SPSS and SAS computerized demonstration movies

* SPSS and SAS screen captures with notes

Marketing Research, 7th Edition, Global Edition, is available as an eBook and can be purchased
at most eBook retailers.
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COMMENDATION

n a world awash with cheap behavioral data, it is tempting to believe that answers to
questions concerning consumer behavior can all be answered through the application
of analytics. Additionally, the advent of inexpensive, automated survey research plat-
forms beckons not just researchers, but everyone, to put surveys up online at the drop
of a hat without really understanding the science behind them. Combine these with a
belief in “good enough” and you have a recipe for disastrous and expensive mistakes.
It is this, above all, that makes Marketing Research: An Applied Orientation, Seventh
Edition such an important and essential companion to the researcher and marketer alike.
Marketing Research is both science and art and this edition provides a secure grounding

in the application of both in the pursuit of accurate and impactful insights that can drive
business decisions.

Simon Chadwick, Managing Partner, Cambiar Consulting
Chairman, Insights Association

Editor-in-Chief, Research World
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INTRODUCTION AND
EARLY PHASES OF
MARKETING RESEARCH

In this part, we define and classify marketing
research and set out a six-step marketing
research process. We discuss the nature and
scope of marketing research and explain its role
in marketing decision making. We describe the
marketing research industry and the many
exciting career opportunities in this field. We
discuss problem definition, the first and the most
important step, in detail. Finally, we describe the
development of an approach to the problem, the
second step in the marketing research process,
and discuss in detail the various components of
the approach. The perspective given in these
chapters should be useful to both marketing

decision makers and researchers.

—_—

Introduction to Marketing
Research 28

Defining the Marketing

Research Problem and Developing
an Approach 57
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CHAPTER

Introduction to Marketing
Research

“ The role of a marketing researcher must include
consulting skills, technical proficiency, and business
sense. The focus of the role 1s to provide information
and insights to identify marketing problems and

solutions in such a way that action can be taken. 99

Jeff Miller, President and CEO, Burke, Inc.

Courtesy of Jeff Miller

After reading this chapter,
the student should be able to:

1.1 Define marketing research and distinguish between problem-identification
research and problem-solving research.

1.2 Describe a framework for conducting marketing research as well as the six steps of
the marketing research process.

1.3 Understand the nature and scope of marketing research and its role in designing
and implementing successful marketing programs.

1.4 Explain how the decision to conduct marketing research is made.

1.5 Discuss the marketing research industry and the types of research suppliers,
including internal, external, full-service, and limited-service suppliers.

1.6 Describe careers available in marketing research and the backgrounds and skills
needed to succeed in them.

1.7 Acquire an appreciation of the international dimension and the complexity
involved in international marketing research.

1.8 Describe the use of social media as a domain in which to conduct marketing research.

1.9 Discuss the developing field of mobile marketing research and its advantages and
disadvantages.

1.10 Gain an understanding of the ethical aspects of marketing research and the
responsibilities each of the marketing research stakeholders have to themselves,
one another, and the research project.
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Marketing research comprises one of
the most important and fascinating
facets of marketing. In this chapter,
we give a formal definition of market-
ing research and classify marketing
research into two areas: problem-
identification and problem-solving
research. We provide several real-life
examples to illustrate the basic con-
cepts of marketing research. We
describe the marketing research proc-
ess and the six steps that are
involved in conducting research and
discuss the nature of marketing
research, emphasizing its role of pro-
viding information for marketing deci-
sion making. Next, we provide an
overview of marketing research sup-
pliers who collectively constitute the
marketing research industry, along
with guidelines for selecting a sup-
plier. The demand for well-executed

marketing research leads to many
exciting career opportunities, which
we describe.

Several real-life examples,
entitled “Real Research,” are given in
each chapter to illustrate the various
concepts. We examine a department
store patronage project, which was an
actual marketing research project
conducted by the author, and use it as
a running example throughout the
book. The scope of this project has
been expanded in the seventh edition
to include questions, and we make
available the relevant data for
analysis. These “Project Research”
sections appear in each chapter.
Throughout this book, we also discuss
applications to contemporary issues
of importance in the current
marketing and marketing research
environment: international marketing

research, social media, mobile
marketing research, and ethics. The
extensive and pervasive emphasis on
social media as a domain to conduct
marketing research and the use of
mobile marketing research are new to
the seventh edition. Each chapter
includes several Internet and
hands-on applications of marketing
research in the form of “Active
Research” and “Experiential
Research” illustrations with exercises,
other emphases that pervade the
entire book. For instructors wishing to
implement a real-life marketing
research project, we include a section
titled “Live Research: Conducting a
Marketing Research Project.” Perhaps
there is no better way to present an
overview than to give a few examples
that provide a flavor of the varied
nature of marketing research.

Real Research

EgyptAir Holding Company, a public sector company with
11 subsidiaries, commissioned a marketing research
agency to conduct a marketing feasibility study of its
current ticketing offices across the world and the market

EgyptAir: Taking Flight

potential to open new ticketing offices in proposed

locations worldwide. The Company hoped to boost its
marketing-based competitiveness as a member of Star
Alliance by closing down present ticketing offices with

Ivan Cholakov/Shutterstock
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limited economies of scale, augmenting present ticketing
offices with high demand, opening new ticketing offices
with high market potential, and avoiding opening new
ticketing offices with low market potential.

The intent of the marketing effectiveness study is to
help accomplish its strategic and core agenda for the next
five years. The long-term marketing goal is for the com-
pany to build a unique business portfolio superior to its
direct competitors under a specific environmental market-
ing context in terms of economic, political-legal, socio-
cultural, demographic-firmgraphic, technological, and
natural dimensions. The following consulting activities have
been undertaken:

1. A marketing evaluation study based on benchmarks
for existing ticketing offices in terms of sales turnover,
marketing ROI, market share, brand equity, customers
satisfaction, and market orientation

2. A market potential and initial demand and sales fore-
cast for target ticketing office locations in terms of
their size, existing patterns, emerging trends, time
extrapolations, and growth drivers

3. An exploratory market survey of target markets to
augment forecasted demand and sales through

competitive analysis and by examining customers’
needs, buying behavior, profiles, and values

4. Deciding on the best strategic options for market pen-
etration and development through effective targeting
and positioning of its portfolio of destinations in terms
of differentiation, cost leadership, and focus

This project relied on a hybrid methodology of explor-
atory, descriptive, normative, and causal designs. For data
collection and interpretation, the methods included the quota
sampling plan, theoretical analysis of relevant literature, analy-
sis of secondary data, qualitative methods (in-depth inter-
views and focus groups), and multivariate data analysis.

The project has delivered the following outputs: (1) a
future-oriented marketing effectiveness audit of existing
ticketing offices; (2) an integrated market potential for the
proposed ticketing offices locations; (3) an exploratory
marketing survey report of target market segments for the
proposed ticketing offices locations; (4) an initial action-
oriented and benchmarked market penetration and devel-
opment strategy for existing and proposed ticketing offices
locations, and (5) benchmarks for monitoring and evaluating
the strategic marketing performance of the proposed stra-
tegic marketing design over the next five years.

Real Research

Many of the nation’s largest corporations are realizing that
the information they can get from clients and customers
through marketing research can best be used if it is pro-
vided each day. How about each minute? This is the basis
upon which a company called Satmetrix (www.satmetrix
.com), a customer feedback solution company, operates in
real time. The Satmetrix Customer Relationship program is
designed to maximize the impact of customer interactions
by continuously gathering and transforming customer dia-
logues into potential actions that can be taken to increase
sales and customer satisfaction. This program is focused
on feeding the voice of the customers back into the orga-
nization. Not only can customers go online and submit
complaints and suggestions to the company, but Satmetrix
also hosts live chat sessions for users of certain products.
All of this is done with the aim of capturing the true words
and emotions of consumers and in turn using this informa-
tion to improve or develop products and services.
Satmetrix capitalizes on the need for “live” marketing
research.

As of 2018, the Internet continues to revolutionize
the marketing research process. With the use of online
services, there is no need for extra data input that tradi-
tional research methods require. Satmetrix itself is not

Satmetrix Puts Customer Metrics in Real Time

the traditional full-service supplier of marketing research.
As a standardized limited-service provider, the company
does not get involved with every aspect of the research
process. The approach, design, and data preparation are
the same for each customer, and these are the parts of
the research process with which the company is
involved.

Satmetrix’s service, however, aids clients in identifying
any problems with products through customer feedback
and with problem solving, especially if customers give sug-
gestions. For example, network station NBC (www.nbc
.com) takes advantage of Satmetrix services to obtain feed-
back from viewers. It helps the network to learn what view-
ers are looking for, their likes, and their dislikes. Ideally, the
feedback is used and television shows are altered to more
closely suit viewers' tastes and desires, thus leading to an
increased number of people tuning in to watch the shows.
As a result, in 2017, NBC claimed the number one spot in
a wide range rage of show categories: Drama (This Is Us),
Reality Show (The Voice), Primetime Show (Sunday Night
Football), Late Night (The Tonight Show Starring Jimmy
Fallon, Late Night with Seth Meyers, Saturday Night Live),
and Broadcast News (Nightly News with Lester Holt, Meet
the Press, TODAY)."
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Real Research Fast ... Fruit?

Average consumers have become more concerned with
health and nutrition. Obesity lawsuits have been filed against
fast-food giants that have offered only fatty, greasy burgers
and fries. As a result, many fast-food chains are now offering
healthier alternatives, such as salads and fresh fruit, as well
as decreasing serving sizes. It seems that this shift toward
healthier fare is paying off for fast-food chains. According to
the Quick-Track® research study conducted by Sandelman,
a market research firm for foodservice companies, (www
.sandelman.com), Americans are satisfied with fast food.

The Quick-Track is a syndicated market research project
conducted quarterly to track key consumer behavioral and
attitudinal measures for all major fast-food and pizza chains
in individual markets. In this study, each quarter 400
respondents are surveyed in each market via a combination
of telephone (landline and mobile) and Internet interviews
in more than 100 markets representing a wide range of
demographics. Telephone respondents are selected via a
computer-generated random sample of listed and unlisted
telephone numbers, and online respondents are selected
from a panel of more than 5 million Internet users.

In a recent project, respondents were asked their opin-
ions of past visits to each fast-food restaurant chain within
the last three months. They were asked to rate their opin-
ions on the overall restaurant experience as well as on 12
specific attributes such as food, service, cleanliness, and
value. The responses were scored on a scale with 1 = Poor
and 5 = Excellent. To ensure reliability and representative-
ness of the population, only chains with a minimum of 150
responses were considered. The three most important attri-
butes for respondents were cleanliness (77 percent rated it
as extremely important), food taste and flavor (74 percent),

and order accuracy (66 percent). The availability of healthy
and nutritious food is increasing in importance among
respondents, with 40 percent rating it as extremely impor-
tant. The overall increase in satisfaction with fast-food chains
can be attributed to the chains’ responsiveness to customer
demands for food quality, taste, health, and nutrition.

One example of how fast-food chains respond to the
consumer's desire for healthier tasty food offerings is to
provide fresh fruit as a menu option. Wendy’s, for example,
is now offering fresh fruit bowls as an entrée or as a des-
sert. McDonald's is offering a fruit and walnut salad, and
IHOP is selling fruit plate entrées. According to Wendy'’s,
now’s the time for fruit, because people are looking for dif-
ferent and new tastes and for healthier alternatives. These
are not isolated examples in the food industry. According
to marketing research firm NPD Group (www.npd.com),
fruit consumption in restaurants is on the increase.?

These examples illustrate the crucial role played by marketing research in designing and imple-
menting successful marketing programs.’ Note that marketing research is being used by all kinds
of organizations, such as Boeing, NBC, and fast-food restaurants (McDonald’s, Wendy’s, [HOP).
Furthermore, marketing research has become global (Harris Poll/Nielsen), real time (Satmetrix),
and much more integrated with marketing and product development (McDonald’s, Wendy’s,
IHOP). These examples illustrate only a few of the methods used to conduct marketing research:
telephone, mobile, personal, and online surveys; focus groups; in-depth interviews; and the use

of the Internet as a source of information. This book will introduce you to the full complement of

marketing research techniques and illustrate their applications in formulating effective marketing
strategies. Perhaps the role of marketing research can be better understood in light of its definition.

Definition of Marketing Research

The American Marketing Association formally defines marketing research as the following:

Marketing research is the function that links the consumer, customer, and public to the
marketer through information—information used to identify and define marketing

Kristoffer Tripplaar/Alamy Stock Photo
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marketing research
The systematic and
objective identification,
collection, analysis, dis-
semination, and use of
information for the pur-
pose of assisting manage-
ment in decision making
related to the identifica-
tion and solution of prob-
lems (and opportunities) in
marketing.

problem-identification
research

Research that is under-
taken to help identify
problems that are not nec-
essarily apparent on the
surface and yet exist or are
likely to arise in the future.

problem-solving
research

Research that is under-
taken to help solve spe-
cific marketing problems.

opportunities and problems; generate, refine, and evaluate marketing actions; monitor mar-
keting performance; and improve understanding of marketing as a process. Marketing
research specifies the information required to address these issues, designs the method for
collecting information, manages and implements the data collection process, analyzes the
results, and communicates the findings and their implications.*

As of 2017, the American Marketing Association’s Web site (www.ama.org) supplies mar-
keting professionals with information on marketing careers, “Best Practices” articles, and indus-
try trends. For the purpose of this book, which emphasizes the need for information for decision
making, marketing research is defined as follows:

Marketing research is the systematic and objective identification, collection, analysis,
dissemination, and use of information for the purpose of improving decision making
related to the identification and solution of problems and opportunities in marketing.

Several aspects of this definition are noteworthy. First, marketing research is systematic.
Thus, systematic planning is required at all stages of the marketing research process. The proce-
dures followed at each stage are methodologically sound, well documented, and, as much as
possible, planned. Marketing research uses the scientific method in that data are collected and
analyzed to test prior notions or hypotheses.

Marketing research attempts to provide accurate information that reflects a true state of
affairs. It is objective and should be conducted impartially. Although research is always influ-
enced by the researcher’s philosophy, it should be free from the personal or political biases of the
researcher or the management. Research that is motivated by personal or political gain involves
a breach of professional standards. Such research is deliberately biased so as to result in prede-
termined findings. The motto of every researcher should be, “Find it and tell it like it is.”

Marketing research involves the identification, collection, analysis, dissemination, and use
of information. Each phase of this process is important. We identify or define the marketing
research problem or opportunity and then determine what information is needed to investigate it.
Because every marketing opportunity translates into a research problem to be investigated, the
terms “problem” and “opportunity” are used interchangeably here. Next, the relevant informa-
tion sources are identified and a range of data collection methods varying in sophistication and
complexity are evaluated for their usefulness. The data are collected using the most appropriate
method; they are analyzed and interpreted, and inferences are drawn. Finally, the findings, impli-
cations, and recommendations are provided in a format that allows the information to be used for
marketing decision making and to be acted upon directly. The next section elaborates on this
definition by classifying different types of marketing research.’

A Classification of Marketing Research

Our definition states that organizations engage in marketing research for two reasons: (1) to iden-
tify and (2) to solve marketing problems. This distinction serves as a basis for classifying market-
ing research into problem-identification research and problem-solving research, as shown in
Figure 1.1.

Problem-identification research is undertaken to help identify problems that are, perhaps,
not apparent on the surface and yet exist or are likely to arise in the future. Examples of problem-
identification research include market potential, market share, brand or company image, market
characteristics, sales analysis, short-range forecasting, long-range forecasting, and business
trends research. A survey of companies conducting marketing research indicated that 97 percent
of those who responded were conducting market potential, market share, and market characteris-
tics research. About 90 percent also reported that they were using other types of problem-
identification research. Research of this type provides information about the marketing
environment and helps diagnose a problem. For example, a declining market potential indicates
that the firm is likely to have a problem achieving its growth targets. Similarly, a problem exists
if the market potential is increasing but the firm is losing market share. The recognition of eco-
nomic, social, or cultural trends, such as changes in consumer behavior, may point to underlying
problems or opportunities.6

Once a problem or opportunity has been identified, problem-solving research is under-
taken to arrive at a solution. The findings of problem-solving research are used in making
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FIGURE 1.1
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decisions that will solve specific marketing problems. Most companies conduct problem-solving
research.” Table 1.1 shows the different types of issues that are addressed by problem-solving
research, including segmentation, product, pricing, promotion, and distribution research.

Classifying marketing research into two main types is useful from a conceptual as well as a
practical viewpoint. However, problem-identification research and problem-solving research go
hand in hand, and a given marketing research project may combine both types of research. This
was illustrated in the opening Boeing example. The consumer surveys identified potential
demand for smaller planes (problem identification). Subsequent product research led to the intro-
duction of the new versions of the Boeing 737 MAX, which cater to the 100- to 215-seat market
(problem solving). Kellogg’s provides another example.

TABLE 1.1

Problem-Solving Research

Segmentation Research

Determine basis of segmentation

Establish market potential and responsiveness for various segments

Select target markets and create lifestyle profiles, demography, media, and product image

characteristics

Product Research

Test concept

Optimal product design

Package tests

Product modification

Brand positioning and
repositioning

Test marketing

Control store tests

Pricing Research

Importance of price in brand selection
Pricing policies

Product line pricing

Price elasticity of demand

Response to price changes

Promotional Research
Optimal promotional budget
Sales promotion relationship
Optimal promotional mix
Copy decisions

Media decisions

Creative advertising testing
Claim substantiation

Evaluation of advertising effectiveness

Distribution Research

Type of distribution

Attitudes of channel members

Intensity of wholesale and retail coverage
Channel margins

Location of retail and wholesale outlets
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Real Research Special K Nourish Nourishes Kellogg’s Sales

Kellogg's (www.kelloggs.com), marketing its products in
more than 180 countries as of 2017, experienced a slump
in the market and faced the challenge of reviving low
cereal sales. Through problem-identification research,
Kellogg's was able to identify the problem and, through
problem-solving research, develop several solutions to
increase cereal sales.

Kellogg's performed several tasks to identify the prob-
lem. The researchers spoke to decision makers within the
company, interviewed industry experts, conducted analysis
of available data, analyzed social media data, performed
qualitative research, and surveyed consumers about their
perceptions and preferences for cereals. Several important
issues or problems were identified by this research. Current
products were being targeted to kids, bagels and muffins
were winning as favored breakfast foods, and high prices
were turning consumers to generic brands. Some other
information also came to light during the research. Adults

wanted quick foods that required very little or no prepara-
tion. These issues helped Kellogg's identify the problem. It
was not being creative in introducing new products to
meet the needs of the adult market.

After defining the problem, Kellogg’s went to work on
solutions. It developed and tested several new flavors of cere-
als using mall intercept interviews with adult consumers.
Based on the results, Kellogg's introduced new flavors that
were more suited to the adult palate but were not the taste-
less varieties of the past. For example, in 2016 it introduced
Special K Nourish consisting of multigrain flakes made with
quinoa, wholesome granola, sliced almonds, delicious apples,
and raspberries. The new cereal and nut bar were supported
by an ad campaign and major in-store promotions.

Through creative problem-identification research fol-
lowed by problem-solving research, Kellogg’s has not only
seen an increase in sales but also has increased consump-
tion of cereal at times other than just breakfast.®

Visit www.nfl.com and search the Internet, including social media and your library’s online databases,
to obtain information on women'’s attitudes toward the National Football League (NFL).

As the marketing director of the NFL, what marketing strategies would you formulate to target
female fans? The NFL would like to appeal to more female fans. What kind of marketing

research would you recommend?

Problem-identification research and problem-solving research not only go hand in hand, as
shown by the Kellogg’s example, but they also follow a common marketing research process.

The Marketing Research Process

marketing research
process

A set of six steps defining
the tasks to be accom-
plished in conducting a

We conceptualize the marketing research process as consisting of six steps. Each of these steps
is discussed in detail in subsequent chapters; thus, the discussion here is brief.

Step 1: Problem Definition

marketing research study.
These include problem
definition, development of
an approach to the prob-
lem, research design for-
mulation, fieldwork, data
preparation and analysis,
and report preparation
and presentation.

The first step in any marketing research project is to define the problem. In defining the problem,
the researcher should take into account the purpose of the study, the relevant background infor-
mation, the information needed, and how it will be used in decision making. Problem definition
involves discussion with the decision makers, interviews with industry experts, analysis of sec-
ondary data, and, perhaps, some qualitative research, such as focus groups. Once the problem has
been precisely defined, the research can be designed and conducted properly. (See Chapter 2.)

Step 2: Development of an Approach to the Problem

Development of an approach to the problem includes formulating an objective or theoretical
framework, analytical models, research questions, and hypotheses and identifying the
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information needed. This process is guided by discussions with management and industry
experts, analysis of secondary data, qualitative research, and pragmatic considerations. (See
Chapter 2.)

Step 3: Research Design Formulation

A research design is a framework or blueprint for conducting the marketing research project. It
details the procedures necessary for obtaining the required information, and its purpose is to
design a study that will test the hypotheses of interest, determine possible answers to the research
questions, and provide the information needed for decision making. Conducting exploratory
research, precisely defining the variables, and designing appropriate scales to measure them are
also a part of the research design. The issue of how the data should be obtained from the respon-
dents (for example, by conducting a survey or an experiment) must be addressed. It is also neces-
sary to design a questionnaire and a sampling plan to select respondents for the study. More
formally, formulating the research design involves the following steps:

1. Definition of the information needed

Secondary data analysis

Qualitative research

Methods of collecting quantitative data (survey, observation, and experimentation)
Measurement and scaling procedures

Questionnaire design

Sampling process and sample size

Plan of data analysis

RN ®D

These steps are discussed in detail in Chapters 3 through 12.

