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Preface


Marketing Research, 10th edition, is the culmination of nine previous editions of this textbook, each of which has striven to keep pace with major changes—technological, philosophical, and practical—in the marketing research industry. Our most recent editions, and most certainly the 10th edition of Marketing Research, have a strong emphasis on imparting job skills to students. In addition, our textbook enlightens students on contemporary marketing research everyday practice, which relies heavily on storytelling, data visualization techniques, dashboards, mobile and digital applications, innovative qualitative techniques, big data, artificial intelligence (AI), social media influence, effect size interpretations, packaged research, plus considerably more.


At the same time, Marketing Research, 10th edition, perpetuates the textbook’s tradition of successful pedagogical features. Namely, it presents technical material in an intuitive and uncomplicated manner, it is paced and packaged such that even less-motivated students can easily comprehend and retain marketing research concepts and tools, and it integrates the use of IBM SPSS with annotated screen captures for the analyses covered. Ever vigilant to our adopters’ needs, the 10th edition of Marketing Research includes the use of Excel for these analyses, specifically in the form of annotated screen captures for the XL Data Analyst, an Excel-based product specially developed for use by adopters who do not or cannot use IBM SPSS.











        

      

    


      
        
          
New to This Edition


Please note that all eText assessments, videos, and other interactive media items are only available in the Pearson+ eText, which is available both for standalone purchase as well as part of a MyLab subscription.


In preparation for the writing of the 10th edition, we determined the desirability of change (more, same, less, delete) for every aspect of this edition after discussions with adopters and users and reviewing other texts on the subject. As a result, we have retained many of the strengths of the text, and we have modernized this edition with improvements such as the following:



	
                  Inclusion of a new integrated dataset. To replace the previous outdated integrated dataset, we have developed the Homespread Restaurant case dataset; we believe this should be easy for students to relate to, plus its variables can be seamlessly transferred to other dataset situations.

              

	
                  Inclusion of  XL Data Analyst, an Excel-based analysis. These analyses answer a persistent request made of our publisher by instructors who cannot afford or otherwise do not have access to IBM SPSS. Moreover, the XL Data Analyst Pro is provided as freeware; there is no cost to students for its adoption and use, and it runs on Windows or Mac Excel.
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                          The first section titled Appendix B: Descriptive Analysis, Computing Confidence Intervals, and Testing Hypotheses with X L Data Analyst Pro has the following details: To use X L D A, recall that you must download the HomespreadRestaurant dot x l s m file and store it on a local device like your Windows P C, laptop, or pen drive. Start Excel and open the Home spread Restaurant file. Enable the macro and run the analyses. Save your work on your local device under either its original name or a different file name. Access the local file in subsequent X L D A work sessions.
 The second section titled "How to Use X L Data Analyst Pro to Obtain a Frequency (Percent) Distribution" has the following content: To illustrate how to obtain a frequency distribution and a percentage distribution using the 1,000-respondent Home spread Restaurant dataset, we will use the favorite T V show type variable, as it is a nominal scale. Figure 10.1 A shows the Percents procedure Percents Variable selection window. There are two options available on the Percents window: (1) "Use Last Selection question mark" check box to select the last set of variables analyzed (the defaults not checked) and (2) Graphs where the user may select no, pie, or column graph. The default is "No Graph." In addition, the graph format can be selected using the "Graph Format" feature in the "Format, etcetera." Settings.
 This is followed by a spreadsheet titled Figure 10.1 A, X L data analyst pro percents variable selection window. The spreadsheet features Excel tabs labeled File, Home, Insert, Page Layout, Formulas, Data, X L Data Analyst, Review, and View, with "X L Data Analyst" selected. Under this tab, toolbar options are as follows: Average, Percents, Explore, Confidence Interval, Hypothesis Test, 2 Groups, 3 plus Groups, Paired variables, Cross tabulation, Correlation, Multiple Regression, Random Numbers, Sample Size, Clean-up, Data, Significance level, and Other Settings. These options are grouped under Summarize, generalize, differences, relationships, calculate, utilities, and settings. The spreadsheet displays a table with 32 rows and 18 columns. The column headers are Appetizer, Salad, Side, Alcohol, Entree, Dessert, Applebee, OliveGrade, Chili, Price Spec, Online Res, Heart Health, Mixed Drink, Frequent D, Variety of C, Beverages, Prices, and Taste. Each column has numerical values. A pop-up window titled "Percents" appears, instructing the user to "Select from Available Variables," including unchecked option "Use Last Selection?" Variables available are "I am loyal to brands that I like," "I am an optimistic person," "I have more ability than most people," "Favorite T V Show Type" (selected), "Favorite Radio Genre," and "Favorite Magazine Type." A graph selection section at the bottom offers options labeled No Graph (selected), Pie Graph, and Column Graph. The pop-up window displays O K and Cancel buttons. An arrow points from the "Percents" toolbar icon to the pop-up window, and a speech bubble on the right instructs to "Select 1 or more variables." At the bottom right corner, an apple graphic notes, "Mac version is similar," and the bottom left Excel status has tabs labeled "Data" (selected) and "Define Variables."
      
