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PREFACE

he realm of marketing research truly flourishes as more data becomes available to mar-

keters. Using data, companies continue to glean important insights that place them on

the road to marketing and financial success. Ever since companies started to collect pri-

mary data through consumer surveys to help them plan marketing activities, the field
of marketing research with respect to the data requirements has come a long way. The nature
and type of data being collected now also includes scanner data, and more recently social media
data. The survey and scanner data techniques have empowered companies to collect a wide
range of customer information pertaining to attitudes, behaviors, and demographics. Ably sup-
ported by the growth of data analysis software (e.g., SAS, SPSS, R, etc.), and data storage and
retrieval techniques (ranging from small databases to huge data farms), the area of marketing
research has grown by leaps and bounds over the past decades. This growth has been accentu-
ated by the declining data storage costs and the growing expanse of the Internet medium. These
developments have enabled companies to invest in data now more than ever. These forces, cou-
pled with the technology trends and the emergence of a global marketplace, require managers
to take cognizance of the important role of marketing intelligence. Further, the customer level
interactions on the Internet and the emergence of social networking as an important medium of
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B Understand the concept of business intelligence.
M Understand the need and use of marketing intelligence in an organization.

B Comprehend how marketing intelligence fits in the bigger scheme of the marketing
environment.

B Explain the role of marketing intelligence in decision making.
B Discuss the factors that affect marketing intelligence decisions.

W Understand the implication of ethical issues in gathering marketing intelligence.

AN OVERVIEW OF BUSINESS INTELLIGENCE

& CHAPTER 12 Designing the Q

2.3 M EFHA

As they manage their businesses and compete in a global market, decision makers face many ques-
tions every day. Is the business healthy? Who are my best customers? What supplier should I choose?
Where are we quarter-to-date? Do we deliver products consistently on time? Do we have the right mix
of people?

Effectively managing the performance of the business means knowing what questions to ask
and having the facts readily at hand to answer them. This is what business intelligence (BI) deliv-
ers. BI, at its core, is the ability to access data from multiple sources within an enterprise and
deliver it to business users for (:malys.is.l BI bridges the gap between disparate operational sys-
tems and data-hungry end users. It connects people to their business. It creates an information
environment that makes it easy for people to get the reports they need in the context of their
day-to-day activities. It provides an accessible means of analyzing the business and getting to
the bottom of what's behind trends and anomalies. And, it offers a reliable barometer of how
well the business is performing. The following examples give a flavor of the possibilities BI offers.

Foxit Reader $&fft 2 fft TR, Wt i O G #E

2.3.1 FHEERE KD

MR AL TR R A SN DU AT R . BAERBOR. i/

R WINITE



.pdf (FEE) -
TE@ ##C xEM FhHho

bzearch,

4 B e By g
5| SBRY (2) b| SBRIZE (T). .. Ctrlh
- TEERE® v ) BIR @ Ctrl+Hun +
HEFEINLE (0) = -E 1) Ctrl+Hum -
[ R @ Crl+H | o) SEERAAN () Ctrltl
i =R (F) Fil || ESW@EE) Ctrl+2
& rEEERM Ctrl+e ||« o ESTEE o) Ctrl+3
T EFEEw & EETEE W Ctrl+d
e
7T /O

1r

2.3.2 WEWHAM)R

Bl “RLIE” IR R U AR, AL AR .

TE® BREO Taw Foho

#3) @) 3 /
" o e
| mEEF® M em e
HESSUE O » EWER
" e e cori | om® =
g TBELE (D
=R (F) Fi1 q
& FFEEBD Ctrl+h BT AR B T 00
RS () m‘

1

/

D RV T/ Nl W S TR 1] <1511 NI U

FLGUIES:: BEARE L s T

MR — RIFFFRRIN s P 0T, g o0 i) AN il L o
RS DIOIFHRR . JELL M TE B AR Wos iU .