Step 4: Fieldwork or Data Collection

Data collection involves a field force or staff that operates either in the field, as in the case of
personal interviewing (in-home, mall intercept, or computer-assisted personal interviewing),
from an office by phone (telephone, computer-assisted telephone interviewing, or mobile),
through the mail (traditional mail and mail panel surveys with prerecruited households), or elec-
tronically (email or Internet). Proper selection, training, supervision, and evaluation of the field
force help minimize data-collection errors. (See Chapter 13.)

Step 5: Data Preparation and Analysis

Data preparation includes the editing, coding, transcription, and verification of data. Each ques-
tionnaire or observation form is inspected or edited and, if necessary, corrected. Number or letter
codes are assigned to represent each response to each question in the questionnaire. The data
from the questionnaires are transcribed or input directly into the computer. The data are analyzed
to derive information related to the components of the marketing research problem and, thus, to
provide input into the management decision problem. (See Chapters 14 through 22.)

Step 6: Report Preparation and Presentation

The entire project should be documented in a written report that addresses the specific research
questions identified; describes the approach, the research design, data collection, the data analy-
sis procedures adopted, and presents the results and the major findings. The findings should be
presented in a comprehensible format so that management can readily use them in the decision-
making process. In addition, an oral presentation should be made to management using tables,
figures, and graphs to enhance clarity and impact. (See Chapter 23.) The Internet is also being
used to disseminate marketing research results and reports, which can be posted on the Web and
made available to managers on a worldwide basis.

Although we have described the research process as a sequence of steps, it should be noted
that these steps are interdependent and iterative. Thus, at each step, the researcher should not
only look back at the previous steps but also look ahead to the following steps. As indicated by
the Marriott example that follows, our description of the marketing research process is typical of
the research being done by major corporations.
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Real Research

Marriott International, Inc. (www.marriott.com) is a leading
worldwide hospitality company. Its heritage can be traced
to a root beer stand opened in Washington, D.C., in 1927
by J. Willard and Alice S. Marriott. As of 2017, Marriott
International had nearly 4,500 properties in 87 countries
and territories. Its brands include Marriott, Renaissance,
Courtyard, Residence Inn, Fairfield Inn, Towneplace Suites,
Springhill Suites, and Ritz-Carlton.

Marketing research at Marriott is done at the corpo-

Marketing Research at Marriott Corporation

do its own research or to buy it from an outside
organization and, in that case, decide whether to use
multiple firms. Once a decision is made, the data are
collected and analyzed. Then CMS presents the study
findings to the client unit in a formal report. The final
step in the research process is to conduct a constant
dialogue between the client and CMS. During this stage,
CMS may help explain the implications of the research
findings, assist in decision making, or make suggestions

rate level through the Corporate Marketing Services for future research.’
(CMS). Its goal is to provide Marriott managers with the
information that they need to understand the market and
the customer. CMS does many different types of
research. It uses quantitative and qualitative research
approaches such as telephone, Internet and mail surveys,
focus groups, and customer intercepts to gain more
information on market segmentation, product testing,
price sensitivity of consumers, consumer satisfaction,

and the like.

The process of research at Marriott is a simple
stepwise progression. The first steps are to better define
the problem to be addressed and the objectives of the
client unit and to develop an approach to the problem.
The next step is to design the study by formulating a
formal research design. CMS must decide whether to

Marelott

The Role of Marketing Research in Marketing
Decision Making

The nature and role of marketing research can be better understood in light of the basic market-
ing paradigm depicted in Figure 1.2.

The emphasis in marketing is on the identification and satisfaction of customer needs. In
order to determine customer needs and to implement marketing strategies and programs aimed
at satisfying those needs, marketing managers need information. They need information about
customers, competitors, and other forces in the marketplace. In recent years, many factors have
increased the need for more and better information. As firms have become national and interna-
tional in scope, the need for information on larger and more distant markets has increased. As
consumers become more affluent, informed, and sophisticated, marketing managers need better
information on how they will respond to products and other marketing offerings. As competi-
tion becomes more intense, managers need information on the effectiveness of their marketing
tools. As the environment changes more rapidly, marketing managers need more timely
information.'?

The task of marketing research is to assess the information needs and provide manage-
ment with relevant, accurate, reliable, valid, current, and actionable information. Today’s com-
petitive marketing environment and the ever increasing costs attributed to poor decision
making require marketing research to provide sound information. Sound decisions are not
based on gut feeling, intuition, or even pure judgment. In the absence of sound information, an
incorrect management decision may be made, as illustrated by the case of Johnson & Johnson
baby aspirin.

David Zanzinger/Alamy Stock Photo
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Research e Consumers
® Employees
e Shareholders
* Suppliers

I

Uncontrollable

Controllable

Marketing Lomms Environmental
Variables MARKETING Factors
« Product RESEARCH p—
® Pricing ® Technology
* Promotion ® Competition
e Distribution I I I o Laws and
Regulations
Assessing Providin Marketing e Social and
Information Informatic?n Becision Cultural Factors
Needs Making e Political Factors

Marketing Managers

e Market Segmentation

e Target Market Selection
e Marketing Programs

e Performance and Control

Real Research J & J's Gentleness Could Not Handle Pain

Johnson & Johnson (www.jnj.com) is considered the gentleness is not what people want in a baby aspirin.
world’'s most broadly based manufacturer of health care Although baby aspirin should be safe, gentleness per se is
products with more than 250 operating companies in not a desirable feature. Rather, some people perceived

60 countries as of 2018. Despite its success in the industry, that a gentle aspirin might not be effective enough. This is
Johnson & Johnson's attempt to use its company name on an example of what intuitively seemed to be a natural
baby aspirin proved to be unsuccessful. Johnson & move but without proper marketing research turned out to
Johnson baby products are perceived as gentle, but be an incorrect decision.!!

As indicated by the Johnson & Johnson example, marketing managers make numerous stra-
tegic and tactical decisions in the process of identifying and satisfying customer needs. As shown
in Figure 1.2, they make decisions about potential opportunities, target market selection, market
segmentation, planning and implementing marketing programs, marketing performance, and
control. These decisions are complicated by interactions among the controllable marketing vari-
ables of product, pricing, promotion, and distribution. Further complications are added by uncon-
trollable environmental factors such as general economic conditions, technology, public policies
and laws, the political environment, competition, and social and cultural changes. Another factor
in this mix is the complexity of the various customer groups: consumers, employees, sharehold-
ers, suppliers. Marketing research helps the marketing manager link the marketing variables with
the environment and the customer groups. It helps remove some of the uncertainty by providing
relevant information about the marketing variables, environment, and consumers. In the absence
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competitive intelligence
The process of enhancing
marketplace competitive-
ness through a greater
understanding of a firm’s
competitors and the com-
petitive environment.

of relevant information, consumers’ response to marketing programs cannot be predicted reliably
or accurately. Ongoing marketing research programs provide information on controllable and
uncontrollable factors and consumers; this information enhances the effectiveness of decisions
made by marketing managers.'?

Traditionally, marketing researchers were responsible for assessing information needs and
providing the relevant information, whereas marketing decisions were made by the managers.
However, these roles are changing. Marketing researchers are becoming more involved in deci-
sion making, whereas marketing managers are becoming more involved with research. This
trend can be attributed to better training of marketing managers, the Internet and other advances
in technology, and a shift in the marketing research paradigm in which more and more marketing
research is being undertaken on an ongoing basis rather than in response to specific marketing
problems or opportunities.

In essence, marketing research must add value to marketing decision making and, indeed, to the
entire organization. It should be emphasized that marketing managers do not work in isolation from
other functions in the organization. Rather, the marketing orientation embodies a cross-functional
perspective to meet consumer needs and attain long-term profitability. Therefore, marketing research
should interface with the other functions in the organization such as manufacturing, research and
development, finance, accounting, and other functional areas as may be relevant in a given project.

Marketing and marketing research are becoming more and more integrated.'? Marketing
research can greatly enhance the information available to management and improve decision
making. The information obtained through marketing research becomes an integral part of the
firm’s marketing information system (MIS) and decision support system (DSS). Marketing
research also plays a special role in obtaining competitive intelligence.

Marketing Research and Competitive Intelligence

Competitive intelligence (CI) may be defined as the process of enhancing marketplace competi-
tiveness through a greater understanding of a firm’s competitors and the competitive environ-
ment. This process is unequivocally ethical. It involves the legal collection and analysis of
information regarding the capabilities, vulnerabilities, and intentions of business competitors,
conducted by using information databases and other “open sources” and through ethical market-
ing research inquiry.

Although marketing research plays a central role in the collection, analysis, and dissemina-
tion of CI information, CI has evolved into a discipline of its own. Strategic and Competitive
Intelligence Professionals (SCIP) consists of members conducting CI for large and small compa-
nies, providing management with early warning of changes in the competitive landscape. For
more information on competitive intelligence, go to SCIP’s Web page at www.scip.org.

The Decision to Conduct Marketing Research

Marketing research can be beneficial in a variety of situations, but the decision to conduct research
is not automatic. Rather, this decision should be guided by a number of considerations, including
the costs versus the benefits, the resources available to conduct the research, the resources avail-
able to implement the research findings, and management’s attitude toward research. Marketing
research should be undertaken when the expected value of information it generates exceeds the
costs of conducting the marketing research project. In general, the more important the decision
confronting managers and the greater the uncertainty or risk facing them, the greater the value of
information obtained. Formal procedures are available for quantifying the expected value as well
as the costs of a marketing research project. Although in most instances the value of information
exceeds the costs, there are instances when the reverse may be true. A pie manufacturer, for exam-
ple, wanted to understand consumers’ purchases of pies in convenience stores. I advised against a
major marketing research project when we discovered that less than 1 percent of the sales came
from convenience stores and that this situation was unlikely to change in the next five years.
Resources, especially time and money, are always limited. However, if either time or money
is not available in adequate amounts to conduct a quality project, then that project probably
should not be undertaken. It is better not to do a formal project than to undertake one in which
the integrity of the research is compromised because of lack of resources, raising ethical issues.
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Likewise, a firm may lack the resources to implement the recommendations arising from the
findings of marketing research. In that case, spending the resources to conduct the research may
not be warranted. If management does not have a positive attitude toward research, then it is
likely that the project report will gather dust after the project is conducted. However, there may
be exceptions to this guideline. I conducted a project for a retail chain with management that was
hostile toward the project, but the research was commissioned and funded by the parent organi-
zation. Although the store management was opposed to the findings, which reflected negatively
on the store chain, the parent company did implement my recommendations.

Other instances may argue against conducting a marketing research project. If the required
information is already available within the organization, the decision for which the research is to
be conducted has already been made, or the research is going to be used for gaining political
ends, then the value of information generated is greatly reduced and the project is generally not
warranted. However, if the decision is made to conduct marketing research, then management
may also rely on the marketing research industry comprising suppliers and services to obtain the
specific information needed.'

The Marketing Research Industry

The marketing research industry consists of suppliers that provide marketing research services.
Marketing research suppliers and services provide most of the information needed for making
marketing decisions. Most of the big suppliers have several subsidiaries and divisions that encom-
pass various areas of marketing research. Nevertheless, it is useful to classify marketing research
suppliers and services. Broadly, research suppliers can be classified as internal or external (see
Figure 1.3). An internal supplier is a marketing research department within the firm. Many
firms, particularly the big ones, ranging from automobile companies (GM, Ford, Chrysler) to
consumer products firms (Procter & Gamble, Colgate Palmolive, Coca-Cola) to banks (JP Mor-
gan Chase, Bank of America), maintain in-house marketing research departments that are an inte-
gral part of the company. The marketing research department’s place in the organizational
structure may vary considerably. At one extreme, the research function may be centralized and
located at the corporate headquarters. At the other extreme is a decentralized structure in which
the marketing research function is organized along divisional lines. In a decentralized scheme, the
company may be organized into divisions by products, customers, or geographical regions, with
marketing research personnel assigned to the various divisions. These personnel generally report
to a division manager rather than to a corporate-level executive. In addition, between these two
extremes, there are different types of organizations. The best organization for a firm depends on
its marketing research needs and the structure of marketing and other functions, although in recent
years there has been a trend toward centralization and a trimming of the marketing research staff.
Internal suppliers often rely on external suppliers to perform specific marketing research tasks.

Marketing Research Suppliers and Services

Research
Suppliers

Internal

Customized
Services

Limited-Service

Syndicated Internet/Social Field Qualitative Technical Other
Services Media Services Services Services and Services
Analytical

Services
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external suppliers

Outside marketing

research companies hired
to supply marketing

research data.

marketing research

industry

The marketing research
industry consists of external
suppliers that provide mar-

External suppliers are outside firms, which are generally independent of the client organi-

zation, hired to supply marketing research services. These external suppliers, which collectively

comprise the marketing research industry, range from small operations (one or a few persons)

to very large global corporations.'® Table 1.2 lists the top 25 global research suppliers.16 External
suppliers can be classified as full-service or limited-service suppliers. Full-service suppliers

offer the entire range of marketing research services, from problem definition, approach develop-

ment, questionnaire design, sampling, data collection, data analysis, and interpretation, to report

keting research services.

preparation and presentation. The services provided by these suppliers can be further broken
down into customized services, syndicated services, and Internet/social media services (see
Figure 1.3).

TABLE 1.2

Top 25 Global Market Research Firms

Global Rank
2016 2015
1 1
2 2
3 3
4 4
5 5
6 6
7 8
8 7
9 9
10 11
11 10
12 12
13 13
14 14
15 16
16 17
17 19
18 18
19 20
20 24
21 21
22 25
23 -
24 23
25 -

Organization

Nielsen Holdings N.V.

Kantar*

IMS Health Inc.
Ipsos SA*#*
GfK SE*#*

IRI
dunnhumby*
Westat

INTAGE Holdings Inc.**

comScore

Wood MacKenzie* **%*

The NPD Group

MACROMILL Inc.

J.D. Power*

ICF International

Video Research Ltd.* **

Decision Resources Group

MaritzCX
Abt SRBI
YouGov

ORC International
Lieberman Research Worldwide

Rentrak
Mediametrie* ***
Cello Health*

Parent Country

u.s

United Kingdom
U.S.

France

Germany

U.S.

United Kingdom
U.S.

Japan

U.S.

United Kingdom
U.S.

Japan

U.S.

U.S.

Japan

U.S.

U.S.

U.s.

United Kingdom
U.S.

U.S.

U.S.

France

United Kingdom

Total Number
of Countries
with Offices and
Wholly-owned
subsidiaries

106
100
105
87
74
9
29

2015
Global Percent
Research of Global
Revenue Revenue from
(Millions of Outside Home

U.S. dollars) Country
$6,172.0 41.6%
$3,710.0 79.7%
$2,921.0 61.4%
$1,980.9 93.1%
$1,712.6 75.3%
$981.0 38.3%
$970.5 61.7%
$509.6 3.6%
$375.7 8.2%
$368.8 27.3%
$364.7 58.1%
$307.7 24.9%
$296.0 30.7%
$273.5 33.8%
$219.4 29.5%
$182.2 0.0%
$167.6 28.1%
$151.6 26.5%
$124.4 4.1%
$122.9 71.8%
$122.3 31.8%
$119.8 30.9%
$116.3 15.0%
$104.9 10.1%
$97.2 42.0%
$22,472.6 55.3%

* Some or all figures are not made available by this company so instead are based upon estimations by the Report authors

** Fiscal year ended March 2016. 2015 currency exchange rate from yen to U.S. dollars decreased percent growth rate.

*** 2015 currency exchange rate from euros to U.S. dollars decreased percent growth rate

Source: Data from The 2016 AMA Gold Global Top 25 Report, Marketing News (October 2016): 36.
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Customized services offer a wide variety of marketing research services customized to suit
a client’s specific needs. Each marketing research project is treated uniquely. Some marketing
research firms that offer these services include Burke, Inc. (www.burke.com) and MaritzCX
(www.maritzcx.com). The survey conducted by Harris Poll for Boeing in the opening example
constituted customized research. A special class of customized services focusing on mobile mar-
keting research is discussed later in the chapter.

Syndicated services collect information of known commercial value that they provide to
multiple clients on a subscription basis. Surveys, panels, scanners, and audits are the main means
by which these data are collected. For example, Nielsen (www.nielsen.com) provides informa-
tion on audience size and demographic characteristics of households watching specific television
programs. The company also provides scanner volume tracking data, such as those generated by
electronic scanning at checkout counters in supermarkets. The NPD Group (www.npd.com)
maintains one of the largest consumer panels in the United States. Quick-Track, conducted by
Sandelman & Associates in the “Fast . . . Fruit” opening example, is another illustration of a
syndicated service. Syndicated services are discussed in more detail in Chapter 4.!7

Internet/social media services are offered by several marketing research firms, including
some that have specialized in conducting marketing research on the Internet. For example,
Toluna (www.toluna-group.com) is a leading digital insights company that maintains the world’s
largest social voting community of 10 million members across 59 countries. The company’s
Toluna PanelPortal™ enables clients to develop their own customized panels. A special class of
Internet services focuses on social media research, and these companies are discussed later in
the chapter.

Limited-service suppliers specialize in one or a few phases of the marketing research proj-
ect, as illustrated by the Satmetrix example in the chapter overview. Services offered by such
suppliers are classified as field services, qualitative services, technical and analytical services,
and other services. Field services collect data through mail, personal, telephone, mobile, or elec-
tronic interviews, and firms that specialize in interviewing are called field service organizations.
These organizations may range from small proprietary organizations that operate locally to large
multinational organizations. Some organizations maintain extensive interviewing facilities across
the country for interviewing shoppers in malls. One firm that offers field services is Field Work
(www.fieldwork.com).

Qualitative services provide facilities and recruitment of respondents for focus groups and
other forms of qualitative research such as one-on-one depth interviews. Some firms may pro-
vide additional services such as moderators and prepare focus group reports. Examples of such
firms include Jackson Associates (www.jacksonassociates.com) and First In Focus Research
(www.firstinfocus.com). Technical and analytical services are offered by firms that specialize
in design issues and computer analysis of quantitative data, such as those obtained in large sur-
veys. Firms such as SDR of Atlanta (www.sdr-consulting.com) offer sophisticated data analysis
using advanced statistical techniques. Sawtooth Technologies (www.sawtooth.com) provides
software for research data collection and analysis. Microcomputers and statistical software pack-
ages enable firms to perform data analysis in-house. However, the specialized data analysis
expertise of outside suppliers is still in demand.

Other services include branded marketing research products and services developed to
address specific types of marketing research problems. For example, Survey Sampling
International (www.surveysampling.com) specializes in sampling design and distribution. Some
firms focus on specialized services such as research in ethnic markets (Hispanic, African, mul-
ticultural). An example firm in this category is Multicultural Insights (www.multicultural-
insights.com).

There are certain guidelines that should be followed when selecting a research supplier,
whether it is a full-service or a limited-service supplier.

Selecting a Research Supplier

A firm that cannot conduct an entire marketing research project in-house must select an external
supplier for one or more phases of the project. The firm should compile a list of prospective sup-
pliers from such sources as trade publications, professional directories, and word of mouth.
When deciding on criteria for selecting an outside supplier, a firm should ask itself why it is
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seeking outside marketing research support. For example, a small firm that needs one project
investigated may find it economically efficient to employ an outside source. A firm may not have
the technical expertise to undertake certain phases of a project, or political conflict-of-interest
issues may determine that a project be conducted by an outside supplier.

When developing criteria for selecting outside suppliers, a firm should keep some basics in
mind. What are the reputations of the suppliers? Do they complete projects on schedule? Are
they known for maintaining ethical standards? Are they flexible? Are their research projects of
high quality? What kind and how much experience do the suppliers have? Have the firms had
experience with projects similar to this one? Do the suppliers’ personnel have both technical and
nontechnical expertise? In other words, in addition to technical skills, are the personnel assigned
to the task sensitive to the client’s needs, and do they share the client’s research ideology? Do
they have Professional Researcher Certification? Can they communicate well with the client?
You can also find checklists for qualifying marketing research suppliers at the Web sites of prom-
inent marketing research associations (e.g., Www.esomar.org).

A competitive bidding process often is used in selecting external suppliers, particularly for
large jobs. Often an organization commissioning research to external suppliers will issue a
request for proposal (RFP), request for information (RFI), request for application (RFA), invita-
tion to bid (ITB), or a similar call, inviting suppliers to submit bids. You can locate actual RFPs
on the Internet by doing a Google advanced search using “RFP” and “Marketing Research.”
Awarding projects based on lowest price is not a good rule of thumb. The completeness of the
research proposal and the criteria discussed earlier must all be factored into the hiring decision.
Moreover, long-term contracts with research suppliers are preferable to selection on a project-
by-project basis. Remember that the cheapest bid is not always the best one. Competitive bids
should be obtained and compared based on quality as well as price. A good practice is to get a
written bid or contract before beginning the project. Decisions about marketing research suppli-
ers, just like other management decisions, should be based on sound information.