    
          

        

	
Updating of SPSS/analysis coverage. Specifically, our 10th edition now includes both the analysis of percents for two groups and the effect-size statistics that now characterize SPSS. Plus, they are also part of the XL Data Analyst.
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                          The S P S S menu bar at the top includes options: "File," "Edit," "View," "Data," "Transform," "Insert," "Format," "Analyze," "Graphs," "Utilities," "Extensions," "Window," and "Help." The left panel shows an output navigation tree with items labeled "Title" and "Notes" under "Crosstabs." The interface displays the S P S S output layout with standard tables and dataset elements. The table titled "Ordered Appetizer on last visit? asterisks Marital Status Crosstabulation" has the following data:
 
	Ordered Appetizer on last visit? asterisk Marital Status Cohabitation



	
	Marital Status
	Total



	Single
	Married, Cohabitation



	Ordered Appetizer on last visit?
	No
	Count
	332
	176
	508



	
	 percent within Marital Status
	67.9 percent
	34.4 percent
	50.8 percent



	Yes
	Count
	157
	335
	482



	
	 percent within Marital Status
	32.1 percent
	65.6 percent
	49.2 percent



	Total
	
	Count
	489
	511
	1000



	
	 percent within Marital Status
	100.0 percent
	100.0 percent
	100.0 percent




 A callout next to the table states, "The Cross-tabulations table has counts and column percents open parenthesis percent within Marital Status - such as Single close parenthesis as specified in the analysis set up." The details of the table titled "Chi-Square Tests" are as follows:
 

	Chi-Square Tests


	
	Value
	d f
	Asymptotic Significance (2-sided)
	Exact Sig. (2-sided)
	(sided)





	Pearson Chi-Square
	111.874 superscript a
	1
	less than .001, yellow highlighted
	
	



	Continuity Correctionb


	110.540
	1
	less than .001
	
	



	Likelihood Ratio
	114.087
	1
	less than .001
	
	



	Fisher's Exact Test
	
	
	
	less than .001
	less than .001



	Linear-by-Linear Association
	111.762
	1
	less than .001
	
	



	N of Valid Cases
	1000
	
	
	
	




 Below the table, the following footnotes are given: a. 0 cells open parenthesis 0.0 percent close parenthesis have expected count less than 5. The minimum expected count is 240.59. b. Computed only for a 2 times 2 table.
 A callout highlights the significance level of this table, stating, "Chi-Square Tests table contains the significance level of the Chi-Square test."
 The table titled "Symmetric Measures," are as follows:
 
	Symmetric Measures



	
	Value
	Approximate Significance



	Nominal by Nominal
	Phi
	.334
	less than .001



	Cramer's V
	.334
	less than .001



	N of Valid Cases
	
	1000
	




 A callout near this table states, "The Phi value indicates an effect size of 'Moderate' strength."
      