2.3.3 BRI 5 A

FLl R ETR R e L,

HE UL 17 18] o

AIERE BN

ol “WER” U



PREFACE

he realm of marketing research truly flourishes as more data becomes available to mar- |
keters. Using data, companies continue to glean important insights that place them on 1D
the road to marketing and financial success. Ever since companies started to collect p
mary data through consumer surveys to help them plan marketing activities, the field (|
of marketing research with respect to the data requirements has come a long way. The nature
and type of data being collected now also includes scanner data, and more recently social media
data. The survey and scanner data techniques have empowered companies to collect a wide
range of customer information pertaining to attitudes, behaviors, and demographics. Ably sup-
ported by the growth of data analys,
retrieval techniques (ranging from small databases to huge data farms), the area of marketing
research has grown by leaps and bounds over the past decades. This growth has been accentu-
ated by the dedlining data storage costs and the growing expanse of the Internet medium. These
developments have enabled companies to invest in data now more than ever. These forces, cou-
pled with the technology trends and the emergence of a global marketplace, require managers
to take cognizance of the important role of marketing intelligence. Further, the customer level
interactions on the Internet and the emergence of social networking as an important medium of
ing adds a new dimension to traditional g research intelligy This new edi-
tion of Marketing Research brings to the forefront the relevance of marketing intelligence and the
power of the Internet in marketing research applications by tracking recent developments in
social media pertaining to the popularity of social coupons and the prevalence of social media
marketing.

If we can compare marketing to a long train with mu
research would justly claim the dual roles of the engine that powers the train and the links that
connect the individual compartments to form a cohesive functional unit. In other words, mar-
keting research is pervasive—the brain and the brawn of any marketing organization. Having said
this, we realize that marketing research is a complex subject and therefore has to be introduced
to the student one compartment at a time before the entire train can be visualized. We also real-
ize the danger in this approach. The student can get overly excited or, even worse, overwhelmed
by the individual units so that he or she fails to see the proverbial “big picture”—the overarch-
ing framework, the subtle but essent teractions between units, and the ultimate purpose,
namely, how marketing research can help arganizations achieve their goals. Hence, this text takes
a “macro-micro-macro” approach toward communicating the intricacies of marketing research
and its usefull to the ing organizati

This revised edition, while maintaining the strengths of previous editions, focuses on the recent
trends in marketing intelligence and explores how the popularity and spread of social media influ-
ences continue to have an enormous impact on marketing research applications. Topics of les
est and relevance to the practice of marketing and marketing research have been eliminated.
2 New topics have been added to position this book as the necessary tool for successful marks
management in the twenty-first century.

This edition, while building on the online marketing research content, tracks recent devel-
opments in the area of relationship marketing. Specific importance has been given (o the con-
cepts of Customer Lifetime Value, Mobile Marketing, Social Media Marketing and Experiential
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organization, and how it helps in managerial decision making. Here, we also discuss the mar-
keting research industry, with a brief treatment of both suppliers and users.

The body of the text takes a micro-level approach, detailing each and every step of the market-
ing research process. In describing the marketing research process, a decision-oriented perspective
has been adopted to help students, who are future managers and researchers, make better decisions.
Detailed discussions of the process, with numerous examples from the industry, characterize this
micro phase.

Finally, we wrap up with a macro-level treatment of the applications of marketing research.
Here we address the traditional 4P research, as well as contemporary issues such as brand equity,
customer satisfaction research, and emerging issues that continue to fascinate marketers, such as
e-commerce, direct marketing, database marketing, and relationship marketing, while taking care
to incorporate some of the latest research and developments in these fields.
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PREFACE

We begin with a macro-level treatment of what marketing research is, where it fits within an
organization, and how it helps in managerigl decision making. Here, we also discuss the mar-
keting research industry, with a brief treatm¢nt of both suppliers and users.

The body of the text takes a micro-level approach, detailing each and every step of the market-
ing research process. In describing the marketing research process, a decision-oriented perspective
has been adopted to help students, who are fufjure managers and researchers, make better decisions.
Detailed discussions of the process, with nunjerous examples from the industry, characterize this
micro phase.

Finally, we wrap up with a macro-level treatment of the applicafions of markefing research.
Here we address the traditional 4P research, as well as contemporary issues such as brand equity,
customer satisfaction research, and emerging|issues that continue to fascinate marketers, such as
7 e-commerce, direct marketing, database markgting, and relationship marketing, while taking care
to incorporate some of the latest research anfl developments in these fields.
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