The Internet is very efficient for identifying marketing research firms that supply specific
services. Using a search engine, such as Google, several research firms can be identified, and it
is easy to find information on the suppliers at their Web sites. Many sites include information on
company history, products, clients, and employees. For example, www.greenbook.org lists thou-
sands of market research companies, and specific firms can be conveniently located using their
search procedures. Career opportunities are available with marketing research suppliers as well
as with marketing and advertising firms.

Visit www.greenbook.org and identify all the marketing research firms in your local area that
conduct Internet-based surveys.

As the research director for Google, you need to select a marketing research firm that special-
izes in researching consumers shopping on the Internet. Make a list of five such firms. Which
one will you select and why?

As the director of marketing, how would you use information on consumer shopping on the
Internet in redesigning the Google Web site?

Employability in Marketing Research

Employment potential is bright and promising career opportunities are available with marketing
research firms (e.g., the Nielsen Co., Burke, Inc., the Kantar Group). Equally appealing are
careers in business and nonbusiness firms and agencies with in-house marketing research depart-
ments (e.g., Procter & Gamble, Coca-Cola, GM, the Federal Trade Commission, United States
Census Bureau). Advertising agencies (e.g., BBDO International, J. Walter Thompson, Young &
Rubicam) also conduct substantial marketing research and employ professionals in this field.
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Some of the positions available in marketing research include vice president of marketing
research, research director, assistant director of research, project manager, statistician/data proc-
essing specialist, senior analyst, analyst, junior analyst, fieldwork director, and operational
supervisorlg.

The most common entry-level position in marketing research for people with bachelor’s
degrees (e.g., BBA) is an operational supervisor. These people are responsible for supervising a
well-defined set of operations, including fieldwork, data editing, and coding, and may be involved
in programming and data analysis. In the marketing research industry, however, there is a grow-
ing preference for people with master’s degrees. Those with MBA or equivalent degrees are
likely to be employed as project managers. The project manager works with the account director
in managing the day-to-day operations of a marketing research project. The typical entry-level
position in a business firm would be junior research analyst (for BBAs) or research analyst (for
MBAs). The junior analyst and the research analyst learn about the particular industry and
receive training from a senior staff member, usually the marketing research manager. The junior
analyst position includes a training program to prepare individuals for the responsibilities of a
research analyst, including coordinating with the marketing department and sales force to
develop goals for product exposure. The research analyst responsibilities include checking all
data for accuracy, comparing and contrasting new research with established norms, and analyz-
ing primary and secondary data for market forecasting.

As these job titles indicate, people with a variety of backgrounds and skills are needed in
marketing research. Technical specialists such as statisticians obviously need strong backgrounds
in statistics and data analysis. Other positions, such as research director, call for managing the
work of others and require skills that are more general. For descriptions of other marketing
research positions and current salaries, visit www.marketresearchcareers.com. Marketing
research is a growing industry offering attractive employment opportunities.

To prepare for employment and a career in marketing research, you should:

e Take all the marketing courses you can.

e Take courses in statistics and quantitative methods. Knowledge of SPSS and SAS, as
imparted in this book, is very valuable.

e Acquire Internet, social media, and computer skills, as emphasized in this book. Knowl-
edge of programming languages is an added asset.

e Take courses in psychology and consumer behavior.

e Acquire effective written and verbal communication skills.

e Think creatively. Creativity and common sense command a premium in marketing
research.

Marketing researchers should have a liberal education so that they can understand the prob-
lems confronting managers and address them from a broad perspective.19 It is now a well-
accepted paradigm that in order to be a good marketing researcher, you have to be a good
marketing manager and vice versa.

Visit www.sony.com and search the Internet, including social media and your library’s online
databases, to find information on the market for digital cameras.

As the marketing manager for Sony digital cameras, your objective is to increase market share.
What information would you find helpful in achieving this goal?

What kind of marketing research would you undertake to obtain the identified information?
How would you hire a marketing research supplier to conduct this research?

The marketing research process outlined earlier in this chapter was also adopted in the
department store patronage project.
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The Department Store Patronage Project

A department store patronage project that I conducted is used as a running example throughout
this text to illustrate concepts and data analysis procedures. The purpose of this project was to
assess the relative strengths and weaknesses of a major department store relative to a group of
direct and indirect competitors. This store will be referred to as Wal-Mart; the identity of the
actual store has been disguised. The goal was to formulate marketing programs designed to boost
the declining sales and profits of Wal-Mart. Ten major stores, including prestigious department
stores (e.g., Saks Fifth Avenue, Neiman-Marcus), national chains (e.g., JCPenney), discount
stores (e.g., Kmart), and some regional chains (e.g., Kohl’s) were considered in this study. A
questionnaire was designed and administered, using in-home personal interviews, to a conve-
nience sample of 271 households drawn from a major metropolitan area. A six-point scale was
used (subjects were asked to check a number from 1 to 6) whenever ratings were obtained. The
following information was solicited:

1. Familiarity with the 10 department stores

2. Frequency with which household members shopped at each of the 10 stores

3. Relative importance attached to each of the eight factors selected as the choice criteria uti-
lized in selecting a department store. These factors were quality of merchandise, variety
and assortment of merchandise, returns and adjustment policy, service of store personnel,
prices, convenience of location, layout of store, and credit and billing policies.
Evaluation of the 10 stores on each of the eight factors of the choice criteria

Preference ratings for each store

Rankings of the 10 stores (from most preferred to least preferred)

Degree of agreement with 21 lifestyle statements

Standard demographic characteristics (age, education, etc.)

Name, address, and telephone number

XA

The study helped the sponsor to determine consumer perceptions of and preferences for the
department stores. Areas of weakness were identified in terms of specific factors influencing the
consumers’ choice criteria and in terms of specific product categories. Appropriate marketing
programs were designed to overcome these weaknesses. Finally, a positioning strategy was
developed to attain a desirable store image.

This study is used as a running example throughout this book. Examples titled ‘“Project
Research” that illustrate the various concepts and provide opportunities for hands-on research
are featured in each chapter. The data analysis chapters also provide you access to the actual data
collected in this project.

. Marketing and Marketing Research
Project Research 2t Wal-Mart

Project Activities

Visit www.walmart.com and search the Internet to identify
relevant information on Wal-Mart's marketing strategy.
Answer the following questions.

2. What role can marketing research play in helping Wal-
Mart to address these marketing opportunities and
problems?

3. What type of marketing research would be needed to
help Wal-Mart decide whether it should aggressively

1. What are the marketing opportunities and problems expand in rural areas in the United States?

confronting Wal-Mart?

International Marketing Research

The United States accounts for only about 40 percent of the marketing research expenditures
worldwide. Most of the research in Europe is done in the United Kingdom, Germany, France,
Italy, and Spain. Japan, China and Australia are the leader in the Asia-Pacific region, followed by
Korea, and Taiwan. Brazil and Mexico lead the Central and South American markets in terms of
marketing research expenditures.20 With the globalization of markets, marketing research has
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assumed a truly international character and this trend is likely to continue. Several U.S. firms
conduct international marketing research, including Nielsen, IMS Health, IRI, and comScore
(see Table 1.2). Foreign-based firms include Kantar (United Kingdom), Ipsos (France), and GfK
(Germany).

Conducting international marketing research (research for truly international products), for-
eign research (research carried out in a country other than the country of the research-
commissioning organization), or multinational research (research conducted in all or all important
countries where the company is represented) is much more complex than domestic marketing
research. All research of this kind, including cross-cultural research, will be discussed under the
broad rubric of international marketing research. The opening Boeing example illustrated some of
the complexities involved in conducting this type of research. The environment prevailing in the
countries, cultural units, or international markets that are being researched influences the way the
six steps of the marketing research process should be performed. These environmental factors and
their impact on the marketing research process are discussed in detail in subsequent chapters.

Globalization of companies is the trend of today. Whether going online or setting up physi-
cal operations in a foreign country, research must be conducted so that relevant environmental
factors are taken into consideration when going global. Many companies have faced global
disaster because they did not take into account the differences between their country and the
country where they wished to do business.

Companies that are basing their business on the Web can run into problems. Many times the
content on the Web page may be interpreted in a way that was unintended, such as in the case of
a car manufacturer in Mexico. The Web page showed a hiker standing next to a car. In Mexico,
hikers are poor people and they do not own cars. You also want local content to accommodate
multiple languages in areas such as India, where one region may have 20 different languages.
Companies must consider these environmental factors in order to gain sales and customers in
other countries.

Despite the complexity involved, international marketing research is expected to grow at a
faster rate than domestic research. A major contributing factor is that markets for many products
in the United States and other developed Western countries are approaching saturation. In con-
trast, the markets for these products in other countries are in the early stages of development, and
marketing research can play a crucial role in penetrating the market, as illustrated by the success
of McDonald’s in India.

McDonald’s: Adapting to Local Culture

Real Research

In markets across the globe, McDonald's respects local cul-
tures and has adapted its menu and dining experience to
local preferences. Marketing research showed that, in
India, food consumption is influenced by people’s religious
beliefs. Accordingly, McDonald’s has dropped beef and
pork from its menus to conform to the religious beliefs of
Hindus and Muslims, who make up most of India’s popula-
tion. Instead, it has numerous vegetarian versions of some
of its American classics, like the McVeggie burger and
McSpicy Paneer, as well as chicken offerings. On the value
menu, the McAloo Tikki burger, made from a potato-based
patty, is a top seller, accounting for as much as 25 percent
of McDonald’s restaurants’ total sales in India.

Marketing research also revealed that vegetarians in
India are strict in observing food habits and practices.
Therefore, McDonald’s kitchens in this country are divided
into separate sections for cooking vegetarian and

with Its Global Image

nonvegetarian food. In September 2012, the fast-food
giant announced that the new restaurants in some pilgrim-
age areas in India would be vegetarian-only to cater to the
preferences of the local customer base. In 2017, it rolled
out a new breakfast menu in India, featuring local favorites
“Masala Dosa Brioche” and “Masala Scrambled Eggs”
alongside more familiar fare such as waffles, hotcakes, and
hash browns.

In part, McDonald's success globally is attributed to its
ability to adapt to local culture and preferences while
retaining its global brand image, which is made possible by
its reliance on marketing research. As of 2017, McDonald's
is the world’s leading global foodservice retailer with over
36,000 locations in over 100 countries. More than 80 per-
cent of McDonald’s restaurants worldwide are owned and
operated by independent local business men and
women.
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Marketing Research and Social Media

Social media embody social computing tools commonly referred to as Web 2.0. These are Web
applications that facilitate interactive information sharing, user-centered design, and collabora-
tion on the World Wide Web. Examples of social media include social networking sites (e.g.,
Facebook), video sharing (e.g., YouTube), photo sharing (e.g., Flickr), music sharing (e.g.,
Last FM), bookmarking (e.g., Delicious), voice networking (e.g., Skype), wikis (e.g., Wikipe-
dia), product and service reviews (e.g., TripAdvisor), virtual worlds (e.g., Second Life), multi-
player games (e.g., Farmville), Web-based communities (e.g., Homeschool.com), blogs (e.g.,
Direct2Dell), and microblogs (e.g., Twitter). A Web 2.0 site allows its users to interact with
other users or to change Web site content in contrast to noninteractive Web sites where users
are limited to the passive viewing of information that is provided to them. Good social media
networks use all the tools available: discussion, chat, webcast, photo, video, podcasts, anima-
tion, surveys, games, and virtual worlds. Because people interact in different ways, it is desir-
able to give them as many tools as possible. Moreover, the cost of providing all these tools has
become reasonable.

All social media share certain common characteristics that make them very relevant as a
domain for conducting marketing research. Social media are marked by user-generated content
that blurs the distinction between professional and amateur content. Key social interactions
develop around the user-generated content. Users are able to rate, rank, comment on, review, and
respond to the new world of media, a factor that is driving the success of social media. People
form online communities by combining one-to-one (e.g., email and instant messaging), one-to-
many (Web pages and blogs), and many-to-many (wikis) communication modes.

Marketing researchers can make use of these new social networks, and the open source
social computing tools from which they are built, to extend the boundaries of research offerings.
These social communities open up new avenues for understanding, explaining, influencing, and
predicting the behaviors of consumers in the marketplace. Thus, they can be used in a variety of
marketing research applications including segmentation, idea generation, concept testing, prod-
uct development, brand launches, pricing, and integrated marketing communications.

Social media are not without limitations. While the standard for objectivity is high for jour-
nalists, expectations about objectivity among bloggers and other social media users are lower.
Social media users may not be representative of the target population in many marketing research
applications. As a source of samples, social media suffer from at least two biases: first, from self-
selection in that the respondents can self-select themselves into the sample and, second, from
advocacy. Yet, as long as these limitations are understood, insights from social media analysis
can uncover useful information that can inform marketing decisions. In this book, we advocate
the use of social media as an additional domain in which to conduct marketing research to sup-
plement and complement, but not to replace, the traditional ways in which research is
conducted.

A handful of marketing research firms have emerged that specialize in social media conver-
sation mining services. They listen in on online conversations, report on activity, and assess
influence. These services charge from a few hundred to a few thousand dollars per month and
differ in the features they offer. The services of several social media research firms are discussed
throughout the book. Here, we illustrate how one firm, Starbucks, is using social media to obtain
information and connect with consumers in its target market.

Real Research Starbucks: The Star of Social Media

Starbucks has a blog, My Starbucks Idea (MSI)
(mystarbucksidea.force.com), where it not only connects
with customers but also co-creates the company’s future
with them. Customers can share ideas, vote on ideas oth-
ers have suggested, discuss ideas with other customers,
and view the ideas Starbucks has announced. Starbucks’

Idea Partners from different departments within the com-
pany take part in answering queries and providing insights
to discussions. Starbucks can then get ideas and feedback
on how to improve its products to satisfy the needs of cus-
tomers. The brand takes suggestions posted on the site
seriously and publishes implemented suggestions for all to


http://mystarbucksidea.force.com

see. It encourages feedback from customers by providing
online incentives in the form of virtual vouchers or pur-
chase points. This enables the brand to interact with its
loyal customers. Starbucks also includes qualitative and
quantitative types of survey questions in the form of polls
along the sidelines of the blog to solicit marketing
research data. My Starbucks Idea is having a significant
impact: On average, one in three suggestions is imple-
mented. All suggestions are acknowledged and com-
mented on within an hour of uploading; an average of four
suggestions is made every hour.

Starbucks’ Facebook page (www.facebook.com/starbucks)
has more than 36 million fans, and the number is still grow-
ing. The company uses this site to promote new products
and gain the feedback of customers. It also organizes
events and uses Facebook’s technology to invite customers
to attend its events. It has a collection of photos from its
products and events, among many others uploaded by
fans. Starbucks updates its Facebook page approximately
once every two days, and every update sees thousands of
users responding to it. The company actively comments on
or replies to its followers’ posts or photo tags of them,
increasing its presence on social media. Starbucks also uses
its Facebook page to develop a target market's profile.
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Starbucks also uses Twitter (www.twitter.com/
starbucks) to promote products and connect with
customers. The firm uses Twitter to update customers
about new products and services with short messages.
Tools like retweets allow users to spread messages
originally tweeted by Starbucks to others. Starbucks’
Twitter account often directs followers to MSI for polls,
surveys, or opinions casting.

Starbucks also uses many other forms of social
media. Among the examples of how social media have
helped Starbucks to improve its service are the recurring
requests for free wireless and the final move made by
Starbucks to offer free unlimited wireless to all custom-
ers. Likewise, when several members of the MSI commu-
nity posted ideas requesting that fresh fruit be served at
Starbucks, in response Starbucks began producing a new
drink with a fruity touch, alongside its new iced coffee
beverage, to help beat the summer heat. From the
tropics of the Bahamas to the Forbidden City in Beijing,
social media have helped Starbucks serve its corporate
logo alongside freshly brewed coffees while meeting
the needs of customers. As of 2018, the brand is repre-
sented in more than 70 countries and continues to

grow.??

Mobile Marketing Research

By mobile marketing research (MMR) we mean marketing research, such as a survey, that is
conducted or administered to potential respondents on their mobile devices. The rapid devel-
opment and increasing use of mobile devices such as smartphones, phablets, tablets, and the
Internet of Things (IoT) are creating great opportunities for marketing research. With mobile
use claiming 8 of every 10 minutes people spend on social media, MMR holds great promise.
The mobile user base is huge and is only expected to continue growing. In the United States,
nearly 60 percent of the people use cell phones as their primary means of communication.
Globally, there are over 2 billion smartphone users who spend the majority of their time in
apps.23 Mobile Internet usage has eclipsed desktop. MMR can be conducted via international
survey platforms such as Confirmit (www.confirmit.com), through the mobile services of
access panels such as Research Now (www.researchnow.com), or through a specialist pro-
vider such as MobileMeasure (mobile-measure.com) or Locately (locately.com).

There are many advantages to conducting marketing research by reaching consumers via
their mobile devices. Mobile marketing research can execute the principles of traditional
research with reach, scale, and affordability. MMR has the potential to reach a broader audi-
ence, get faster results, lower costs, and elicit higher-quality responses. Respondents can
answer at their convenience. They are more engaged because surveys are short and the interface
is easy to use. Global Positioning System (GPS) and other location technologies can deliver
surveys to the target audience based on their current or past locations. Thus, feedback can be
obtained from shoppers while they are inside the stores (or at other moments of discovery),
minimizing the time between experience and feedback and improving the quality of responses.
MMR is appealing in many developing economies, where the mobile phone is often the most
frequently used information gathering, computing, and communication device for consumers
and businesses.

MMR also has several disadvantages. Surveys must be kept short, succinct, and simple. The
norm is to ask no more than 15 questions with the entire process taking less than 15 minutes;
some advocate surveys should take less than three minutes. Many surveys are not suitable for
distribution or viewing on mobile devices. There can be issues with the survey design itself and
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http://www.twitter.com/starbucks
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the ability to keep the respondent engaged on the mobile screen. The questions that can be asked
are definitely more limited than those suitable on Web sites accessed by personal computer or
other modes of survey administration. Another serious limitation is the use of video in mobile
research due to bad streaming and rendering. Sample representativeness may be another serious
issue. In surveys aimed at the general population, those people who do not own a mobile phone
or device cannot become part of the sample. MMR is also faced with other difficulties. On one
hand, there are high costs for incentives and an intensive recruitment of respondents. On the other
hand, respondents have to pay the costs for Internet usage via mobile phone or device. Additionally,
there are also technical difficulties that may occur, such as incompatible software and the low
transmission rate of data. Although restrictions concerning the use of mobile phone numbers and
issues surrounding data protection and lack of anonymity are limiting the use of MMR, most of
these limitations have lessened due to advances in technology and more and more people using
mobile phones. Our perspective in this book is that MMR is unlikely to replace traditional
marketing research methods but in many projects could be used to complement and enhance the
findings obtained by traditional techniques.24

Mobile Platform Helps L'Oréal Launch
Real Research
New Product

L'Oréal was introducing a new product formulation in a
unique packaging and wanted to know how well consum-
ers understood its use and application. MobileMeasure
(mobile-measure.com) used its mobile survey platform to
collect information on consumers’ behavior in the privacy
of their homes over a period of four days. Media record-
ings of actual product usage by consumers and other data
were obtained in a noninvasive manner. As part of the
mobile survey, respondents were required to upload pho-
tos and videos capturing their use of the new product.
Respondents were also required to make diary entries
during the product placement period. L'Oréal was able to
see real usage by consumers of its products and get feed-
back in the consumers’ own words. The company
obtained rich qualitative feedback in addition to the
quantitative survey findings. Based on the results of this
study, L'Oréal was able to successfully launch the new

produc

Zoltan Kiraly/Shutterstock

Ethics in Marketing Research

Several aspects of marketing research have strong ethical implications. As explained earlier, mar-
keting research is generally conducted by commercial (i.e., for-profit) firms that are either inde-
pendent research organizations (external suppliers) or departments within corporations (internal
suppliers). Most marketing research is conducted for clients representing commercial firms. The
profit motive may occasionally cause researchers or clients to compromise the objectivity or
professionalism associated with the marketing research process.

Marketing research has often been described as having four stakeholders: (1) the marketing
researcher, (2) the client, (3) the respondent, and (4) the public. These stakeholders have certain
responsibilities to one another and to the research project. Ethical issues arise when the interests
of these stakeholders are in conflict and when one or more of the stakeholders are lacking in their
responsibilities.”® For example, if the researcher does not follow appropriate marketing research
procedures, or if the client misrepresents the findings in the company’s advertising, ethical norms


http://mobile-measure.com

CHAPTER 1 | Introduction to Marketing Research 49

TABLE 1.3

An Overview of Ethical Issues in Marketing Research

I. Problem Definition
» Using surveys as a guise for selling or fundraising

» Personal agendas of the researcher or client
* Conducting unnecessary research

Il. Developing an Approach

» Using findings and models developed for specific clients or projects for other projects
* Soliciting proposals to gain research expertise without pay

Ill. Research Design

* Formulating a research design more suited to the researcher’s rather than the client’s needs
» Using secondary data that are not applicable or have been gathered through questionable means
 Disguising the purpose of the research

 Soliciting unfair concessions from the researcher

¢ Not maintaining anonymity of respondents

* Disrespecting privacy of respondents

* Misleading respondents

» Disguising observation of respondents

¢ Embarrassing or putting stress on respondents

e Using measurement scales of questionable reliability and validity

* Designing overly long questionnaires, overly sensitive questions, piggybacking

» Using inappropriate sampling procedures and sample size

IV. Fieldwork

¢ Increasing (dis)comfort level of respondents
* Following (un)acceptable fieldwork procedures

V. Data Preparation and Analysis
¢ Identifying and discarding unsatisfactory respondents

» Using statistical techniques when the underlying assumptions are violated
* Interpreting the results and making incorrect conclusions and recommendations

VI. Report Preparation and Presentation
e Incomplete reporting
* Biased reporting
 Inaccurate reporting

are violated. Ethical issues can arise at each step of the marketing research process and Table 1.3
gives an overview. These issues are discussed in detail in the subsequent chapters. Ethical issues
are best resolved by the stakeholders behaving honorably. Codes of conduct, such as the American
Marketing Association code of ethics, are available to guide behavior and help resolve ethical
dilemmas. We give the URLs of important marketing research associations, and you are encour-
aged to review their codes of conduct.