    
          

        


	
                  Streamlining of the SPSS Student Assistant. This assembly of short videos shows students how to perform SPSS operations and analyses. In our review of past versions of the SPSS Student Assistant, we discovered that some analysis videos were accessed far more than others, so the SPSS Student Assistant for Marketing Research, 10th edition, includes only the SPSS analyses covered in Chapters 9 through 13.

              

	
                  Shortening the textbook. Based on a competitive analysis, we identified that our previous edition was longer than most marketing research textbooks, plus no other textbook had a chapter on the marketing research industry or two chapters on sampling. Consequently, the 10th edition is two chapters shorter, and sampling is now condensed into one chapter. Our shorter textbook allows instructors to concentrate on the most essential concepts and tools comprising an undergraduate marketing research course.

              

	
                  Streamlining and updating Marketing Research Insights. Because we perceived the marketing research industry expanding on several fronts, the 9th edition used practical applications, or Marketing Research Insights, that were subtitled either “Social Media,” “Digital,” “Global,” or “Practical.” In the 10th edition, with the exception of ethical applications, Marketing Research Insights are not categorized because such distinctions are not made in the marketing research industry.
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                          An icon depicting a downward arrow is shown beside the title. The given content is as follows: The BRASS Advertising and Marketing Guide is a comprehensive guide containing advertising and marketing information sources. Created and maintained by members of the Business Education Committee within the Business Reference and Services Section (BRASS) of the American Library Association, this guide serves as an essential reference for students, researchers, and professionals in the field. The guide lists a wide range of resources, including business source directories, marketing reports, and specialized databases.
 Compiled by librarians with expertise in business research, the BRASS guide ensures students are exploring up-to-date, high-quality, and reliable sources. Students will find the guide to be an excellent resource when preparing research papers, case studies, research projects, and other marketing-related projects.
 Explore the BRASS Advertising and Marketing Guide to enhance your understanding of marketing research and stay informed about industry trends!
 At the bottom, the page has the following data: Link to the Brass Advertising and Marketing Guide:
 h t t p s colon two forward slashes brass dot l i b guides dot com forward slash Ad Marketing Resources.
      
    
          

        


	
                  Removal of the introductory chapter vignettes. Previous editions of Marketing Research began each chapter with a vignette, often a case description of a marketing research company, figure, or technique. With the fast pace of change in the marketing research industry, the usefulness of many vignettes lapsed early in the life of the textbook edition. Accordingly, this feature was eliminated.

              

	
                  Addition of fresh material throughout. We would be remiss if we did not diligently update the examples, end-of-chapter cases, review questions, and content in the textbook. Bearing in mind that adopters do not embrace wholesale change, we have sought to achieve a balance of inclusion of fresh material and retention of material that adopters appreciate.

              

	
                  Addition of a new Appendix. Appendix: Case Studies in the Pearson eTextbook contains eight Case Studies addressing learning objectives from many chapters. These cases explore real-world applications of marketing research such as Tesco's customer loyalty card, data analytics in tennis, and video surveillance research in the retail industry.

              

	
                  Availability of MyLab courseware. Pearson's MyLab Courseware is now available with this text. The 10th edition MyLab includes a robust set of features,  which will transform teaching and learning marketing research.

              









        

      

    


      
        
          
Chapter-by-Chapter Key Improvements


It would not be possible to enumerate the many revisions, improvements, and exciting new content included in this edition of our textbook. However, we realize that instructors are curious about them and will consider them in their textbook adoption decisions. Consequently, as an aid to adopters upgrading from the 9th edition, as well as a means to communicate to potential new adopters the exciting new content included in Marketing Research, 10th edition, we provide the following list of significant improvements for each chapter.
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                  Chapter 1: Introduction to Marketing Research – Includes a more comprehensive overview of career opportunities and an expanded discussion of emerging trends such as big data analytics and AI.

              

	
                  Chapter 2: The Marketing Research Process – The 11-step process has been condensed into a more focused framework, highlighting essential research stages.

              

	
                  Chapter 3: Research Design – Information has been updated on various research methods associated with exploratory, descriptive, and causal research designs, reflecting recent advancements in the field.

              

	
                  Chapter 4: Secondary Data – Contemporary sources of secondary data are now introduced within the categories of published and official data, syndicated data, and digital data, and the role of AI in the collection and analysis of secondary data is discussed.

              

	
                  Chapter 5: Qualitative Research Techniques – Content has been reorganized to feature the most popular methods and the use of new technology in qualitative research.

              

	
                  Chapter 6: Evaluating Survey Data Collection Methods – There is increased discussion of the most widely used data collection methods, including online panel surveys.

              

	
                  Chapter 7: Understanding Measurement, Developing Questions, and Designing the Questionnaire – Includes a more informative discussion on various interval scales used in marketing research.

              

	
                  Chapter 8: Sample Size and Sample Selection – The treatment of both topics has been streamlined, with a simplified description of sample size determination.

              

	
                  Chapter 9: Data Quality Issues and Datasets – There is a sharper focus on data quality issues caused by respondents and how to prevent them.

              

	
                  Chapter 10: Performing Descriptive Analysis, Computing Confidence Intervals, and Testing Hypotheses – Content on all types of statistical analysis has been eliminated while adding descriptions of and how to use effect sizes.

              

	
                  Chapter 11: Implementing Basic Differences Tests – Effect-size interpretations have been included, as well as the use of SPSS for differences analysis between percentages of two groups.

              

	
                  Chapter 12: Making Use of Associations Tests – There is a new explanation of effect sizes and how to use them with cross-tabulations.

              

	
                  Chapter 13: Understanding Regression Analysis Basics – Detailed, step-by-step instructions on how to run and interpret multiple regression analysis are now included.

              

	
                  Chapter 14: Communicating Insights – There is new material on discovering insights, including our innovative Insights Pyramid.

              









        

      

    


      
        
          
Solving Teaching and Learning Challenges


The 10th edition embodies the successful formula that permeates the level, voice, and writing style of previous editions of Marketing Research. Specifically, this undergraduate textbook uses conceptual rather than theoretical or statistical concepts in teaching marketing research. It is written with an emphasis on the practical application of marketing research methods with the goal that students will be able to perform and interpret them. Because IBM SPSS is the industry mainstay, this textbook makes liberal use of annotated screen captures of clickstreams for SPSS analyses as well as annotated images of SPSS output for each analysis. Additionally, the new integrated case on Homespread Restaurant and the related SPSS dataset are referred to in the analysis chapters of the textbook.


The key features of this textbook are as follows:



	
                  Integration of IBM SPSS, the industry standard, so students will have relevant job skills

              

	
                  Inclusion of XL Data Analyst (XLDA), which performs all analyses in the textbook using Microsoft Excel (Windows or Mac platform)

              

	
                  Annotated screenshots of SPSS as well as XLDA commands and output so students can perform and interpret analyses with a minimum of computer training; additionally, the SPSS Student Assistant is a set of videos on how to use SPSS for analyses

              

	
                  Integrated case—Homespread Restaurant—and dataset enabling students to observe and participate in a complete marketing research project

              

	
                  Multiple examples of practical marketing research techniques across situations and applications

              

	
                  Coverage of emerging trends and technologies shaping contemporary marketing research practice, including panel companies, AI, data visualization, infographics, dashboards, qualitative and mobile developments, and storytelling
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Developing Employability Skills


We are very aware that today’s students are keenly focused on job skills. Casting education as the acquisition of job skills enables instructors to stimulate, motivate, excite, and impel students to focus on and master subject matter that they believe is valuable to the accomplishment of their career goals. With the 10th edition of Marketing Research, we have included the feature called “Job Skills Learned” at the end of each chapter that identifies specific skills acquired in that chapter. These skills are listed under the useful headings of communication, critical thinking, knowledge application and analysis, information technology and computing skills, and data literacy.