Experiential Research Marketing Research Associations Online

Domestic

AAPOR: American Association for Public Opinion Research (www.aapor.org)
AMA: American Marketing Association (www.ama.org)

ARF: The Advertising Research Foundation (thearf.org)

IA: Insights Association (www.insightsassociation.org)

MMRA: Mobile Marketing Research Association (www.mmra-global.org)
QRCA: Qualitative Research Consultants Association (www.qrca.org)


http://www.aapor.org
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International

ESOMAR: European Society for Opinion and Marketing Research (www.esomar.org)
MRS: The Market Research Society (U.K.) (www.mrs.org.uk)

AMSRS: The Australian Market & Social Research Society (www.amsrs.com.au)
MRIA: The Marketing Research and Intelligence Association (Canada) (mria-arim.ca)

Compare the ethical guidelines for conducting marketing research posted at the following Web
sites: AAPOR: American Association for Public Opinion Research (www.aapor.org), IA: Insights
Association (www.insightsassociation.org), and ESOMAR: European Society for Opinion and
Marketing Research (www.esomar.org).

Which organization has the most stringent set of guidelines?
Which organization’s ethical guidelines are the most complete?
What is missing from the guidelines of all three organizations?

Gsas

The Internet can be useful to marketing researchers in many ways. A variety of marketing
research information related to the client company, its competitors, the industry, and relevant
marketing, economic, governmental, and environmental information can be obtained by conduct-
ing a search using popular search engines (e.g., Google, www.google.com). KnowThis (www
.knowthis.com) is a specialty search engine for a virtual marketing library. Important sources of
marketing research information on the Internet include bulletin boards, newsgroups, and blogs. A
newsgroup is an Internet site (e.g., groups.google.com) where people can read and post messages
pertaining to a particular topic. Blogs or Web logs can be used to obtain information on a variety
of topics and to recruit respondents for surveys. Although you can find blogs on most search
engines, special engines such as Blog Search Engine (www.blogsearchengine.com) have been
designed for blog searches.

The Internet is quickly becoming a useful tool in the identification, collection, analysis, and
dissemination of information related to marketing research. Throughout this book, we show how
the six steps of the marketing research process are facilitated by the use of the Internet.

SPSS Windows and SAS Enterprise Guide

In this book, we feature SPSS (www.ibm.com/analytics/us/en/technology/spss) and SAS (www
.sas.com) as integrated statistical packages for data analysis. Data analysis is also illustrated with two
other software packages: MINITAB (www.minitab.com) and EXCEL (www.microsoft.com).

Help for running the SPSS and SAS programs used in the data analysis chapters (Chapters
14 to 22) is provided is three ways: (1) Detailed step-by-step instructions are given in each of
these chapters, (2) you can download (from the Web site for this book) computerized demonstra-
tion movies illustrating these step-by-step instructions, and (3) you can download screen captures
with notes illustrating these step-by-step instructions. Thus, this book provides the most compre-
hensive instructions for running SPSS and SAS available anywhere.

HP Running Case

Review the HP case, Case 1.1, and questionnaire given toward the 3. What problem-solving research should HP undertake?

end of the book. Answer the following questions. 4. Would you like to pursue a marketing research career with
. . . . HP? Explain.

1. Discuss the role that marketing research can play in helping 5 poy can HP use social media to obtain marketing research
HP maintain and build on its leadership position in the per- information?

sonal computer market.

2. What problem-identification research should HP undertake?
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Summary

Marketing research involves the identification, collection,
analysis, dissemination, and use of information. It is a sys-
tematic and objective process designed to identify and solve
marketing problems. Thus, marketing research can be classi-
fied as problem-identification research and problem-solving
research. The marketing research process consists of six
steps that must be followed systematically. The role of mar-
keting research is to assess information needs and provide
relevant information in order to improve marketing decision
making. However, the decision to undertake marketing
research is not an automatic one but must be carefully
considered.

Marketing research may be conducted internally or may
be purchased from external suppliers, referred to as the mar-
keting research industry. Full-service suppliers provide the
entire range of marketing research services from problem
definition to report preparation and presentation. The
services provided by these suppliers can be classified as cus-
tomized, syndicated, or Internet/social media services.

Limited-service suppliers specialize in one or a few phases
of the marketing research project. Services offered by these
suppliers can be classified as field services, qualitative ser-
vices, technical and analytical services, and other services.

Due to the need for marketing research, attractive career
opportunities are available with marketing research firms,
business and nonbusiness firms, agencies with marketing
research departments, and advertising agencies. International
marketing research is much more complex than domestic
research as the researcher must consider the environment
prevailing in the international markets that are being
researched. Social media and the Internet can be used at
every step of the marketing research process. Mobile mar-
keting research has gained legitimacy and its use is likely to
keep growing. The ethical issues in marketing research
involve four stakeholders: (1) the marketing researcher,
(2) the client, (3) the respondent, and (4) the public. SPSS
Windows and SAS Enterprise Guide are integrative statisti-
cal packages that can greatly facilitate data analysis.
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5.4 TiVo in 2002 (9-502-062)
5.5 Compaq Computer: Intel Inside? (9-599-061)
5.6 The New Beetle (9-501-023)
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Video Cases

1.1 Burke
11.1 Nivea

3.1 NFL
13.1 Intel

2.1 Accenture
12.1 Subaru

8.1 P&G
23.1 Marriott

10.1 Dunkin’ Donuts

Live Research: Conducting a Marketing Research Project

1. Compile background information on the client organization. collection and analysis of secondary data). Each student
2. Discuss the marketing organization and operations of the should participate in primary data collection. Alternatively, the
client. class could be working on multiple projects with specific
3. Explain how the project results will help the client make spe- teams assigned to a specific project. The approach is flexible
cific marketing decisions. and can handle a variety of organizations and formats.
4. Organize the class. This may require forming project teams. 5. Develop a project schedule clearly specifying the deadlines for
The entire class could be working on the same project with the different steps.
each team working on all aspects of the project or assign each 6. Explain how the teams will be evaluated.
team a specific responsibility, for example, a specific compo- 7. Select one or two students to be project coordinators.
nent of the problem or a specific aspect of the project (e.g.,
Acronyms
The role and salient characteristics of marketing research may be described by the acronym
Research:
R ecognition of information needs
E ffective decision making
S ystematic and objective
E xude/disseminate information
A nalysis of information
R ecommendations for action
C ollection of information
H elpful to managers

Exercises

Questions

1.
2.

10.
11.

12.

How is accuracy attained in market research?

How do controllable and uncontrollable variables impact mar-
ket research?

Define marketing research.

Suggest three different types of product research used to iden-
tify or find a solution to a problem.

Describe the steps in the marketing research process.

How should the decision to conduct research be made?

What are the differences between full-service and limited ser-
vice market research suppliers?

What are customized services?

What is the main difference between a full-service and a
limited-service supplier?

What are technical and analytical services?

List five guidelines for selecting an external marketing
research supplier.

Why might a market research supervisor’s role be more “hands
on” than a market research manager’s role?

13.

14.

15.

What are the limitations of using social media for conducting
marketing research?

Discuss the scope, advantages, and limitations of mobile mar-
keting research.

Discuss three ethical issues in marketing research that relate to
(1) the client, (2) the supplier, and (3) the respondent.

Problems

1.

Browse the Internet and identify five distinct types of problem-

solving research that fall into the categories of product research

and promotional research.

Describe one kind of market research that would be useful to

each of the following types of organization:

a. A local clothes store catering mainly to students and under-
25s

b. An ATM business looking for new sites for its machines

c. A real estate company focusing on business premises sales
and rentals

d. A pop-up restaurant seeking ideal locations for its services

e. A private art and culture museum
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Internet and Computer Exercises

1. Visit the Web sites of the top three marketing research firms 3. Visit the Web sites of two or three local or regional recruitment

in Table 1.2. Write a report on the services offered by these
firms. Use the framework of Figure 1.3. What statements can
you make about the structure of the marketing research
industry?

. Telefonica is a Spanish telecommunications company with
operations in Argentina, Brazil, Central America, Chile,
Colombia, Ecuador, Germany, Ireland, Mexico, Peru, Spain,
the United Kingdom, and Venezuela. It has global revenue of
$82,979 million. Visit Telefonica’s Web site (www.telefonica
.com) and write a report about the retailing and marketing
activities of the business.

agencies. What is the employment potential for market
researchers?

Register with Marketing Week (www.marketingweek.com)
and click on “Disciplines” in the link bar. When the page
opens, select “Market Research.” What are the headline trends
at the moment, and how do you think they are impacting mar-
ket research? What do the trends and ideas being used tell you
about the future of market research?

Activities

Interview someone who works for a marketing research sup-
plier. What is this person’s opinion about career opportunities

Role Playing 2.
1. You are the CEO of a start-up in the food-and-beverage industry.

You want to recruit a newly qualified market researcher to help
support your marketing efforts with more directed marketing
messages to potential customers. Conduct the interview with a
fellow student playing the role of an applicant for this position.
Does this applicant have the necessary background and skills?
Reverse the roles and repeat the exercise.

. You are a project director working for a major research sup-
plier. You have just received a telephone call from an irate
respondent who believes that an interviewer has violated her
privacy by calling at an inconvenient time. The respondent
expresses several ethical concerns. Ask a fellow student to
play the role of this respondent. Address the respondent’s con-
cerns and pacify her.

Fieldwork

1. Investigate likely sources of information on the vacancies, cur-

rent and upcoming, in your region of the world. Where are
they advertised? Are they online, in industry magazines, or in
the general press?

in marketing research? Write a report of your interview.
Interview someone who works in the marketing research
department of a major corporation. What is this person’s opin-
ion about career opportunities available in marketing research?
Write a report of your interview.

Note: The interviews in Fieldwork exercises 2 and 3 can be con-
ducted in person, by telephone, or online.

Group Discussion
In small groups of four or five, discuss the following issues.

1.

2.

What type of institutional structure is best for a marketing
research department in a large business firm?

What is the ideal educational background for someone seeking
a career in marketing research? Is it possible to acquire such a
background?

Can ethical standards be enforced in marketing research?
If so, how?
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Video Case 1.1

Burke: Learning and Growing
Through Marketing Research

Alberta Burke, who previously worked in

P&G’s marketing department, founded
’ Burke, Inc., in 1931. At that time, there were

few formalized marketing research compa-
nies, not only in the United States but also in the world.
As of 2018, Burke, based in Cincinnati, Ohio, is a market-
ing research and decision-support company that helps its
clients to understand their business practices and make
them more efficient. Burke’s employee owners add value
to research and consulting assignments by applying supe-
rior thinking to help clients solve business problems.
Burke is 100 percent employee owned. This video case
traces the evolution of marketing research and how Burke
implements the various phases of the marketing research
process.

The Evolution of Marketing
Research

The first recorded marketing research took place more
than a century ago, in 1895 or 1896. By telegram, a pro-
fessor sent questions to advertising agencies about the
future of advertising. He got back about 10 responses and
wrote a paper describing what was happening. In the first
years, most of the marketing research done was a spin-off
of the Bureau of Census data, and the analysis was basi-
cally limited to counting.

The next wave of marketing research came in the early
1930s, often done by ladies in white gloves who knocked
on doors and asked about cake mixes. The primary meth-
odology was door-to-door surveys; the telephone was not a
very widely utilized service at that time.

Then came World War II, which saw the introduction
of the psychological side of marketing research. Through
the 1950s and 1960s, television became an integral part of
life, and with that came television advertising. Testing of
television commercials became the hot area of marketing
research in the 1960s and 1970s. Another fundamental
change at that time was the marketing research industry
made a shift from just generating and testing new ideas and
sharing them with clients to working more with clients on
how to use those ideas to make decisions.

In the 1980s and 1990s, Burke moved a notch higher
by developing processes to provide further added value. It
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began working with customers to identify the basic deci-
sion that needed to be made and then determine what infor-
mation would be required to make that decision. The
marketing research industry started developing processes
that generated information to be used as input into man-
agement decision making.

The marketing research industry has come a long way
from the telegrams of 1895. As of 2018, the industry is try-
ing to find creative ways to research consumers using
methods such as telephone interviews, mall intercepts,
Web interviews, mobile phone surveys, and multimode
methods. As Debbi Wyrick, a senior account executive at
Burke, notes, when people can respond in more than one
way—responding in the way that is most efficient for
them—it increases the chance of getting a response.

To stay on the cutting edge, Burke conducts meta-
research (research about how to do research). Recently,
Burke was concerned as to whether the length of an online
survey has an adverse impact on the completion rate. In an
effort to find out, Burke fielded two Internet surveys. One
was brief (10 questions taking an average of 5 minutes to
complete), and the other was longer (20 questions taking
about 20 minutes to complete). The completion rate for the
short survey was 35 percent, whereas it was only 10 per-
cent for the longer survey. Burke now designs shorter
Internet surveys so as to reduce the proportion of people
who drop off without completing the survey.

How Burke Implements the
Marketing Research Process

We briefly describe Burke’s approach to defining the mar-
keting research problem, developing an approach, research
design, data collection and analysis, and report prepara-
tion and presentation.

Define the Marketing Research Problem
and Develop an Approach

The simplest way to find out when a company needs help
is when it has to make a decision. Any time there is a go or
no go, a yes or no, or a decision to be made, Burke asks
what information can help reduce the risk associated with
the decision. Burke then talks with the company to develop
the information that might help to reduce that risk.
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The first step is to define the marketing research prob-
lem, and a lot of discovery takes place at this stage. The
account executive will sit down with a client and try to
determine whether what the client believes is the problem
really is the problem, or whether Burke needs to change or
broaden the scope of the problem. Discussions with the
key decision makers might reveal that the company has
been focusing on too narrow an issue or that it has been
focusing on the wrong problem altogether.

Burke believes that defining the marketing research
problem is critical to a successful research project. The
company finds out what the symptoms are and works with
the client to identify the underlying causes. Considerable
effort is devoted to examining the background or the envi-
ronmental context of the problem. In at least half the cases,
when they go through the process of exploring the prob-
lem, the problem will change. It will gain a new scope or
direction. This process results in a precise definition of the
marketing research problem, including an identification of
its specific components.

Once the problem has been defined, Burke develops a
suitable approach. The problem definition is refined to
generate more specific research questions and sometimes
hypotheses. Because of its vast experience, Burke has
developed a variety of analytical models that are custom-
ized to the identified problem. This process also results in
the identification of information that will help the client
solve its problem.

Research Design Formulation

In formulating the research design, Burke places special
emphasis on qualitative research, survey methods, ques-
tionnaire design, and sampling design.

QUALITATIVE RESEARCH One of the pitfalls that
Burke encounters comes with qualitative research. Qualita-
tive research is immediate. The information generated
tends to be extremely rich and in the customer’s words.
Burke gets to see what kinds of answers are being given
and what kinds of questions and concerns customers or
potential customers might have. However, one of the dan-
gers to avoid is thinking that all customers or potential
customers might view products or service offerings in the
same manner, that is, generalizing the findings of qualita-
tive research to the larger population. Burke also conducts
focus groups online.

SURVEY METHODS Burke uses a variety of methods,
including telephone, mall intercept, mail, mobile, and
Internet or Web-based surveys. Burke carefully selects the
method that is best suited to the problem. Burke predicts
that telephone surveys will decrease while Internet sur-
veys will increase. If Burke is trying to interview custom-
ers around the globe, it sends an email invitation to

respondents to complete the survey via the Web. Burke
likes the Internet’s ability to show pictures of a particular
product or concept to the survey respondents.

QUESTIONNAIRE DESIGN In designing the question-
naire, Burke pays particular attention to the content and
wording of the questions. Some questions are well defined
and can be easily framed; for other issues, the exact ques-
tions to ask might not be clear. The simpler the question
and the more clear it is who the target respondents are, the
better the information generated.

SAMPLING DESIGN Burke’s sampling department
consults with the senior account management team and
account executives to determine the proper sample to use.
The sampling frame is defined in terms of the respon-
dents who can answer the questions that need to be
addressed. The target population is defined by the mar-
keting research problem and the research questions.
Burke often buys the sampling lists from outside firms
that specialize in this area. Burke is concerned about
using a representative sample so that the results can be
generalized to the target population (e.g., all the target
consumers as opposed to only the consumers included in
the sample).

Data Collection and Analysis

Once the information has been collected, it will reside
either in a computer-related format or a paper format that
is entered into a computer format. The results are tabu-
lated and analyzed via computers. Through the “Digital
Dashboard” product, Burke not only has the ability to dis-
seminate the results to clients when the project is finished
but also to show them the data as they are being collected.
Burke breaks down the data analysis by relevant groups.
You might see information by total respondents as well as
information broken out by gender or business size. Essen-
tially, Burke looks at different breaks in the data to try to
understand what is happening if there are differences
based on different criteria and, if so, how to make deci-
sions based on that information. In addition, Burke cate-
gorizes the data into usable units such as time, frequency,
or location instead of the vague responses that respon-
dents sometimes give.

Report Preparation and Presentation

Clients need information much faster than they have in the
past because decisions need to be made much more
quickly. Organizing large meetings to present data analy-
sis results is no longer practical in many situations. Most
of the time, Burke reports and delivers data over the Web.
The report documents the entire research process. It dis-
cusses the management decision problem, the marketing
research problem, the approach and research design, the
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information obtained to help management make the deci-
sion, and the recommendations.

The report-writing process starts from the first conver-
sation with the client, and it is written as the research pro-
ceeds, not simply when the project is almost done. The
report focuses on improving management’s decision mak-
ing. Burke’s goal is to help clients have better decision-
making abilities so that the clients are more valuable to
their respective companies. Burke emphasizes this focus
by reminding clients, “Here are the management decision
and marketing research problems we agreed upon. Here’s
the information we gathered. Here’s the decision it points
to.” Burke might even add, “This is what we recommend
you do.”

Burke believes that a successful research project often
leads to a subsequent research project; in this way the
research process is circular. It does not typically have a
finite beginning and end. Once you solve a problem, there
is always another one to work on.

Conclusion

The field of marketing research has evolved in sophistica-
tion, scope, and importance over the years. Advances in
technology have improved processes and methodologies,
providing higher value-added services. Burke has a strong
identity and a long, rich legacy in market research—since

1931—and hence it is an apt representative of the market-
ing research industry. This case also demonstrates key
aspects of the marketing research process, from problem
definition to collecting data to analyzing data and present-
ing the macro-analysis report. Burke is continually under-
taking efforts to improve the marketing research process,
which is what helps Burke and its clients learn and grow.

Questions

1. Describe the evolution of marketing research. How has the
role of marketing research changed as the field has
evolved?

2. What is Burke’s view of the role of marketing research?

3. Visit www.burke.com and write a report about the various
marketing research services offered.

4. What is Burke’s view of the importance of defining the mar-
keting research problem?

5. What is Burke’s view of the marketing research process?
How does it compare with the one given in Chapter 1?

6. If Burke were to offer you a position as an account executive
with the responsibility of providing marketing research ser-
vices to P&G, would you accept this position? Why or why
not?

References
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CHAPTER

Defining the Marketing
Research Problem and
Developing an Approach

“ It's difficult to execute successfully if you
don’t know what success looks like. Defining the
marketing research problem 1s critical and often

deceptively difficult. Take time to get it right or
pay the price later! 99

Dan Womack, Senior Manager, Head of Insights,
Aflac Worldwide Headquarters

. . After reading this chapter,
Objectlves the student should be able to:

2.1 Understand the importance of and the process used for defining the marketing
research problem.

Courtesy of Dan Womack

2.2 Describe the tasks involved in problem definition, including discussions with
decision makers, interviews with industry experts, secondary data analysis, and
qualitative research.

2.3 Discuss the environmental factors affecting the definition of the research problem:
past information and forecasts, resources and constraints, objectives of the decision
maker, buyer behavior, legal environment, economic environment, and marketing
and technological skills of the firm.

2.4 Clarify the distinction between the management decision problem and the
marketing research problem.

2.5 Explain the structure of a well-defined marketing research problem, including the
broad statement and the specific components.

2.6 Discuss in detail the various components of the approach: objective/theoretical
framework, analytical models, research questions, hypotheses, and specification of
information needed.

2.7 Acquire an appreciation of the complexity involved and gain an understanding
of the procedures for defining the problem and developing an approach in

international marketing research. 57



2.8 Describe how social media can be used to identify and define the marketing
research problem and aid in developing an approach.