        

      

    


      
        
          
About MyLab Marketing


To improve student results, we recommend pairing this textbook with MyLab Marketing, the teaching and learning platform that combines respected content with personalized engagement to help students see real results. Unmatched in flexibility, MyLab® combines respected content with personalized engagement to help students see real results while developing skills that future employers are seeking in their candidates. From Chapter Quizzes to Case Studies and Dynamic Study Modules, MyLab Marketing helps you channel your teaching style and develop confident learners. Learn more at https://www.pearson.com/en-gb/higher-education/products-services/mylab/marketing.html








Key Features



	
                  Ease your workload, save time, and increase efficiency with MyLab’s prebuilt courses and assignments. Each course has a foundation of interactive course-specific content—by authors who are experts in their field—to tailor and adapt as you see fit.

              

	
                  Pearson+ powers your course eTextbook, which can be accessed directly in your MyLab course. You and your students can dive right into the course eTextbook—take notes, make highlights, and review flashcards—and even listen to your book at home or on the go with the Pearson+ mobile app.

              

	
                  AI Study Tools are included in the Pearson+ eTextbook. These tools give students unlimited opportunity to achieve proficiency and master key course concepts—anytime, anywhere. Engage with the study tools for personalized support, simplified explanations, and productive guided practice with an expert chatbot.

              

	
                  Dynamic Study Modules help your students stay on track and achieve a higher level of subject-matter mastery. Each module poses a series of questions about a course topic that adapts to each student's performance and offers personalized, targeted feedback to help reinforce their mastery.

              

	
                  Mini Sims are short, branching business simulations that offer an active learning experience and improve students' understanding and retention of course concepts.

              

	
                  Discipline-specific brief text case studies require students to apply critical thinking to course concepts. They can be auto-graded or manually graded. You can also swap out cases using our Case Study Library.

              

	
                  Brief videos with embedded assessments hold students accountable for watching the video. You can also swap out media using our Media Library, YouTube, or your own videos.

              

	
                  The Classroom Response Tool helps to increase student engagement and enhance their learning in the classroom. This interactive student response tool allows you to deploy questions and surveys and assess student comprehension. It also equips you with real-time data to help adjust your instructional strategy on the fly.

              









        

      

    


      
        
          
Instructor Teaching Resources


In today’s environment, instructors must have available a myriad of ancillary support in order to succeed. Accordingly, Marketing Research, 10th edition, has the following array of resources maintained by our publisher, Pearson.
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	Supplements Available to Instructors at www.pearson.com/en-gb.html

	Features of the Supplement





	Instructor’s Manual

	
	Chapter-by-chapter summaries


	Examples and activities not in the student textbook


	Teaching tips


	Solutions to all questions and problems in the student textbook







	Datasets

	
	SPSS dataset for the integrated case Homespread Restaurant, and a separate SPSS dataset for the Nouvelle Restaurant Concept case study


	
XL Data Analyst Excel dataset files for both SPSS datasets already mentioned







	SPSS Student Assistant

	Menu-driven set of videos that show students how to perform and interpret the several statistical analyses that are covered in the textbook




	Test Bank

	
Multiple-choice, true/false, short-answer, and graphing questions with these annotations:


	Difficulty level (1 for straight recall, 2 for some analysis, 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 Communication, Ethical Understanding and Reasoning, Analytical Thinking, Information Technology, Interpersonal Relations and Teamwork, Diverse and Multicultural Work, Reflective Thinking, or Application of Knowledge)








	Computerized 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








	PowerPoint

	
Slides include all the graphs, tables, and equations in the textbook

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


	Keyboard and screen reader access


	Alternative text for images


	High color contrast between background and foreground colors
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	Chapter 1
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Chapter 1 


Introduction to Marketing Research
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Learning Objectives



	
1-1Analyze the relationship of marketing research to marketing, the marketing concept, and marketing strategy



	
1-2Define marketing research in several ways



	
1-3Identify three uses of marketing research



	
1-4Compare different types of marketing research companies



	
1-5Explain the industry structure of marketing research



	
1-6Outline new challenges to the marketing research industry



	
1-7Identify industry initiatives for self-improvement



	
1-8Assess areas of ethical sensitivity in the marketing research process



	
1-9Investigate careers in the marketing research industry












The world of business is changing rapidly. New technologies continue to alter the competitive landscape at a greater pace than ever before. Digital media continue to expand and mobile devices and apps provide consumers with information 24 hours a day. More and more people collect and send information continuously, creating a network of interrelated data. Artificial intelligence is automating tasks, guiding decision making, and personalizing experiences. These are exciting times in marketing research!