2.9 Discuss the use of mobile marketing research in problem definition and approach
development.

2.10 Understand the ethical issues and conflicts that arise in defining the problem and
developing the approach.

Overview

This chapter covers the first two of the
six steps of the marketing research
process described in Chapter 1:
defining the marketing research
problem and developing an approach
to the problem. Defining the problem
is the most important step, because
only when a problem has been clearly
and accurately identified can a
research project be conducted
properly. Defining the marketing
research problem sets the course of
the entire project. In this chapter, we

allow the reader to appreciate the
complexities involved in defining a
problem by identifying the factors to
be considered and the tasks involved.
Additionally, we provide guidelines
for appropriately defining the
marketing research problem and
avoiding common types of errors. We
also discuss in detail the components
of an approach to the problem:
objective/theoretical framework,
analytical models, research questions,
hypotheses, and specification of the

information needed. The special
considerations involved in defining
the problem and developing an
approach in international marketing
research as well as using social media
and mobile marketing research are
discussed. Several ethical issues that
arise at this stage of the marketing
research process are considered.

We introduce our discussion with
an example from Harley-Davidson,
which needed specific information
about its customers.

Real Research Harley Goes Whole Hog

The motorcycle manufacturer Harley-Davidson (www
.harleydavidson.com) made such an important comeback in
the early 2000s that there was a long waiting list to get a
bike. In 2015, Harley-Davidson's revenues were $6 billion
with a market share of about 50 percent in the heavyweight
category. Although distributors urged Harley-Davidson to
build more motorcycles, the company was skeptical about
investing in new production facilities.

58

The years of declining sales taught top management to
be more risk averse than risk prone. Harley-Davidson was
now performing well again, and investing in new facilities
meant taking risks. Would the demand follow in the long
run or would customers stop wanting Harleys when the
next fad came along? The decrease in motorcycle quality
linked to Harley’s fast growth had caused the company’s
bad years. Top management was afraid that the decision to

J. IRWIN/ClassicStock/Alamy Stock Photo
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invest was too early. On the other hand, investing would
help Harley-Davidson expand and possibly become the
clear market leader in the heavyweight segment.
Discussions with industry experts indicated that brand
image and loyalty were major factors influencing first-time
sales as well as repeat sales of motorcycles. Secondary
data revealed that the vast majority of motorcycle owners
also owned automobiles such as cars, SUVs, and trucks.
Focus groups with motorcycle owners further indicated that
motorcycles were not used primarily as a means of basic
transportation but as a means of recreation. The focus
groups also highlighted the role of brand image and loyalty
in motorcycle purchase and ownership.

Forecasts called for an increase in consumer spending
on recreation and entertainment well into the year 2020.
Empowered by the Internet, consumers in the twenty-first
century had become increasingly sophisticated and value
conscious. Yet brand image and brand loyalty played a sig-
nificant role in buyer behavior with well-known brands con-
tinuing to command a premium. Clearly, Harley-Davidson
had the necessary resources and marketing and technolog-
ical skills to achieve its objective of being the dominant
motorcycle brand on a global basis.

This process and the findings that emerged helped to
define the management decision problem and the market-
ing research problem. The management decision problem
was: Should Harley-Davidson invest in producing more
motorcycles? The marketing research problem was to
determine if customers would be loyal buyers of Harley-
Davidson in the long term. Specifically, the research had to
address the following questions:

1. Who are the customers? What are their demographic
and psychographic characteristics?

2. Can different types of customers be distinguished? Is it
possible to segment the market in a meaningful way?

3. How do customers feel regarding their Harleys? Are all
customers motivated by the same appeal?

4. Are the customers loyal to Harley-Davidson? What is
the extent of brand loyalty?

One of the research questions (RQs) examined and its
associated hypotheses (Hs) follow:

RQ: Can motorcycle buyers be segmented based on psy-
chographic characteristics?

H1: There are distinct segments of motorcycle buyers.

H2: Each segment is motivated to own a Harley for a dif-
ferent reason.

H3: Brand loyalty is high among Harley-Davidson custom-
ers in all segments.

This research was guided by the theory that brand loyalty
is the result of positive beliefs, attitude, affect, and experience
with the brand. Both qualitative research and quantitative
research were conducted. First, focus groups of current own-
ers, would-be owners, and owners of other brands were con-
ducted to understand their feelings about Harley-Davidson.
Then 16,000 surveys were mailed to develop the psychologi-
cal, sociological, and demographic profiles of customers and
their subjective appraisals of Harley.

Some of the major findings follow:

e Seven categories of customers could be distinguished:
(1) the adventure-loving traditionalist, (2) the sensitive
pragmatist, (3) the stylish status seeker, (4) the laid-back
camper, (5) the classy capitalist, (6) the cool-headed
loner, and (7) the cocky misfit. Thus, H1 was supported.

e All customers, however, had the same desire to own a
Harley: It was a symbol of independence, freedom, and
power. This uniformity across segments was surprising,
contradicting H2.

e All customers were long-term loyal customers of Harley-
Davidson, supporting H3.

Based on these findings, the decision was made to
invest and in this way to increase the number of Harleys
built in the future.

This example shows the importance of correctly defining the marketing research problem
and developing an appropriate approach.

problem definition

A broad statement of the
general problem and iden-
tification of the specific
components of the mar-
keting research problem.

Importance of Defining the Problem

Although each step in a marketing research project is important, problem definition is the most
important step. As mentioned in Chapter 1, for the purpose of marketing research, problems and
opportunities are treated interchangeably. Problem definition involves stating the general prob-
lem and identifying the specific components of the marketing research problem. Only when the
marketing research problem has been clearly defined can research be designed and conducted
properly. Of all the tasks in a marketing research project, none is more vital to the ultimate fulfill-
ment of a client’s needs than a proper definition of the research problem. All the effort, time, and
money spent from this point on will be wasted if the problem is misunderstood or ill defined.> As
stated by Peter Drucker, the truly serious mistakes are made not as a result of wrong answers but
because of asking the wrong questions. This point is worth remembering, because inadequate
problem definition is a leading cause of the failure of marketing research projects. Further, better
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communication and more involvement in problem definition are the most frequently mentioned
ways of improving the usefulness of research. These results lead to the conclusion that the impor-
tance of clearly identifying and defining the marketing research problem cannot be overstated. I
cite an episode from personal experience to illustrate this point.

Real Research Chain Restaurant Study

One day, | received a telephone call from a research ana- information related to the problem components. | was sur-
lyst who introduced himself as one of our alumni. He was prised to learn that he did not have a clear understanding
working for a restaurant chain in town and wanted help in of the marketing research problem and that a written defi-
analyzing the data he had collected while conducting a nition of the problem did not exist. Therefore, before pro-
marketing research study. When we met, he presented me ceeding any further, | had to define the marketing research
with a copy of the questionnaire and asked how he should problem. Once that was done, | found that much of the
analyze the data. My first question to him was, “What is the = data collected were not relevant to the problem. In this
problem being addressed?” When he looked perplexed, | sense, the whole study was a waste of resources. A new
explained that data analysis was not an independent exer- study had to be designed and implemented to address the
cise. Rather, the goal of data analysis is to provide problem identified.

Further insights on the difficulty involved in appropriately defining the problem are pro-
vided by the problem definition process.

The Process of Defining the Problem and Developing
an Approach

The problem definition and approach development process is shown in Figure 2.1. The tasks
involved in problem definition consist of discussions with the decision makers, interviews with
industry experts and other knowledgeable individuals, analysis of secondary data, and some-
times qualitative research. These tasks help the researcher to understand the background of the
problem by analyzing the environmental context. Certain essential environmental factors bearing
on the problem should be evaluated. Understanding the environmental context facilitates the
identification of the management decision problem. Then the management decision problem is
translated into a marketing research problem. Based on the definition of the marketing research
problem, an appropriate approach is developed. The components of the approach consist of an
objective/theoretical framework, analytical models, research questions, hypotheses, and specifi-
cation of the information needed. Further explanation of the problem definition process begins
with a discussion of the tasks involved.

Tasks Involved
Discussions with Decision Makers

Discussions with decision makers (DM) are extremely important. The decision makers need to
understand the capabilities and limitations of research.* Research provides information relevant
to management decisions, but it cannot provide solutions because solutions require managerial
judgment. Conversely, the researcher needs to understand the nature of the decision that manag-
ers face and what they hope to learn from the research.

To identify the management problem, the researcher must possess considerable skill in inter-
acting with the DM. Several factors may complicate this interaction. Access to the DM may be
difficult, and some organizations have complicated protocols for access to top executives. The
organizational status of the researcher or the research department may make it difficult to reach
the key DM in the early stages of the project. Finally, there may be more than one key DM and
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meeting with them collectively or individually may be difficult. Despite these problems, it is

necessary that the researcher interact directly with the key decision makers.’
problem audit The problem audit provides a useful framework for interacting with the DM and identify-
A comprehensive exami- ing the underlying causes of the problem. The problem audit, like any other type of audit, is a
nation of a marketing comprehensive examination of a marketing problem with the purpose of understanding its origin

Pr'Ok."em tounderstand its  and nature.® The problem audit involves discussions with the DM on the following issues that are
origin and nature. illustrated with a problem facing McDonald’s:

1. The events that led to the decision that action is needed, or the history of the problem:
McDonald’s, a long-time leader in the fast-food industry, was losing market share in 2013
and 2014 to competitors such as Burger King, Wendy’s, and Subway in some of the key
markets. This problem came into sharper focus as these competitors launched new products
and aggressive promotional campaigns, while the recent campaigns of McDonald’s were
not as successful.

2. The alternative courses of action available to the DM: The set of alternatives may be
incomplete at this stage, and qualitative research may be needed to identify the more inno-
vative courses of action. The alternatives available to the management of McDonald’s
included introducing new sandwiches and menu items, reducing prices, opening more res-
taurants, launching special promotions, and increasing advertising.
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3. The criteria that will be used to evaluate the alternative courses of action: For example, new
product offerings might be evaluated on the basis of sales, market share, profitability,
return on investment, and so forth. McDonald’s will evaluate the alternatives based on con-
tributions to market share and profits.

4. The potential actions that are likely to be suggested based on the research findings: The
research findings will likely call for a strategic marketing response by McDonald’s.

5. The information that is needed to answer the decision makers’ questions: The information
needed includes a comparison of McDonald’s and its major competitors on all the elements
of the marketing mix (product, pricing, promotion, and distribution) in order to determine
relative strengths and weaknesses.

6. The manner in which the DM will use each item of information in making the decision:
The key decision makers will devise a strategy for McDonald’s based on the research find-
ings and their intuition and judgment.

7. The corporate culture as it relates to decision making:’ In some firms, the decision-making
process is dominant; in others, the personality of the DM is more important. Awareness of
corporate culture may be one of the most important factors that distinguish researchers
who affect strategic marketing decisions from those who do not. The corporate culture at
McDonald’s calls for a committee approach in which critical decisions are made by key

decision makers.

It is important to perform a problem audit because the DM, in most cases, has only a vague
idea of what the problem is. For example, the DM may know that the firm is losing market share
but may not know why, because decision makers tend to focus on symptoms rather than on
causes. Inability to meet sales forecasts, loss of market share, and decline in profits are all symp-
toms. The researcher should treat the underlying causes, not merely address the symptoms. For
example, loss of market share may be caused by a superior promotion by the competition, inad-
equate distribution of the company’s products, or any number of other factors. Only when the
underlying causes are identified can the problem be successfully addressed, as exemplified by

the effort of store brand jeans.

Real Research Look Who's Picking Levi's Pocket

For years, teenagers have considered store label jeans
“uncool.” Although the lower price tag of store brand
jeans, such as JCPenney’s Arizona brand jeans or the Gap's
in-house brand, has long appealed to value-conscious par-
ents, teenagers have preferred big brand names such as
Levi’s, Lee, and Wrangler. The big-name brands have his-
torically dominated the $14 billion industry as a result.
Through marketing research problem audits, the private
labels determined that the real cause for their low market
share was lack of image. Therefore, the marketing research
problem was defined as enhancing their image in the eyes
of the target market—the lucrative teenage segment.
Arizona jeans and Gap's in-house brands have led the
charge among the “generics” in changing their image.
These store brand jeans, along with other store label jeans,
now target the teenage market with “cutting-edge” adver-
tising. Their advertisements feature rock bands such as
Aerosmith along with high-tech imagery to attract teenag-
ers. The brands also promote their trendy Web sites—areas

|u

where their target market should go and visit to be “coo

Gap jeans have also scored big. The chain’s strategy
has been to distance their store brand jeans from the store
itself. Teenagers think of the Gap as a place where older
people or their parents shop, thus making it “uncool.”
Gap's marketing campaign now aims to separate their store
name and image from their jeans that are aimed at teens.
This is the opposite of a more typical or traditional brand
name leveraging strategy. The results, according to the
research services firm Kantar TNS (www.tnsglobal.com), are
that teens are not putting it together that this is the house
brand.

The results for the store brand jeans have been quite
successful. According to the marketing research firm NPD
Group, private label jeans’ market share has risen from
2005 to 2015. Levi's, the market leader, has seen its market
share drop over the same time period, and this drop is also
indicative for the big brand names nationwide. These
impressive results are encouraging other stores to consider
introducing their own label jeans to capture a portion of
the teenage market.®
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As in the case of the private label jeans, a problem audit, which involves extensive interac-
tion between the DM and the researcher, can greatly facilitate problem definition by determining
the underlying causes. The interaction between the researcher and the DM is facilitated when one
or more people in the client organization serve as a liaison and form a team with the marketing
researcher. In order to be fruitful, the interaction between the DM and the researcher should be
characterized by the seven Cs:

1. Communication. Free exchange of ideas between the DM and researcher is essential.

2. Cooperation. Marketing research is a team project in which both parties (DM and
researcher) must cooperate.

3. Confidence. The interaction between the DM and the researcher should be guided by
mutual trust.

4. Candor. There should not be any hidden agendas, and an attitude of openness should
prevail.

S. Closeness. Feelings of warmth and closeness should characterize the relationship between
the DM and the researcher.

6. Continuity. The DM and the researcher must interact continually rather than sporadically.

7. Creativity. The interaction between the DM and the researcher should be creative rather
than formulaic.

Sprite: The Third Largest Soft Drink Brand

Visit www.cocacola.com and www.sprite.com and obtain as much information about the mar-
keting program of Sprite as you can from the Internet, including social media and your library’s
online databases. Write a brief report.

As the brand manager for Sprite, the third largest soft drink brand, you are concerned about
improving the performance of the brand. Identify possible symptoms that indicate to you that
the performance of Sprite is below expectations.

You are conducting marketing research for Sprite to help improve the performance of the
brand. Identify possible underlying causes that might be contributing to the lack of performance.

experience survey

An interview with people
very knowledgeable about
the general topic being
investigated.

key-informant
technique

Another name for con-
ducting an experience sur-
vey (i.e., an interview with
people very knowledge-
able about the general
topic being investigated).

lead-user survey
Interview with lead users
of the technology.

Interviews with Industry Experts

In addition to discussions with the DM, interviews with industry experts, individuals knowledge-
able about the firm and the industry, may help formulate the marketing research problem.9 These
experts may be found both inside and outside the firm. If the notion of experts is broadened to
include people very knowledgeable about the general topic being investigated, then these inter-
views are also referred to as an experience survey or the key-informant technique. Another
variation of this in a technological context is the lead-user survey that involves obtaining infor-
mation from the lead users of the technology. Typically, expert information is obtained by
unstructured personal interviews, without administering a formal questionnaire. It is helpful,
however, to prepare a list of topics to be covered during the interview. The order in which these
topics are covered and the questions to ask should not be predetermined but decided as the inter-
view progresses to allow greater flexibility in capturing the insights of the experts. The purpose
of interviewing experts is to help define the marketing research problem rather than to develop a
conclusive solution. Unfortunately, two potential difficulties may arise when seeking advice
from experts:

1. Some individuals who claim to be knowledgeable and are eager to participate may not
really possess expertise.

2. It may be difficult to locate and obtain help from experts who are outside the client
organization.
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secondary data
Data collected for some
purpose other than the
problem at hand.

For these reasons, interviews with experts are more useful in conducting marketing research
for industrial firms and for products of a technical nature, where it is relatively easy to identify
and approach the experts. This method is also helpful in situations when little information is
available from other sources, as in the case of radically new products. The Internet can be
searched to find industry experts outside of the client’s organization. By going to industry sites
and newsgroups (e.g., groups.google.com), you can find access to many knowledgeable industry
experts. You could also do searches on the topic at hand and follow up on any postings or FAQs.
Experts can provide valuable insights in modifying or repositioning existing products, as illus-

trated by the repositioning of Diet Cherry Coke.

Real Research

As of 2018, Coca-Cola (www.cocacola.com) was still the
world’s leading manufacturer, marketer, and distributor of
nonalcoholic beverages to more than 200 countries, with
more than 2,800 beverage products. Sales of Diet Cherry
Coke had been languishing, however, down from more than
8 million cases sold in the peak years. Coke system bottlers
had begun to cut back distribution of Diet Cherry Coke.
Faced with this issue, Coca-Cola had to determine the cause
of such a decline in sales. When industry experts were con-
sulted, the real problem was identified: Diet Cherry Coke was
not positioned correctly. These experts emphasized that
brand image was a key factor influencing soft drink sales, and
Diet Cherry Coke was perceived as conventional and old-
fashioned, an image inconsistent with that of Cherry Coke.
Hence, the marketing research problem was identified as

Cherry Picking: The Repositioning
of Diet Cherry Coke

measuring the image and positioning of Diet Cherry Coke.
The research undertaken confirmed the diagnosis of the
industry experts and provided several useful insights.

Based on the research results, the product was reposi-
tioned to align it more closely to the image of Cherry
Coke. The aim was to target younger drinkers. The packag-
ing was remade to be more consistent with the Cherry
Coke packaging. Bolder, edgy graphics were used to
appeal to the youth segment. Finally, Diet Cherry Coke
was placed with Cherry Coke in a teen-targeted promo-
tional giveaway. Positioning Diet Cherry Coke as a youthful
soft drink and targeting the teenage segment led to a turn-
around and increased sales. Sales have shown an upward
trajectory thanks to the industry experts who helped iden-
tify the real problem.'®

The Diet Cherry Coke example points to the key role of industry experts. However, informa-
tion obtained from the decision makers and the industry experts should be supplemented with the

available secondary data.

Wal-Mart: The Largest Retailer in the World!

Visit www.walmart.com and search the Internet, including social media and your library’s online
databases, to identify the challenges and opportunities facing Wal-Mart, the largest retailer in

the world.

Visit www.groups.google.com and survey the postings in retailing newsgroups to identify an
expert in retailing. Interview this expert (via telephone or online) to identify the challenges and

opportunities facing Wal-Mart.

As the CEO of Wal-Mart, what marketing strategies would you formulate to overcome these
challenges and capitalize on the opportunities?

primary data

Data originated by the
researcher specifically to
address the research
problem.

Secondary Data Analysis

Secondary data are data collected for some purpose other than the problem at hand. Primary
data, on the other hand, are originated by the researcher for the specific purpose of addressing
the research problem. Secondary data include information made available by business and gov-
ernment sources, commercial marketing research firms, and computerized databases. Secondary
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qualitative research
An unstructured, explor-
atory research methodol-
ogy based on small
samples intended to pro-
vide insight and under-
standing of the problem
setting.

pilot surveys

Surveys that tend to be
less structured than large-
scale surveys in that they
generally contain more
open-ended questions
and the sample size is
much smaller.

case studies

Studies that involve an
intensive examination of a
few selected cases of the
phenomenon of interest.
Cases could be customers,
stores, or other units.

data are an economical and quick source of background information. Analysis of available sec-
ondary data is an essential step in the problem definition process: Primary data should not be
collected until the relevant secondary data have been fully analyzed. Given the tremendous
importance of secondary data, this topic will be discussed in detail in Chapter 4, which also fur-
ther discusses the differences between secondary and primary data.

It is often helpful to supplement secondary data analysis with qualitative research.

Qualitative Research

Information obtained from the decision makers, industry experts, and secondary data may not be
sufficient to define the research problem. Sometimes qualitative research must be undertaken to
gain an understanding of the problem and its underlying factors. Qualitative research is unstruc-
tured, exploratory in nature, based on small samples, and may utilize popular qualitative tech-
niques such as focus groups (group interviews), word association (asking respondents to indicate
their first responses to stimulus words), and depth interviews (one-on-one interviews that probe
the respondents’ thoughts in detail). These techniques are described in detail in Chapter 5. Other
exploratory research techniques, such as pilot surveys and case studies, may also be undertaken
to gain insights into the phenomenon of interest. Pilot surveys tend to be less structured than
large-scale surveys in that they generally contain more open-ended questions and the sample size
is much smaller. Case studies involve an intensive examination of a few selected cases of the
phenomenon of interest. The cases could be consumers, stores, firms, or a variety of other units
such as markets, Web sites, and so on. The data are obtained from the company, external second-
ary sources, and by conducting lengthy unstructured interviews with people knowledgeable
about the phenomenon of interest. In the department store patronage project, valuable insights
into factors affecting store patronage were obtained in a case study comparing the chain’s five
best stores with the five worst stores. Exploratory research is discussed in more detail in Chapter 3,
and qualitative research techniques are discussed in detail in Chapter 5.