Keeping pace with the ever-growing amount of data and the dynamic nature of digital media requires constant adaptation and learning. Global conflicts have altered the world, and continued unrest suggests that more change is coming. Businesses must anticipate what these changes will mean for their markets and capitalize on economic growth where it is occurring. Managers must determine what products to make or what services to offer, which methods of communication are most effective, which prices will help their firm realize its target return on investment (ROI), and which distribution system will add the greatest value to the supply chain.



          
          
              
                        [image: A photo of three people in an office setting. ] Marketing research provides managers with new information to help them make decisions.

 
              

          

          Kzenon/Shutterstock



          
                          One person is seated at a desk with a laptop and papers, while another person stands next to the desk holding a document. The third person is standing nearby, holding a cup.
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The need to make good decisions in a rapidly changing world is why marketing research is so valuable! Marketing research is the process of gathering information to make better decisions. This book will help you harness the power of marketing research to develop actionable insights and gain a competitive edge in a world of unprecedented change.












        

      

    

              
                
                  
                  
                  

                

              


          
            
      
        
          
1.1 Marketing Research Is Part of Marketing


1-1 Analyze the relationship of marketing research to marketing, the marketing concept, and marketing strategy


To fully appreciate the role of marketing research, it is helpful to understand its role in and relationship to the field of marketing. What is marketing? A short definition is, “Marketing is meeting needs profitably.”1 When Apple released the iPhone in 2007, it revolutionized communication and mobile computing and became incredibly profitable.2 Amazon Web Services (AWS) shifted data storage from physical servers to cloud-based storage, offering cost-effective solutions for companies of all sizes and providing Amazon with significant profits.3 Both Apple iPhone and AWS stand as prime examples of meeting needs profitably.


The American Marketing Association (AMA) offers a more detailed definition of marketing:


Marketing is the activity, set of institutions, and processes for creating, communicating, delivering, and exchanging offerings that have value for customers, clients, partners, and society at large.4



In recent years marketing has evolved to a service-centered view that (1) identifies core competencies, (2) identifies potential customers who can benefit from these core competencies, (3) cultivates relationships with these customers by creating value that meets their specific needs, and (4) collects feedback from the market, learns from that feedback, and improves the value offered to the public based on it. Note that this view of marketing implies that organizations must be more than customer oriented (making and selling what firms think customers want and need). In addition, they must collaborate with and learn from customers, adapting to their changing needs. A second implication is that organizations do not view products as separate from services. For example, “Is General Motors really marketing a service, which just happens to include a by-product called a car?”5


Modern marketing thought holds that firms should collaborate with and learn from consumers.


To practice marketing, marketing decision makers need to make decisions. What are our core competencies? How can we use these core competencies to create value for our consumers? Who are our consumers, and how can we collaborate with them? Managers have always needed information to make better decisions. Practicing marketing successfully in today’s environment requires access to more and better information. As you will learn, marketing research provides information to improve decisions.


Advances in technology have increased the opportunities for marketers to “listen” to their consumers. Social media provides an important means for marketers to “hear the voice of the consumer” in order to determine how to create, communicate, and deliver value that will result in long-lasting relationships with customers. Digital media has created a culture that encourages consumer collaboration. One important collaboration method is crowdsourcing. Crowdsourcing is the practice of obtaining services or ideas by asking for assistance from a large group of people, generally online communities. Crowdsourcing via digital media is just one of many new tools for marketing research. Marketing Research Insight 1.1 explains how the Danish toy company Lego uses crowdsourcing to direct product development in response to consumer ideas.
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Marketing Research Insight 1.1