Although research undertaken at this stage may not be conducted in a formal way, it can
provide valuable insights into the problem, as illustrated by Harley-Davidson in the opening
example. Industry experts indicated the importance of brand loyalty, which also emerged as a
major factor in focus groups. Secondary data revealed that most motorcycle owners also owned
automobiles such as cars, SUVs, and trucks. Focus groups further indicated that motorcycles
were used primarily as a means of recreation, and all these factors were useful in defining the
problem as determining if customers would be loyal buyers of Harley-Davidson in the long term.
Procter & Gamble (P&G) provides another illustration of the role of qualitative research in defin-
ing the marketing research problem.

Real Research P&G’s Peep into Privacy

P&G, the maker of Tide laundry detergent, Pampers dia-
pers, and Crest toothpaste, is sending video crews and
cameras into about 80 households around the world, hop-
ing to capture, on tape, life’s daily routines and procedures
in all their boring glory. P&G thinks the exercise will yield a
mountain of priceless insights into consumer behavior that
more traditional methods—focus groups, interviews, home
visits—may have missed. People tend to have selective
memories when talking to a market researcher. They might
say, for example, that they brush their teeth every morning
or indulge in just a few potato chips when in fact they often
forget to brush and eat the whole bag.

Videotaping, P&G hopes, will help it get at the whole
truth. Initially, the study followed families in the United

Kingdom, Italy, Germany, and China. After a subject family
agrees to participate, one or two ethnographer-filmmakers
arrive at the home when the alarm clock rings in the morn-
ing and stay until bedtime, usually for a four-day stretch. To
be as unobtrusive as possible, the crew might at certain
times leave the camera alone in a room with the subjects or
let them film themselves. There are ground rules. If friends
come over, the subjects must inform them that they are
being filmed. The subjects and filmmakers agree on
boundaries ahead of time: Most bedroom and bathroom
activities are not taped.

Of course, P&G is acting on the information obtained
by such research to come up with innovative products
that cater to market needs. For example, some of the



66 PART 1 | Introduction and Early Phases of Marketing Research

movies at customers’ homes revealed that one of the big-
gest challenges faced by working mothers is their hectic
mornings. In between getting the kids off to school and
juggling a host of other duties, they still want to make
sure they leave the house looking their best. So P&G

the potential for multipurpose products that could help
this segment of customers by making their makeup rou-
tine easier. Subsequent research led to the launch of
multipurpose products such as a CoverGirl cosmetic that
is a moisturizer, foundation, and sunscreen all rolled into

defined the marketing research problem as determining one."

environmental context
of the problem

The set of factors having
an impact on the defini-
tion of the marketing
research problem, includ-
ing past information and
forecasts, resources and
constraints of the firm,
objectives of the decision
maker, buyer behavior,
legal environment, eco-
nomic environment, and
marketing and technologi-
cal skills of the firm.

FIGURE 2.2
Factors to Be
Considered in the
Environmental
Context of the
Problem

The insights gained from qualitative research, along with discussions with decision makers,
interviews with industry experts, and secondary data analysis, help the researcher to understand
the environmental context of the problem.

Environmental Context of the Problem

To understand the background of a marketing research problem, the researcher must understand
the client’s firm and industry. In particular, the researcher should analyze the factors that have an
impact on the definition of the marketing research problem. These factors, encompassing the
environmental context of the problem, include past information and forecasts pertaining to the
industry and the firm, resources and constraints of the firm, objectives of the decision maker,
buyer behavior, legal environment, economic environment, and marketing and technological
skills of the firm, as shown in Figure 2.2. Each of these factors is discussed briefly.12

Past Information and Forecasts

Past information and forecasts of trends with respect to sales, market share, profitability, technol-
ogy, population, demographics, and lifestyle can help the researcher understand the underlying
marketing research problem. Where appropriate, this kind of analysis should be carried out at the
industry and firm levels. For example, if a firm’s sales have decreased but industry sales have
increased, the problems will be very different than if the industry sales have also decreased. In
the former case, the problems are likely to be specific to the firm."3

Past information and forecasts can be valuable in uncovering potential opportunities and
problems, as the fast-food industry has discovered. The following example shows how marketers
can exploit potential opportunities by correctly assessing potential demand.

Past Information and Forecasts

Resources and Constraints

Objectives

Buyer Behavior

Legal Environment

Economic Environment

Marketing and Technological Skills
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Real Research

Smarte Carte, Inc. (www.smartecarte.com), with its head-
quarters in St. Paul, Minnesota, is the leader in baggage
cart, locker, and stroller services at more than 1,000 air-
ports, train stations, bus terminals, shopping centers, and
entertainment facilities around the world. Having recently
developed a new locker using “smart” technology, the
company wanted to know which markets would be ideal for
this new product and sought the help of Emerge Marketing
(www.emergemarketing.com).

Expanding into new markets requires knowledge of
each market's size and growth potential, barriers to entry,
and competitors. Using qualitative research (like focus
groups and depth interviews) and secondary data (like
Census Bureau information and Nielsen ratings), Emerge
Marketing developed baseline information for a number of
possible market segments. Based on the key requirements
identified for each market, it was found that the new locker

Research

Smarte Carte Becomes Smart with Marketing

technology would be a good fit for amusement parks, ski
areas, and water parks. The study had revealed that the
features offered by the new product best suited the needs
of these market segments. Moreover, the competitive pic-
ture was most favorable in these segments. Thus, the prob-
lem definition was narrowed to determining the demand
potential for the new technology in these three segments
(amusement parks, ski areas, and water parks). Further
research was then conducted to quantify the market in
terms of potential sales in these segments so that Smarte
Carte could develop products, manufacturing capabilities,
and budgets accordingly. Based on the study, Smarte
Carte fine-tuned the product for these three markets. For
example, keyless electronic storage lockers were devel-
oped with the water parks in mind. Visitors could lock their
valuables in this locker and then enjoy their rides without
having to worry about the safety of their locker keys.'*

Lunch on the Go Crowd

From secondary sources obtain data on the sales of restaurants for the past year and sales
forecasts for the next two to five years.

How would you obtain this information using the Internet, including social media and your

library's online databases?

You are the marketing manager for Houston’s restaurants. You come across information
stating that more and more people are having lunch on the go and that this trend is expected
to continue for the next five years. What kind of problems and opportunities does this informa-

tion suggest?

This example illustrates the usefulness of past information and forecasts, which can be espe-
cially valuable if resources are limited and there are other constraints on the organization.

Resources and Constraints

To formulate a marketing research problem of appropriate scope, it is necessary to take into
account both the resources available, such as money and research skills, and the constraints on
the organization, such as cost and time. Proposing a large-scale project that would cost $100,000
when only $40,000 has been budgeted obviously will not meet management approval. In many
instances, the scope of the marketing research problem may have to be reduced to accommodate
budget constraints. This might be done, as in the department store patronage project, by confin-
ing the investigation to major geographical markets rather than conducting the project on a
national basis.

It is often possible to extend the scope of a project appreciably with only a marginal increase
in costs. This can considerably enhance the usefulness of the project, thereby increasing the
probability that management will approve it. Time constraints can be important when decisions
must be made quickly.15 A project for Fisher-Price, a major toy manufacturer, involving mall
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objectives

Goals of the organization
and of the decision maker
that must be considered in
order to conduct success-
ful marketing research.

buyer behavior

A body of knowledge that
tries to understand and
predict consumers’ reac-
tions based on individuals’
specific characteristics.

intercept interviews in six major cities (Chicago, Fresno, Kansas City, New York, Philadelphia,
and San Diego) had to be completed in six weeks. Why the rush? The results had to be presented
at an upcoming board meeting where a major (go/no go) decision was to be made about a new
product introduction.'®

Other constraints, such as those imposed by the client firm’s personnel, organizational struc-
ture and culture, or decision-making styles, should be identified to determine the scope of the
research project. However, constraints should not be allowed to diminish the value of the research
to the decision maker or compromise the integrity of the research process. If a research project is
worth doing, it is worth doing well. In instances where the resources are too limited to allow a
high-quality project, the firm should be advised not to undertake formal marketing research. For
this reason, it becomes necessary to identify resources and constraints, a task that can be better
understood when examined in the light of the objectives of the organization and the decision
maker.

Obijectives

Decisions are made to accomplish objectives. The formulation of the management decision
problem must be based on a clear understanding of two types of objectives: (1) the organizational
objectives (the goals of the organization), and (2) the personal objectives of the decision maker.
For the project to be successful, it must serve the objectives of the organization and the decision
maker. This, however, is not an easy task.

The decision maker rarely formulates personal or organizational objectives accurately.
Rather, it is likely that these objectives will be stated in terms that have no operational signifi-
cance, such as “to improve corporate image.” Direct questioning of the decision maker is unlikely
to reveal all of the relevant objectives. The researcher needs skill to extract these objectives. An
effective technique is to confront the decision makers with each of the possible solutions to a
problem and ask whether they would follow that course of action. If a “no” answer is received,
use further probing to uncover objectives that are not served by the course of action.

Buyer Behavior

Buyer behavior is a central component of the environmental context. In most marketing deci-
sions, the problem can ultimately be traced to predicting the response of buyers to specific
actions by the marketer. An understanding of the underlying buyer behavior can provide valuable
insights into the problem. The buyer behavior factors that should be considered include the
following:

1. Number and geographical location of the buyers and nonbuyers

Demographic and psychological characteristics

Product consumption habits and the consumption of related product categories
Media, including social media, consumption behavior and response to promotions
Price sensitivity

Patronage of retail outlets

Buyer preferences

Nk wd

The following example shows how an understanding of relevant buyer behavior helps in
identifying the causes underlying a problem.

Real Research “Milk Life”: Mom Knows Best

After two decades, the Milk Processor Education Program,
the national marketing arm for the dairy industry, retired
the famous “Got Milk?” campaign in 2014 and replaced it
with “Milk Life” (milklife.com). The “Got Milk?” campaign
had featured celebrities donning milk moustaches in sup-
port of drinking dairy. Despite the campaign’s ubiquity in

the 1990s and 2000s, milk consumption in the United
States has continued to fall. The new campaign, “Milk
Life,” eschews the celebs for images of ordinary people
doing everyday activities.

The decision to make this change was guided by mar-
keting research. Secondary data showed that between
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1977-1978 and 2007-2008, the number of children who
did not drink milk on a given day rose from 12 percent to
24 percent. Thirty years ago, 21 percent of adults reported
drinking milk at dinner time; in 2008 it had fallen to 9 per-
cent. Furthermore, qualitative research aimed at under-
standing buyer behavior was conducted. This research
revealed how people used milk, what made them want it,
with what foods they used it, and how they felt when they
were deprived of it. The findings revealed that milk is not a
very high-interest item in people’s lives. Rather, it is a sta-
ple. It was found that 88 percent of milk is consumed at
home and that milk was not the central drink of the aver-

foods such as cereal, cakes, pastries, and so forth. Thus,
the marketing research problem was framed in terms of
determining consumers’ perceptions and consumption of
milk. When subsequent research confirmed the staple
nature of milk, the new “Milk Life” campaign emphasized
that milk is a nutrient powerhouse with 8 grams of natural,
high-quality protein and eight other essential nutrients in
every 8-ounce glass. It is a perfect beverage to pair with
breakfast and beyond. It capitalized on the age-old adage
that Mom knows best. When moms drink milk, their kids
are also more likely to drink milk. It is hoped that moms
giving milk to kids will help establish healthy diet patterns

age person, but it was used in combination with certain

from an early age."’

legal environment
The set of regulatory poli-
cies and norms within
which organizations must
operate.

economic environment
Income, prices, savings,
credit, and general eco-
nomic conditions.

The decline in milk consumption could be attributed to changes in the sociocultural environ-
ment, which include demographic trends and consumer tastes. In addition, the legal environment
and the economic environment can have an impact on the behavior of consumers and the defini-
tion of the marketing research problem.

Legal Environment

The legal environment includes public policies, laws, government agencies, and pressure groups
that influence and regulate various organizations and individuals in society. Important areas of
law include patents, trademarks, royalties, trade agreements, taxes, and tariffs. Federal laws have
an impact on each element of the marketing mix. In addition, laws have been passed to regulate
specific industries. The legal environment can have an important bearing on the definition of the
marketing research problem, as can the economic environment.

Economic Environment

Along with the legal environment, another important component of the environmental context is
the economic environment, which is comprised of purchasing power, gross income, disposable
income, discretionary income, prices, savings, credit availability, and general economic condi-
tions. The general state of the economy (rapid growth, slow growth, recession, or stagflation)
influences the willingness of consumers and businesses to take on credit and spend on big-ticket
items. Thus, the economic environment can have important implications for marketing research
problems.

Marketing and Technological Skills

A company’s expertise with each element of the marketing mix, as well as its general level of
marketing and technological skills, affects the nature and scope of the marketing research proj-
ect. For example, the introduction of a new product that requires sophisticated technology may
not be a viable course if the firm lacks the skills to manufacture or market it.

A firm’s marketing and technological skills greatly influence the marketing programs and
strategies that can be implemented. At a broader level, other elements of the technological envi-
ronment should be considered. Technological advances, such as the continuing development of
computers, have had a dramatic impact on marketing research. To illustrate, computerized check-
out lanes allow supermarkets to monitor daily consumer demand for products and make the scan-
ner data available to the researcher. It is possible to obtain precise information on retail sales, not
only of the firm’s brands but also of competing brands. The speed and accuracy of data collection
enable the researcher to investigate intricate problems such as the daily changes in market share
during a promotion.

Many of the factors to be considered in the environmental context of the problem can be
researched via the Internet. Past information and forecasts of trends can be found by searching
for the appropriate information with search engines. For client-specific information, the user can
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management decision
problem

The problem confronting
the decision maker. It asks
what the decision maker
needs to do.

marketing research
problem

A problem that entails
determining what informa-
tion is needed and how it
can be obtained in the
most feasible way.

go to the company home page and get the information from there. Broadridge (www.broadridge
.com) is an effective way to research a company and find information on financial reports, com-
pany news, corporate profiles, or annual reports. Finally, you can go to sites such as Google
Finance, Yahoo! Finance or www.quicken.com to find analysts’ views of the company. Firms
such as Dun & Bradstreet (www.dnb.com) create company databases that can be accessed
through a subscription or reports that can be purchased on a one-time basis.

After gaining an adequate understanding of the environmental context of the problem, the
researcher can define the management decision problem and the marketing research problem.
This process was illustrated in the opening Harley-Davidson example. Forecasts called for an
increase in consumer spending on recreation and entertainment well into the year 2020.
Empowered by the Internet, consumers in the twenty-first century became increasingly sophisti-
cated and value conscious. Yet brand image and brand loyalty played a significant role in buyer
behavior with well-known brands continuing to command a premium. Clearly, Harley-Davidson
had the necessary resources and marketing and technological skills to achieve its objective of
being the dominant motorcycle brand on a global basis. The management decision problem was:
Should Harley-Davidson invest to produce more motorcycles? The marketing research problem
was to determine if the customers would be loyal buyers of Harley-Davidson in the long term.
The following section provides further understanding of the management decision problem and
the marketing research problem.

Management Decision Problem and Marketing
Research Problem

The management decision problem asks what the decision maker needs to do, whereas the
marketing research problem asks what information is needed and how it can best be obtained
(Table 2.1). Research can provide the necessary information to make a sound decision.'® The
management decision problem is action oriented. It is concerned with the possible actions the
decision maker can take. How should the loss of market share be arrested? Should the mar-
ket be segmented differently? Should a new product be introduced? Should the promotional
budget be increased? In contrast, the marketing research problem is information oriented. It
involves determining what information is needed and how that information can be obtained
effectively and efficiently. Whereas the management decision problem focuses on symptoms, the
marketing research problem focuses on underlying causes.

Consider, for example, the loss of market share for a particular product line. The decision
maker’s decision problem is how to recover this loss. Alternative courses of action include
modifying existing products, introducing new products, changing other elements in the mar-
keting mix, and segmenting the market. Suppose the decision maker and the researcher believe
that the problem is caused by inappropriate segmentation of the market and want research to
provide information on this issue. The research problem would then become the identification
and evaluation of an alternative basis for segmenting the market. Note that this process is inter-
active. The following department store patronage project example illustrates further the dis-
tinction between the management decision problem and the marketing research problem as
well as the interactive nature of the problem definition process between the decision maker
(DM) and the researcher (R).

TABLE 2.1
Management Decision Problems Versus the Marketing Research Problem

Management Decision Problem  Marketing Research Problem

Asks what information is needed and how it should
be obtained

Asks what the decision maker needs

to do
Action oriented Information oriented

Focuses on symptoms Focuses on the underlying causes
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Project Research Defining the Problem

DM: We have seen a decline in the patronage of our store.  After a series of dialogues with the DM and other key man-
R: How do you know that? agers, analysis of secondary data, and qualitative research,
DM: Well, it is reflected in our sales and market share. the problem was identified as follows:

R: Why do you think your patronage has declined?

DM: | wish | knew!

Management Decision Problem

R:  What about competition? What should be done to improve the patronage of Wal-
DM: | suspect we are better than competition on some Mart?
factors and worse on others. Marketing Research Problem

R: How do the customers view your store?
DM: [ think most of them view it positively, although we
may have a weak area or two.

Determine the relative strengths and weaknesses of Wal-
Mart vis-a-vis other major competitors with respect to fac-
tors that influence store patronage.

The following examples further distinguish between the management decision problem and
the marketing research problem:

MANAGEMENT DECISION PROBLEM MARKETING RESEARCH PROBLEM

Should a new product be introduced? To determine consumer preferences and purchase
intentions for the proposed new product

Should the advertising campaign be To determine the effectiveness of the current

changed? advertising campaign

Should the price of the brand be To determine the price elasticity of demand and

increased? the impact on sales and profits of various levels

of price changes

While distinct, the marketing research problem has to be closely linked to the management deci-
sion problem. This distinction and linkage between the management decision problem and the
marketing research problem helps us in understanding how the marketing research problem
should be defined.

Defining the Marketing Research Problem

The general rule to follow in defining the marketing research problem is that the definition
should (1) allow the researcher to obtain all the information needed to address the management
decision problem and (2) guide the researcher in proceeding with the project. Researchers make
two common errors in problem definition. The first arises when the research problem is defined
too broadly. A broad definition does not provide clear guidelines for the subsequent steps
involved in the project. Some examples of overly broad marketing research problem definitions
are (1) develop a marketing strategy for the brand, (2) improve the competitive position of the
firm, or (3) improve the company’s image. These are not specific enough to suggest an approach
to the problem or a research design.

The second type of error is just the opposite: The marketing research problem is defined too
narrowly. A narrow focus may preclude consideration of some courses of action, particularly
those that are innovative and may not be obvious. It may also prevent the researcher from
addressing important components of the management decision problem. For example, in a proj-
ect conducted for a major consumer products firm, the management decision problem was how
to respond to a price cut initiated by a competitor. The alternative courses of action initially iden-
tified by the firm’s research staff were (1) decrease the price of the firm’s brand to match the
competitor’s price cut; (2) maintain price but increase advertising heavily; (3) decrease the price
somewhat, without matching the competitor’s price, and moderately increase advertising. None
of these alternatives seemed promising. When outside marketing research experts were brought
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FIGURE 2.3

Proper Definition
of the Marketing
Research Problem

broad statement

The initial statement of the
marketing research prob-
lem that provides an
appropriate perspective
on the problem.

specific components
The second part of the
marketing research prob-
lem definition. The specific
components focus on the
key aspects of the prob-
lem and provide clear
guidelines on how to pro-
ceed further.

Marketing Research Problem

Broad Statement

Specific Components

|
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in, the problem was redefined as improving the market share and profitability of the product line.
Qualitative research indicated that in blind tests consumers could not differentiate products
offered under different brand names. Furthermore, consumers relied on price as an indicator of
product quality. These findings led to a creative alternative: Increase the price of the existing
brand and introduce two new brands—one priced to match the competitor and the other priced to
undercut it. This strategy was implemented, leading to an increase in market share and
profitability.

The likelihood of committing either type of error in problem definition can be reduced by
stating the marketing research problem in broad, general terms and identifying its specific com-
ponents (see Figure 2.3). The broad statement provides perspective on the problem and acts as
a safeguard against committing the second type of error. The specific components focus on the
key aspects of the problem and provide clear guidelines on how to proceed further, thereby
reducing the likelihood of the first type of error. Examples of appropriate marketing research
problem definitions follow.

Project Research Problem Definition

In the department store patronage project, the marketing 3. Which stores are patronized when shopping for spe-
research problem is to determine the relative strengths and cific product categories?

weaknesses of Wal-Mart, vis-a-vis other major competitors, 4. What is the market share of Wal-Mart and its competi-
with respect to factors that influence store patronage. Spe- tors for specific product categories?

cifically, research should provide information on the follow- 5. What is the demographic and psychographic

ing questions.

1. What criteria do households use when selecting

department stores?

2. How do households evaluate Wal-Mart and competing
stores in terms of the choice criteria identified in ques-

tion 1?

profile of the customers of Wal-Mart? Does it
differ from the profile of customers of competing
stores?

6. Can store patronage and preference be explained
in terms of store evaluations and customer charac-
teristics?

Real Research Major League Baseball Majors in Research

Major League Baseball (MLB, www.mlb.com) wanted to
evaluate the effect of the size and frequency of its nonprice
promotions for MLB games. The management decision

problem was: Should MLB teams continue with nonprice
promotions? The broad marketing research problem was
defined as determining the impact of nonprice promotions
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on attendance at MLB games. Specifically, this research attendance by about 14 percent. Additionally, increasing the
should answer the following questions. number of promotions has a negative effect on the marginal

1. What is the overall effect of nonprice promotions on

attendance?

2. What is the marginal impact on attendance of addi-
tional promotional days?
3. Are nonprice promotions effective in building long-

term loyalty?

4. What are the demographic and psychographic
characteristics of people who respond to nonprice

promotions?

impact of each promotion. The loss from this “watering
down" effect, however, is outweighed by the gain from hav-
ing an extra promotion day. Promotion most influences occa-
sional attendees but does not engender long-term loyalty.
Based on these findings, strategic decisions were taken
to improve overall revenue by continuing the nonprice pro-
motions, especially during the off-season and games for
which sales projections were not impressive. The research
results also led to the decision to spread out promotions to
reduce the watering-down effect. A correct definition of

Analysis of a data set containing 1,500 observations the problem led to useful findings that when implemented

revealed that nonprice promotion increases single game resulted in increased revenues.

19

theory

A conceptual scheme
based on foundational
statements, or axioms,
that are assumed to be
true.

In the MLB example, the broad statement of the problem focused on gathering information about
the effect of nonprice promotions, and the specific components identified the particular items of
information that should be obtained. This was also true in the opening Harley-Davidson exam-
ple, where a broad statement of the marketing research problem was followed by four specific
components. Problem definition in the department store patronage project followed a similar
pattern.

Once the marketing research problem has been broadly stated and its specific components
identified, the researcher is in a position to develop a suitable approach.

Components of the Approach

In the process of developing an approach, we must not lose sight of the goal—the outputs. The
outputs of the approach development process should include the following components: objective/
theoretical framework, analytical models, research questions, hypotheses, and specification of
information needed (see Figure 2.1). Each of these components is discussed in the following
sections.

Objective/Theoretical Framework

In general, research should be based on objective evidence and supported by theory. A theory is
a conceptual scheme based on foundational statements called axioms, which are assumed to be
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objective evidence
Unbiased evidence that is
supported by empirical
findings.

analytical model

An explicit specification of
a set of variables and their
interrelationships
designed to represent
some real system or proc-
ess in whole or in part.

verbal models
Analytical models that pro-
vide a written representa-
tion of the relationships
between variables.

graphical models
Analytical models that pro-
vide a visual picture of the
relationships between vari-
ables.

mathematical models
Analytical models that
explicitly describe the rela-
tionships between vari-
ables, usually in equation
form.

true. Objective evidence (evidence that is unbiased and supported by empirical findings) is gath-
ered by compiling relevant findings from secondary sources. Likewise, an appropriate theory to
guide the research might be identified by reviewing academic literature contained in books, jour-
nals, and monographs. The researcher should rely on theory to determine which variables should
be investigated. Furthermore, theoretical considerations provide information on how the vari-
ables should be operationalized and measured, as well as how the research design and sample
should be selected. A theory also serves as a foundation on which the researcher can organize
and interpret the findings. “Nothing is so practical as a good theory.”20

Theory also plays a vital role in influencing the research procedures adopted in basic
research. However, applying a theory to a marketing research problem requires creativity on the
part of the researcher. A theory may not specify adequately how its abstract constructs (variables)
can be embodied in a real-world phenomenon. Moreover, theories are incomplete. They deal
with only a subset of variables that exist in the real world. Hence, the researcher must also iden-
tify and examine other, nontheoretical, variables.2!

The department store patronage project illustrates how theory can be used to develop an
approach. Review of the retailing literature revealed that the modeling of store patronage in
terms of choice criteria had received considerable support.22 Furthermore, as many as 42
choice criteria had been identified in the literature, and guidelines on operationalizing these
variables were provided. This provided an initial pool from which the final eight characteris-
tics included in the questionnaire were selected. Theoretical considerations also suggested that
store behavior could be examined via a survey of respondents familiar with department store
shopping. The theoretical framework also serves as a foundation for developing an appropriate
analytical model.

Analytical Model

An analytical model is a set of variables and their interrelationships designed to represent, in
whole or in part, some real system or process. Models can have many different forms. The most
common are verbal, graphical, and mathematical structures. In verbal models, the variables and
their relationships are stated in prose form. Such models may be mere restatements of the main
tenets of a theory. Graphical models are visual. They are used to isolate variables and to suggest
directions of relationships but are not designed to provide numerical results. They are logical
preliminary steps to developing mathematical models. Mathematical models explicitly specify
the relationships among variables, usually in equation form. These models can be used as
guides for formulating the research design and have the advantage of being amenable to
manipulation.?® The different models are illustrated in the context of the department store
patronage project.

Project Research Model Building

Verbal Model Graphical Model
A consumer first becomes aware of a department store.

That person then gains an understanding of the store by Awareness
evaluating the store in terms of the factors comprising the l
choice criteria. Based on the evaluation, the consumer

forms a degree of preference for the store. If preference is
strong enough, the consumer will patronize the store.

Understanding: Evaluation

|

Preference

|

Patronage
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Mathematical Model where
S =d f pref
y= a0+ Dax y = degree of preference . o
=1 ap, ai = model parameters to be estimated statistically

x; = store patronage factors that constitute the choice
criteria

research questions
Refined statements of the
specific components of
the problem.

As can be seen from this example, the verbal, graphical, and mathematical models depict the
same phenomenon or theoretical framework in different ways. The phenomenon of store patron-
age stated verbally is represented for clarity through a figure (graphical model) and is put in
equation form (mathematical model) for ease of statistical estimation and testing. Graphical
models are particularly helpful in conceptualizing an approach to the problem. In the opening
Harley-Davidson example, the underlying theory was that brand loyalty is the result of positive
beliefs, attitude, affect, and experience with the brand. This theory may be represented by the
following graphical model.

Beliefs— Attitudes

Purchase —» Experience/—» Repeat —» Loyalty
Affect — Evaluation Purchase

The verbal, graphical, and mathematical models complement each other and help the
researcher identify relevant research questions and hypotheses.

Research Questions

Research questions are refined statements of the specific components of the problem. Although
the components of the problem define the problem in specific terms, further detail may be needed
to develop an approach. Each component of the problem may have to be broken down into sub-
components or research questions. Research questions ask what specific information is required
with respect to the problem components. If the research questions are answered by the research,
then the information obtained should aid the decision maker. The formulation of the research
questions should be guided not only by the problem definition but also by the theoretical frame-
work and the analytical model adopted. For a given problem component, there are likely to be
several research questions, as in the case of the department store patronage project.

Project Research Research Questions

The fifth component of the research problem was the psy- were to be operationalized. To illustrate, how should the
chological profile of Wal-Mart's customers. In the context use of Wal-Mart credit be measured? It could be measured
of psychological characteristics, several research questions in any of the following ways.

were asked about the customers of Wal-Mart.

1. Whether the customer holds a Wal-Mart

¢ Do they exhibit store loyalty? credit card
e Are they heavy users of credit? 2. Whether the customer uses the Wal-Mart
e Are they more conscious of personal appearance as credit card
compared to customers of competing stores? 3. The number of times the Wal-Mart credit card is used
* Do they combine shopping with eating out? in a specified time period

The research questions were then further refined by
precisely defining the variables and determining how they

4. The dollar amount charged to the Wal-Mart credit card
during a specified time period
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The theoretical framework and the analytical model play a significant role in the operation-
alization and measurement of variables specified by the research questions. Whereas in the
department store patronage project, the literature reviewed did not provide any definitive mea-
sure of store credit, the mathematical model could incorporate any of the alternative measures.
Thus, it was decided to include all four measures of store credit in the study. Research questions
may be further refined into one or more hypotheses.

Hypotheses

hypothesis A hypothesis is an unproven statement or proposition about a factor or phenomenon that is of

An unproven statementor  interest to the researcher. It may, for example, be a tentative statement about relationships

proposition about a factor  between two or more variables as stipulated by the theoretical framework or the analytical model.

or phenomenon thatis of  Often a hypothesis is a possible answer to the research question. Hypotheses go beyond research

interest to the researcher. o eqtions because they are statements of relationships or propositions rather than merely ques-
tions to which answers are sought. Whereas research questions are interrogative, hypotheses are
declarative and can be tested empirically (see Chapter 15). An important role of a hypothesis is
to suggest variables to be included in the research design. The relationship among the marketing
research problem, research questions, and hypotheses, along with the influence of the objective/
theoretical framework and analytical models, is described in Figure 2.4 and illustrated by the fol-
lowing example from the department store patronage project.24

Project Research Hypotheses

The following hypotheses (H) were formulated in relation to These hypotheses guided the research by ensuring that
the research question on store loyalty:?® variables measuring knowledge of the shopping environ-
ment and propensity to take risks were included in the
research design.

H1: Customers who are store loyal are less knowledgeable
about the shopping environment.

H2: Store-loyal customers are more risk averse than are
nonloyal customers.

Unfortunately, it may not be possible to formulate hypotheses in all situations. Sometimes
sufficient information is not available to develop hypotheses. At other times, the most reasonable
statement of a hypothesis may be a trivial restatement of the research question (RQ). For
example:

RQ: Do customers of Wal-Mart exhibit store loyalty?
H: Customers of Wal-Mart are loyal.

FIGURE 2.4 Components of the
Development of Marketing Research Problem
Research Questions
and Hypotheses Objective/ >

Theoretical ¢

Framework

Research Questions
Analytical
Model J

v

Hypotheses



CHAPTER 2 | Defining the Marketing Research Problem and Developing an Approach 77

Hypotheses are an important part of the approach to the problem. When stated in operational
terms, as H1 and H2 in the department store example, they provide guidelines on what, and how,
data are to be collected and analyzed. When operational hypotheses are stated using symbolic
notation, they are commonly referred to as statistical hypotheses. A research question may have
more than one hypothesis associated with it, as in the Harley-Davidson example and the one that

follows.

Real Research The Taste of Comfort

In the midst of an insecure global environment in 2017,
nothing was more comforting than trusted, familiar foods
and treats. Do certain foods provide comfort under differ-
ent situations in people’s lives? For instance, does chicken
soup make people feel better on a rainy day or when they
have a cold, partially because they may have eaten chicken
soup during the same situations when they were growing
up? Marketing research was conducted to investigate com-
fort foods. The specific research questions and the associ-
ated hypotheses follow:

RQ1:
H1: Potato chips are considered comfort food.
H2: Ice cream is considered comfort food.

What foods are considered to be comfort foods?

RQ2: When do people eat comfort foods?

H3: People eat comfort foods when they are in a good
mood.

H4:  People eat comfort foods when they are in a bad
mood.

RQ3: How do people become attached to comfort foods?

H5:  People are attached to comfort foods that are con-
sistent with their personality.

H6:  People are attached to comfort foods because of
past associations.

In-depth telephone interviews were conducted with 411
people across the United States. The purpose was to find
out what people’s favorite comfort foods were and how
these products became comfort foods. From the qualita-
tive answers, a 20-minute quantitative phone survey was
developed for a larger sample size of 1,005.

The results showed that America’s favorite comfort food
is potato chips, followed by ice cream, cookies, and candy.
Thus, both H1 and H2 were supported. Many respondents
also considered natural, homemade, or even “healthy”
foods such as meats, soups, and vegetables comfort foods.
The psychological comfort of these foods may provide a
powerful impact on people’s food choices just as the taste
does for snack foods.

People are also more likely to eat comfort foods when
they are in good moods than sad: jubilant (86 percent), cel-
ebrating (74 percent), got the blues (39 percent), the blahs
(52 percent), and lonely (39 percent). Thus, H3 had stron-
ger support than H4, although both were supported.

The results also showed that past associations with
products and personality identification are the two main
reasons why foods become comfort foods, thus supporting
H5 and H6. Foods often remind people of specific events
during their lives, which is why they eat them for comfort.
Some foods also help people form their identities because
the products are consistent with their personality. For
instance, meat and potatoes are staples for the macho, all-
American male, which may explain why many males do not
want to try healthier soy products.

The more marketers know about the psychology
behind foods, at both the associative and personality lev-
els, the better they will be at establishing new brands, as
well as packaging and advertising existing brands that are
already considered comfort foods and have their own
brand personalities. For example, Frito-Lay's LAY'S® Kettle
Cooked 40% Less Fat brand of low-fat potato chips has
been very successful. Frito-Lay combined the fact that
chips are fun to eat with the wave of health-conscious peo-
ple in the United States. The fun product continues to be
comforting while reducing people’s guilt by its low fat
content.?
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Experiential Research

Marketing Research Begins at Home
(or Near the Campus)

Visit a local business located near your campus. Interview the business owner or manager and
identify some of the marketing challenges facing this business. Also interview an expert in this
industry. Search and analyze secondary data pertaining to this business and the industry and
identify the environmental context of the problem.

1. Define the management decision problem.

2. Define the marketing research problem.

3. Develop a graphical model explaining the consumer choice process leading to the patron-
age of this business or its competitors.

4. Develop an appropriate research question and hypothesis.

Specification of Information Needed

By focusing on each component of the problem and the analytical framework and models,
research questions, and hypotheses, the researcher can determine what information should be
obtained in the marketing research project. It is helpful to carry out this exercise for each compo-
nent of the problem and make a list specifying all the information that should be collected. Let us
consider the department store patronage project and focus on the components of the problem
identified earlier in this chapter to determine the information that should be obtained from the
respondents selected for the survey.

Project Research Specification of Information Needed

Component 1

This component involves the criteria households use to
select a department store. Based on the process outlined
earlier in this chapter, the researcher identified the follow-
ing factors as part of the choice criteria: quality of mer-
chandise, variety and assortment of merchandise, returns
and adjustment policy, service of store personnel, prices,
convenience of location, layout of store, and credit and
billing policies. The respondents should be asked to rate
the importance of each factor as it influences their store
selection.

Component 2

This component is concerned with competition. The
researcher identified nine department stores as competi-
tors of Wal-Mart based on discussions with management.
The respondents should be asked to evaluate Wal-Mart

and its nine competitors on the eight choice criteria factors.

Component 3

Specific product categories are the focus of this compo-
nent. Sixteen different product categories were selected,
including women'’s dresses, women'’s sportswear, lingerie
and body fashion, junior merchandise, men'’s apparel, cos-
metics, jewelry, shoes, sheets and towels, furniture and
bedding, and draperies. The respondents should be asked
whether they shop at each of the 10 stores for each of the
16 product categories.

Component 4

No additional information needs to be obtained from the
respondents.

Component 5

Information on the standard demographic characteristics
should be obtained from the respondents. Based on the
process outlined earlier in this chapter, the researcher iden-
tified the following psychographic characteristics as rel-
evant: store |oya|ty, credit use, appearance consciousness,
and combining shopping with eating. Information on these
variables should also be obtained from the respondents.

Component 6

No additional information needs to be obtained from the
respondents.

Project Activities

Review the discussion of the Wal-Mart project given in this
chapter.

1. Do you think that the marketing research problem is
appropriately defined, given the management deci-
sion problem facing Wal-Mart? Why or why not?

2. Develop an alternative graphical model of how con-
sumers select a department store.

3. Develop two research questions and two hypotheses
corresponding to components 1 to 4 and 6 of the mar-
keting research problem.
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International Marketing Research

The precise definition of the marketing research problem is more difficult in international mar-
keting research than in domestic marketing research. Unfamiliarity with the environmental fac-
tors of the country where the research is being conducted can greatly increase the difficulty of
understanding the problem’s environmental context and uncovering its causes.

Real Research Kraft Heinz Ketchup Could Not Catch Up in Brazil

In 2017, the Kraft Heinz Company (www.kraftheinzcompany
.com) was selling products in more than 200 countries and
sales were topping $27 billion with approximately 60 per-
cent of revenue coming from overseas. Despite good track
records inland and overseas, Kraft Heinz failed in Brazil, the
host of 2016 Olympics, a market that seemed to be South
America’s biggest and most promising. Kraft Heinz entered
into a joint venture with Citrosuco Paulista, a giant orange
juice exporter, because of the future possibility of buying
the profitable company. Yet the sales of its products,
including ketchup, did not take off. Where was the prob-
lem? A problem audit revealed that the company lacked a
strong local distribution system. Kraft Heinz lost control of
the distribution because it worked on consignment.

Distribution could not reach 25 percent penetration. The
other related problem was that Kraft Heinz concentrated
on neighborhood shops because this strategy was success-
ful in Mexico. However, the problem audit revealed that 75
percent of the grocery shopping in S&o Paulo is done in
supermarkets and not the smaller shops. Although Mexico
and Brazil may appear to have similar cultural and demo-
graphic characteristics, consumer behavior can vary greatly.
A close and intensive look at the Brazilian food distribution
system and the behavior of consumers could have averted
this failure. Kraft Heinz, however, is looking more closely at
Asia, especially China, where the company markets baby
food and where about 20 million babies are born every

year.?’

self-reference criterion
The unconscious reference
to one's own cultural
values.

As the Kraft Heinz example illustrates, many international marketing efforts fail, not
because research was not conducted, but because the relevant environmental factors were not
taken into account. Generally, this leads to a definition of the problem that is too narrow.
Consider, for example, the consumption of soft drinks. In many Asian countries such as India,
water is consumed with meals, and soft drinks are generally served to guests and on special
occasions. Therefore, the management decision problem of increasing the market share of a soft
drink brand would translate to a different marketing research problem in India than in the United
States. Before defining the problem, the researcher must isolate and examine the impact of the
self-reference criterion (SRC), or the unconscious reference to one’s own cultural values.
The following steps help researchers account for environmental and cultural differences when
defining the problem in an international marketing context:?

Step 1. Define the marketing research problem in terms of domestic environmental and cultural fac-
tors. This involves an identification of relevant American (domestic country) traits, econom-
ics, values, needs, or habits.

Step 2. Define the marketing research problem in terms of foreign environmental and cultural
factors. Make no judgments. This involves an identification of the related traits, econom-
ics, values, needs, or habits in the proposed market culture. This task requires input from
researchers familiar with the foreign environment.

Step 3. Isolate the self-reference criterion (SRC) influence on the problem and examine it carefully
to see how it complicates the problem. Examine the differences between steps 1 and 2. The
SRC can be seen to account for these differences.

Step 4. Redefine the problem without the SRC influence and address it for the foreign market situ-
ation. If the differences in step 3 are significant, the impact of the SRC should be carefully
considered.

Consider the broad problem of the Coca-Cola Company trying to increase its penetration of
the soft drink market in India. In step 1, the problem of increasing the market penetration in the
United States would be considered. In the United States, virtually all households consume soft
drinks, and the problem would be to increase the soft drink consumption of existing consumers.


http://www.kraftheinzcompany.com
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Furthermore, soft drinks are regularly consumed with meals and as thirst quenchers. Therefore, the
problem of increasing market penetration would involve getting the consumers to consume more
soft drinks with meals and at other times. In India, on the other hand (step 2), a much smaller per-
centage of households consume soft drinks, and soft drinks are not consumed with meals. Thus, in
step 3, the SRC can be identified as the American notion that soft drinks are an all-purpose, all-
meal beverage. In step 4, the problem in the Indian context can be defined as how to get a greater
percentage of the Indian consumers to consume soft drinks (Coca-Cola products) and how to get
them to consume soft drinks (Coca-Cola products) more often for personal consumption.

While developing theoretical frameworks, models, research questions, and hypotheses,
remember that differences in the environmental factors, especially the sociocultural environ-
ment, may lead to differences in the formation of perceptions, attitudes, preferences, and choice
behavior. For example, orientation toward time varies considerably across cultures. In Asia,
Latin America, and the Middle East, people are not as time conscious as Westerners. This influ-
ences their perceptions of and preferences for convenience foods such as frozen foods and pre-
pared dinners. In developing an approach to the problem, the researcher should consider the
equivalence of consumption and purchase behavior and the underlying factors that influence
them. This is critical to the identification of the correct research questions, hypotheses, and infor-
mation needed.

Real Research .Surf Superconcentrate Faces a Super Washout
in Japan

As of 2017, Unilever (www.unilever.com) sold consumer also found that the “fresh smell” positioning of new Surf

products in 150 countries. As much as 58 percent of its
business came from emerging markets. Unilever attempted
to break into the Japanese detergent market with Surf
Superconcentrate. It achieved 14.5 percent of the market
share initially during test marketing, which fell down to a
shocking 2.8 percent when the product was introduced
nationally. Where did they go wrong? Surf was designed to
have a distinctive premeasured packet as in tea-bag-like
sachets, joined in pairs because convenience was an
important attribute to Japanese consumers. It also had a
“fresh smell” appeal. However, Japanese consumers
noticed that the detergents did not dissolve in the wash,
partly because of weather conditions and because of the
popularity of low-agitation washing machines. Surf was not
designed to work in the new washing machines. Unilever

had little relevance because most consumers hung their
wash out in the fresh air. The research approach was cer-
tainly not without flaw as Unilever failed to identify critical
attributes that are relevant in the Japanese detergent mar-
ket. Furthermore, it identified factors such as “fresh smell”
that had no relevance in the Japanese context. Appropriate
qualitative research such as focus groups and depth inter-
views across samples from the target market could have
revealed the correct characteristics or factors leading to a
suitable research design.

Despite weak performance in the Japanese market,
Surf continued to perform well in several markets including
India through 2018. Surf, launched in 1952, is the third-
biggest-selling product in the washing detergent market
behind Unilever's Persil and Procter & Gamble's Ariel.?