Lego Crowdsources to Develop New Concepts


Lego is known worldwide for the passion it inspires in consumers of all ages for its sets of building blocks. The company does not have official statistics on the demographics of its users, but it estimates that up to half of its store revenue may come from adult users, or AFoLs (Adult Fans of Lego).6


To capitalize on the enthusiasm of its fans, Lego has created a web platform called “Lego Ideas” where consumers can post ideas for new concepts (see https://ideas.lego.com/).7 On this site, users post photos and descriptions of Lego projects that they have built. If a concept receives support from 10,000 other community members within 365 days, it automatically qualifies for a review by the company’s Lego Review Board. The website’s clear and detailed rules for submitting a project ensure that only the best ideas are posted. For example, concepts involving torture, smoking, racism, or politics are prohibited.


If a concept makes it through to production, the creator receives 1% of profits, five copies of the Lego set, and credit for being the creator. Consumer-inspired Lego sets that have made it all the way to store shelves include the Lego Insect Collection and the Lego Polaroid Camera. Lego Minecraft is a Lego Ideas submission that has been particularly successful, leading to the production of multiple versions of Minecraft sets.



          
          
              
                        [image: A photo focuses on a person assembling a structure using building blocks. The person is seated and holding a piece of a block while the partially constructed model is beside them. Various scattered building blocks are spread out around them.] Lego uses crowdsourcing to develop new product concepts.
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Lego Ideas is part of a broader social media strategy the company pursues that includes Facebook, Instagram, LinkedIn, and other platforms. Lego’s strategy is clearly working. Based on revenue and profits, Lego was the biggest toymaker in the world in 2024.8, 9








When firms make the right decisions, they produce products and services that their target markets perceive as having value. That perception translates into sales, profits, and a positive ROI. However, we see many failures in the marketplace. Consultants Joan Schneider and Julie Hall state that they regularly hear from entrepreneurs and brand managers who believe they have come up with a revolutionary product. But Schneider and Hall state that these entrepreneurs have rarely done the research to confirm their grand expectations.10 As an example, the firm Cell Zones thought it had the answer to cell phone privacy in libraries, restaurants, and so on by creating soundproof booths for private cell phone use. Had the company done the right research and noticed that people were using their new smartphones to text rather than talk, managers may have realized that talking in private was not a pressing need for consumers.



Juicero, a startup that secured $120 million in venture capital, went bankrupt within three years. Their flagship product was a $700 WiFi-connected juice machine designed to work exclusively with proprietary single-serving juice packets. The business model centered on selling high-margin packets required for the machine's use. However, the venture failed due to the machine's high cost, unreliability, and overly complex technology. Ultimately, consumers discovered they could achieve the same outcome by manually squeezing the juice packets, making the costly machine obsolete. Had Juicero conducted more comprehensive research into consumer preferences, they might have discovered that their target market prioritized factors like affordability and simplicity over the technological sophistication that Juicero emphasized.11


In many examples of failed products and services, managers could have avoided these losses if they had conducted proper marketing research. Many product extensions—taking a successful brand and attaching it to a different product—have also failed. Examples include McPizza, Colgate food entrées, BIC underwear, Coors spring water, and Harley-Davidson perfume. Negative reactions from consumers were responsible for taking Burger King Satisfries off the market.12 Could these failures have been avoided with better research information?








1.1.1 The Philosophy of the Marketing Concept Guides Managers’ Decisions


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


The same connection between philosophy and action holds true for business managers. One of the most important philosophies managers have is that which determines how they view their company’s role in terms of what it provides to the market. Some managers have a philosophy that resembles the following statement: “We make and sell product X.” This philosophy is known as product orientation. Another philosophy, known as sales orientation, is illustrated by the following statement: “To be successful we must set high sales quotas and sell, sell, sell!”13 Managers who guide their companies by either of these philosophies may guide them right out of business.