Marketing Research and Social Media

Social media can be used to aid in all the tasks that need to be performed in order to define the
problem. If the decision maker maintains a blog or has a Facebook page, these sources provide
additional information in understanding the decision maker and his or her objectives. It is also pos-
sible to identify industry experts and an analysis of their social media sites can provide insights into
their thinking as it relates to the problem at hand. Social media are a natural source of qualitative
secondary data and qualitative research, as discussed further in Chapters 4, 5, and 6.

Social media can also help in gaining an understanding of the environmental context of the
problem. Research approaches built around social computing technologies and open source
thinking enable us to get a rich understanding of the environmental factors in general and con-
sumer behavior in particular. We can analyze the interrelated parts of consumers’ various behav-
iors within their social networks. We can begin to look at the way consumers interact with each
other over time. Moreover, we can study the environmental context within which they interact
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and how environmental changes cause their behavior to change. An adaptive systems approach to
understanding consumer behavior has utility, and the new Web 2.0 tools give us the means both
to analyze organically arising social networks and to create specific social networks to under-
stand consumers.

In defining the marketing research problem, analysis of social media content can provide a
good idea of the broad scope of the problem and aid in identifying the specific components. For
example, analysis of blogs and Facebook postings revealed to Hewlett-Packard (HP) that many
customers who purchased its computers were having issues with service support. Hence, evalua-
tion of HP and competitors on service support was identified as an important component of the
problem. Subsequent research, indeed, confirmed this initial discovery leading HP to revamp its
service function.

Approach to the Problem

An analysis of social media data can also be useful in developing an approach to the problem.
With the use of relevant media such as blogs, Facebook, and Twitter, researchers can update con-
sumers on the research that has been ongoing and the actions that have been taken. As such, the
use of these media can then further be extended to incorporate feedback from consumers as to
whether the researchers are on the right track because the analytical models developed and the
research questions as posed by the firm were consistent with and based upon consumer thinking
and insights. For instance, Sun Microsystems maintains a blog with its clientele and supporters
to understand how its marketing efforts can be suited to its best customers. Researchers can then
assess the appropriateness of their models and determine whether they are asking the right
research questions. Furthermore, marketing researchers can choose to openly discuss their
derived hypothesis for feedback among closed social media consumer panels. As illustrated by
the opening Harley-Davidson vignette, the process of specifying information needed requires the
marketing researcher to address multiple consumer segments simultaneously. This process can
be aided with social media tools because they allow researchers to customize their interaction
with each group of consumers by selectively choosing the platform on which to interact. For
example, through the Facebook “fan” pages of a certain brand, marketers are able to solicit opin-
ions from different demographics by filtering user profile data as registered online. Thus, the use
of social media facilitates problem definition and the development of an approach, as illustrated
by the case of Dell.

Real Research From Dell Hell to Tell Dell Through Social Media

In June 2005, Dell saw erosion in its profits and drop in share
price because of public outrage of Dell products’ poor func-
tionality and safety features, from faulty network cards to bat-
tery explosions. Popular blogger, Jeff Jarvis, coined the term
“Dell Hell” as consumers regarded the consumption of Dell
products as a hellish experience. However, these were but
the tip of the iceberg, the symptoms of the underlying prob-
lems faced by Dell. Therefore, it was crucial for Dell to iden-
tify the problem and develop a research approach.

As negative comments and posts online proliferated,
Dell analyzed the secondary data available on social media
sites. The analysis of social media data indicated that the
underlying problems faced were (1) the poor components of
Dell laptops (product fault) and (2) Dell’s poor support and
response to consumers’ complaints. As product fault was
more of a technical problem, marketing researchers decided
to focus on the other problem of Dell. The management
decision problem was what should Dell do to address

consumers’ complaints? The broad marketing research prob-
lem was to determine the effectiveness of traditional media
and social media as platforms for supporting and respond-
ing to consumers’ complaints. The specific components of
the problem were to determine the following:

1. The effectiveness of the current system in addressing
consumers’ complaints

2. Whether social media would be an effective support sys-
tem where consumers’ complaints could be addressed

3. Whether there were any other consumer needs that
social media could meet

Analysis of social media, along with secondary data from
traditional sources, helped Dell to formulate the following
analytical model explaining consumers’ choice of a pre-
ferred medium to address their complaints.

Based on the graphical model, specific research ques-
tions and hypotheses were formulated. When the results



82 PART 1 | Introduction and Early Phases of Marketing Research

With the success of Direct2Dell in gathering feedback
Consumer Encounters a

Bralslam wiidh Bel and controlling negative comments, IdeaStorm (www
.ideastorm.com) was created in February 2007 as a social
l media platform that involves consumers in generating
Awareness of Different ideas and suggestions. By 2008, Dell had emerged from
Feedback Media the public outrage of 2005 through the use of social media
l tools as marketing research tools, successfully controlling

and reducing unfavorable comments online from 49 per-

C i f
cnvenience @ cent to 20 percent. In early 2008, Dell stated that as many

Expression
as 27 product and process innovations had been devel-
l oped as a direct result of ideas submitted on IdeaStorm by
Preference for a consumers. For example, Dell’s offering of the Linux oper-
Medium ating system on its desktop computers was motivated by
l several suggestions posted on IdeaStorm. By 2017, the
Dell community had contributed over 25,000 ideas through
Choice of a Medium IdeaStorm, and over 550 ideas had been implemented.°

of this research favored the use of social media, Dell set up
the Online Tech support team to offer assistance to Dell
consumers through social media. In July 2006, Direct2Dell
blog was set up to listen and connect with Dell consumers.
Direct2Dell became a moderated medium for Dell to be
directly connected to consumers to hear their complaints
and provide feedback and support to consumers in the
fastest, quickest way.
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Mobile Marketing Research

Mobile marketing research (MMR) can be useful in defining the problem as well as in develop-
ing an approach to the problem. The mobile phone has become a significant means of communi-
cation, particularly in a business setting, in most countries of the world. Thus, the researcher can
use mobile communication to interact with the decision maker(s) and with the industry experts.
The use of MMR to analyze secondary data will be discussed in Chapter 4 and to conduct quali-
tative research in Chapter 5. Thus, MMR can be useful in performing all the four tasks needed to
define the management decision problem and the marketing research problem as well as to
develop an approach to the problem.

Ethics in Marketing Research

Ethical issues arise if the process of defining the problem and developing an approach is compro-
mised by the personal agendas of the client (DM) or the researcher. This process is adversely
affected when the DM has hidden objectives such as gaining a promotion or justifying a decision
that has been already made. The DM has the obligation to be candid and disclose to the researcher
all the relevant information that will enable a proper definition of the marketing research problem.
Likewise, the researcher is ethically bound to define the problem so as to further the best interests
of the client rather than the interests of the research firm. At times, this may mean making the inter-
ests of the research firm subservient to those of the client, leading to an ethical dilemma.

Real Research Ethical or More Profitable?

A marketing research firm is hired by a major consumer market share. The researcher, after following the process
electronics company (e.g., Philips) to conduct a large- outlined in this chapter, determines that the problem is
scale segmentation study with the objective of improving not market segmentation but distribution. The company
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indicate that the research firm has an obligation to dis-
close the actual problem to the client. If, after the distri-
bution problem has been discussed, the client still desires
the segmentation research, the research firm should feel
free to conduct the study. The reason is that the
researcher cannot know for certain the motivations under-
lying the client’s behavior.3!

appears to be lacking an effective distribution system,
which is limiting market share. However, the distribution
problem requires a much simpler approach that will
greatly reduce the cost of the project and the research
firm’s profits. What should the researcher do? Should the
research firm conduct the research the client wants rather
than the research the client needs? Ethical guidelines

Several ethical issues are also pertinent in developing an approach. When a client solicits
proposals, not with the intent of subcontracting the research, but with the intent of gaining the
expertise of research firms without pay, an ethical breach has occurred. If the client rejects
the proposal of a research firm, then the approach specified in that proposal should not be
implemented by the client, unless the client has paid for the development of the proposal.
Likewise, the research firm has the ethical obligation to develop an appropriate approach. If
the approach is going to make use of models developed in another context, then this should be
communicated to the client. For example, if the researcher is going to use a customer satisfac-
tion model developed previously for an insurance company in a customer satisfaction study for
a bank, then this information should be disclosed. Proprietary models and approaches devel-
oped by a research firm are the property of that firm and should not be reused by the client in
subsequent studies without the permission of the research firm.

Such ethical situations would be satisfactorily resolved if both the client and the researcher
adhered to the seven Cs: communication, cooperation, confidence, candor, closeness, continuity,
and creativity, as discussed earlier. This would lead to a relationship of mutual trust that would

check any unethical tendencies.

HP Running Case

Review the HP case, Case 1.1, and the questionnaire provided
toward the end of the book.

1. Conduct an Internet search on HP and briefly describe the envi-
ronmental context of the problem surrounding the company.

2. Define the management decision problem facing HP as it
seeks to maintain and build on its leadership position in the
personal computer market.

3. Define an appropriate marketing research problem that cor-
responds to your definition of the management decision
problem.

4. Present a graphical model describing consumers’ selection of a
personal computer brand.

5. Describe three research questions, with one or more hypothe-
ses associated with each question.

Summary

Defining the marketing research problem is the most impor-
tant step in a research project. It is a difficult step, because
frequently management has not determined the actual prob-
lem or has only a vague notion about it. The researcher’s role
is to help management identify and isolate the problem.

The tasks involved in formulating the marketing
research problem include discussions with management,
including the key decision makers, interviews with industry
experts, analysis of secondary data, and qualitative research.
These tasks should lead to an understanding of the environ-
mental context of the problem. The environmental context
of the problem should be analyzed and certain essential fac-
tors evaluated. These factors include past information and
forecasts about the industry and the firm, objectives of the
decision maker and the firm, buyer behavior, resources and

constraints of the firm, the legal and economic environment,
and marketing and technological skills of the firm.

Analysis of the environmental context should assist in
the identification of the management decision problem,
which should then be translated into a marketing research
problem. The management decision problem asks what the
decision maker needs to do, whereas the marketing research
problem asks what information is needed and how it can be
obtained effectively and efficiently. The researcher should
avoid defining the marketing research problem either too
broadly or too narrowly. An appropriate way of defining the
marketing research problem is to make a broad statement of
the problem and then identify its specific components.

Developing an approach to the problem is the second
step in the marketing research process. The components of
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an approach consist of an objective/theoretical framework,
analytical models, research questions, hypotheses, and
specification of information needed. It is necessary that the
approach developed be based on objective or empirical evi-
dence and be grounded in theory. The relevant variables
and their interrelationships may be neatly summarized via
an analytical model. The most common kinds of model
structures are verbal, graphical, and mathematical. The
research questions are refined statements of the specific
components of the problem that ask what specific informa-
tion is required with respect to the problem components.
Research questions may be further refined into hypotheses.
Finally, given the problem definition, research questions,
and hypotheses, the information needed should be
specified.

When defining the problem in international marketing
research, the researcher must isolate and examine the impact
of the self-reference criterion (SRC), or the unconscious ref-
erence to one’s own cultural values. Likewise, when develop-
ing an approach, the differences in the environment prevailing
in the domestic market and the foreign markets should be
carefully considered. Analysis of social media content can
facilitate problem definition and the development of an
approach. Mobile marketing research (MMR) can be useful in
defining the problem as well as in developing an approach to
the problem by facilitating the tasks that need to be performed.
Several ethical issues that have an impact on the client and the
researcher can arise at this stage but can be resolved by adher-
ing to the seven Cs: communication, cooperation, confidence,
candor, closeness, continuity, and creativity.
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Live Research: Conducting a Marketing Research Project

1. Invite the client to discuss the project with the class.

2. Have the class (or different teams) analyze the environmental
context of the problem: past information and forecasts, resources
and constraints, objectives, buyer behavior, legal environment,
economic environment, and marketing and technological skills.

3. Jointly with the client, make a presentation about the manage-
ment decision problem and the marketing research problem.

4. Ask the class or specific teams to develop an approach (ana-
lytical framework and models, research questions, hypotheses,
and identification of the information needed).

Acronyms

The factors to be considered while analyzing the environmental context of the problem may be summed up by the acronym

Problem:

P ast information and forecasts

R esources and constraints

O bjectives of the decision maker
B uyer behavior

L egal environment

E conomic environment

M arketing and technological skills

Exercises

Problems
1. State the research problems for each of the following manage-

Questions
1. What is the first step in conducting a marketing research project?

2. Why is it important to understand buyer behavior in market ment decision problems.
research problems? a. Sales leads have fallen in targeted email marketing campaigns.
3. Why could management decision problems be action-orientated? b. Legislative changes have resulted in the reduction of cer-
4. What is the role of the researcher in the problem definition tain product ingredients. Consequently, the product will
process? need a new launch campaign.
5. What are the seven Cs? c. Competitors have slashed prices and have captured market
6. What is the difference between a symptom and a problem? share from the business.
How can a skillful researcher differentiate between the two d. Sales employees in a store have been less effective in stimu-
and identify a true problem? lating sales during the past three months.
7. What would a market researcher investigate to determine e. Sales of products at the end of aisles in a food supermarket
whether a product’s price can be increased without adverse have dropped by 20 percent.
effects? . State the management decision problems that might be addressed
8. What are the common types of errors encountered in defining through the following market research exercises.
a marketing research problem? What can be done to reduce the a. Evaluate the effectiveness of campaigns in which leaflets
incidence of such errors? are left at household doors.
9. How are the research questions related to components of the b. Evaluate whether introducing double sales-employee staffing
problem? would positively or negatively affect sales over weekends.
10. What are the differences between research questions and c. Evaluate the potential demand if metropolitan branches of
hypotheses? a university located in the capital were to be opened.
11. What are the ideal characteristics of objective evidence col- d. Evaluate the impact on product sales if the decision were
lected by a market researcher? made to change the packaging to wholly recyclable materials.
12. A verbal model is a type of analytical model. How is it e. Evaluate the different sales and marketing channels used
expressed? to determine which provides the business with the greatest
13. What are the characteristics of a good research question? revenue streams.
14. Describe the role of social media analysis in defining the prob- . Identify five symptoms facing marketing decision makers and
lem and developing an approach to the problem. a plausible cause for each one.
15. How can a market researcher make valuable use of social . For the first component of the department store patronage
media content? project, identify the relevant research questions and develop
16. How can social media be used to help develop an approach to suitable hypotheses. (Hint: Closely follow the example given

a problem?

in this chapter for the fifth component of the department store
patronage project.)

. Suppose that you are undertaking a project for Samsung. Iden-

tify from secondary sources the attributes or factors that con-
sumers might consider when buying a new smart phone.
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Internet and Computer Exercises

1.

As a consultant to easyJet Europe, you are working on a mar-
ket research project for them. They are investigating the pos-
sibilities of launching a service in South America.

a. Using online databases and other sources in your library,
compile a list of all the potential competitors and recent
news stories on their services.

b. Visit the Web sites of the competitors and compare the
information available.

c. Based on the research you have carried out, write a report on
the low-cost airline market in South America.

Select any firm. Using secondary sources, obtain information

on the annual sales of the firm and the industry for the last 10

years. Use a spreadsheet package, such as Excel, or any micro-

computer or mainframe statistical package to develop a graph-
ical model relating the firm’s sales to the industry sales. What
inferences can you draw from this graph?

. Visit the Web sites of competing sneaker brands (e.g., Nike,

Reebok, Asics). From an analysis of information available at
these sites, determine the factors of the choice criteria used by
consumers in selecting a sneaker brand.

. You are a consultant for a company that offers business advice

and support for overseas organizations based in Indonesia. It is
the broader environmental context factors that are important.
Identify reliable sources to help compile a weekly briefing
email to subscribing businesses.

Activities

Role Playing

1.

Ask a fellow student to play the role of decision maker (DM)
for a local soft drink firm contemplating the introduction of a
lemon-lime soft drink. This product would be positioned as a
“change of pace” soft drink to be consumed by all soft drink
users, including heavy cola drinkers. You act the role of a
researcher. Hold discussions with the DM and identify the
management decision problem. Translate the management
problem into a written statement of the research problem.
Does the DM agree with your definition? Develop an approach
to the research problem that you have identified.

You are the marketing director for a low-cost airline in South-
east Asia. What would be your set of objectives for the busi-
ness over the next three to five years? How could these
objectives be monitored and appraised?

Fieldwork

1.

Set up an appointment and visit a bookstore, a restaurant, or
any business located on or near the university campus. Hold
discussions with the decision maker. Can you identify a mar-
keting research problem that could be fruitfully addressed?

. Consider the field trip described in question 1. For the problem

you have defined, develop an analytical model, research ques-
tion, and the appropriate hypotheses. Discuss these with the
decision maker you visited earlier.

Group Discussion
1. Form a small group of five or six people to discuss the follow-

ing statement: “Correct identification and appropriate defini-
tion of the marketing research problem are more crucial to the
success of a marketing research project than sophisticated
research techniques.” Did your group arrive at a consensus?

. We are all aware that the Coca-Cola Company changed its

flagship brand of 99 years to New Coke and subsequently
returned to the old favorite, Coca-Cola Classic. Working in a
group of four, read as much material as you can on this “mar-
keting bungle.” Identify the decision problem the Coke man-
agement faced. As a team of researchers, define the marketing
research problem and its specific components.

. Form a different group of five or six to discuss the following:

“Theoretical research and applied research should not be
mixed. Hence, it is wrong to insist that the approach to an
applied marketing research problem be grounded in theory.”



Video Case 2.1

Accenture: The Accent Is in the

Name

As of 2018, Accenture (www.accenture

.com) is a leading global professional ser-
’ vices company, providing a broad range of

services and solutions in strategy, consulting,
digital, technology, and operations and one of the largest
computer services and software companies on the Fortune
Global 500 list. It has more than 375,000 employees and
reported revenues of $34.8 billion for 2016. Through its
network of businesses, the company enhances its consult-
ing, technology, and outsourcing expertise through alli-
ances, affiliated companies, venture capital, and other
capabilities. Accenture delivers innovations that help cli-
ents across all industries quickly realize their visions. With
more than 110 offices in about 50 countries, Accenture can
quickly mobilize its broad and deep global resources to
accelerate results for clients. The company has extensive
experience in 18 industry groups in key business areas,
including customer relationship management, supply chain
management, business strategy, technology, and outsourc-
ing. Accenture’s clients include 89 of the Fortune Global
100 and more than half of the Fortune Global 500.

Accenture was originally named Andersen Consulting
and was created in 1989 as a part of Arthur Andersen. In
2000, Andersen Consulting won the right to divorce itself
from Arthur Andersen after the parent company broke con-
tractual agreements, moving into areas of service where
Andersen Consulting was already an established leader.
However, it then had to change its name. This was an
extremely significant event, because Andersen Consulting
had built up considerable brand equity in its name, partly
by spending approximately $7 billion over 10 years on
building the name. In addition, the new name would need
to be trademarked in 47 countries. Thus, the name change
became a top priority, and the company focused much of
its time and effort on this task.

The first task was to pick a new name. The company
challenged its employees to come up with suggestions for
a new name by creating an internal contest, which resulted
in a list of more than 2,500 entries. After extensive market-
ing research on various names, which included surveys of
target customers, it decided to go with the name Accenture.
Marketing research revealed that the “Acc” in the name con-
notes accomplishment and accessibility, and the name
sounds like “adventure.” The company settled on this

name because it believed this name conveyed the message
that the company was focused on the future. It also spent a
considerable amount of time creating a new logo. The final
version of the logo was the company’s name accented with
a greater than (>) symbol placed above the letter t, which it
believed stressed its focus on the future.

Another task, which occurred simultaneously, was to
get the word out and prepare the target market for the brand
change. The company began running ads notifying every-
one that its name would change at the beginning of 2001.
Accenture has a well-defined group of companies that
comprises the target market, and it had to focus its efforts
on this group. A teaser advertisement created by Young &
Rubicam with the old signature torn through at the corner
of the ad and typing in “Renamed. Redefined. Reborn
01.01.01” set the stage for the change. Marketing research
revealed that 01.01.01, the launch date of the new brand,
had a resonance with the computer industry, because 0 and
1 are the two digits of the binary world of computers.

Finally, on January 1, 2001, the company announced its
new name to the world. The initial campaign illustrated the
change by the slogan, “Renamed. Redefined. Reborn.”
Accenture used this opportunity not only to present the new
name but also to sell its services and help people understand
what it had to offer. In the end, Accenture spent a total of
$175 million to rebrand itself, but it did not stop there. In
February, it began a new campaign titled, “Now it gets inter-
esting.” This campaign took the perspective that despite all
the incredible changes that have occurred recently due to
technology, even more challenges lie ahead. The commer-
cials showed how Accenture could help clients capitalize on
these challenges. The success of this campaign was evi-
denced by the increased traffic on the company’s Web site.
This is very important to Accenture, because it believes that
if it can get somebody to visit its site, it has a better opportu-
nity to tell the whole story. Next came the “I Am Your Idea”
theme. This campaign was followed by “High Performance.
Delivered,” which was still running in 2017.

Accenture has been successful in transferring the brand
equity to its new name. Marketing research revealed that it has
approximately 50 percent awareness with the public, which is
essentially the same number it had under the old name.
Accenture’s marketing goes far beyond the name because it is
constantly challenged as the product it offers changes.
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