A more effective philosophy—the marketing concept—is defined by prominent marketing professor Philip Kotler:


The marketing concept is a business philosophy that holds that the key to achieving organizational goals consists of the company being more effective than competitors in creating, delivering, and communicating customer value to its chosen target markets.14﻿
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Other terms that are used interchangeably with the marketing concept are customer orientation or market driven. The key point is that this philosophy puts the consumer first.15 Having the right philosophy is an important first step in being successful. However, appreciating the importance of satisfying consumer wants and needs is not enough. Firms must also put together the “right” strategy.







        

      

    


      
        
          
1.1.2 Creating the “Right” Marketing Strategy


Organizations have strategies in many areas. Financial strategy, production strategy, and technology strategy, for example, may be key components of a firm’s overall strategic plan. Here, we focus on marketing strategy. How do we define marketing strategy?


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



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


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


To practice marketing, to implement the marketing concept, and to make the decisions necessary to create the right marketing strategy, managers need information. Now you should see how marketing research is part of marketing: It supplies managers with the information they need to make better decisions.
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1.2 What Is Marketing Research?


1-2 Define marketing research in several ways


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


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



Thus, marketing research is defined as a process that reports information that can be used to solve a marketing problem, such as determining price or identifying the most effective advertising media. The focus, then, is on a process that results in information that will be used to make decisions. Notice also that our definition refers to information that may be used to solve a specific marketing problem. We underscore the importance of specificity later in this chapter.


Ours is not the only definition of marketing research. The AMA formed a committee several years ago that produced the following definition of marketing research:


Marketing research is the function that links the consumer, customer, and public to the marketer through information—information used to identify and define marketing opportunities and problems; generate, refine, and evaluate marketing actions; monitor marketing performance; and improve the understanding of marketing as a process.16
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Each of these definitions is correct. Our definition is shorter and emphasizes the process of marketing research. The AMA’s definition is longer because it elaborates on the function as well as the uses of marketing research. In the following text, we talk more about the function and uses of marketing research.








1.2.1 Is it Marketing Research or Market Research?


Some people differentiate between marketing research and market research. Marketing research is defined as we and the AMA have defined it in previous paragraphs. In comparison, some define market research as a subset of marketing research, using this term to refer to applying marketing research to a specific market area. The Insights Association defines market research as “any organized effort to gather information about markets or customers.”17 Having made this distinction, we recognize that many practitioners, publications, organizations serving the industry, and academics use the two terms interchangeably.


While the terms marketing research and market research are sometimes used interchangeably, market research refers to applying marketing research to a specific market.







        

      

    


      
        
          
1.2.2 The Function of Marketing Research


The AMA definition states that the function of marketing research is to link the consumer to the marketer by providing information that can be used in making marketing decisions. Note that the AMA definition distinguishes between consumers and customers. The committee intended this differentiation between retail (or B2C) consumers and business (or B2B) customers. Some believe that having the link to the consumer through marketing research is more important today than ever. Having that link with consumers is crucial if organizations are to provide them with the value they expect in the marketplace. Thanks to globalization, online shopping, and social media, consumers today have more choices, more information, and more power to speak to others in the market than ever before.
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                          The table is scattered with various items, including a piece of paper with a drawing of a glowing bulb, a pencil resting on the paper, a pair of glasses, another paper featuring a flowchart, and a sticky note displaying a diagram of an envelope.
      
    
          

        
















        

      

    

              
                
                  
                  
      
        
          16 Bennett, P. D. (Ed.) (1995). Dictionary of marketing terms (2nd ed.). American Marketing Association, p. 169.






        

      

    


      
        
          17 See the Marketing Research Association website (http://www.marketingresearch.org/glossary) for a glossary of these and other terms used in the marketing and opinion research industry. 






        

      

    



                  

                

              


          
            
      
        
          
1.3 What Are the Uses of Marketing Research?


1-3 Identify three uses of marketing research


The AMA definition also spells out the different uses of marketing research. These are (1) identifying market opportunities and problems; (2) generating, refining, and evaluating potential market actions; and (3) monitoring marketing performance. We explain each of these further in the following sections.








1.3.1 Identifying Market Opportunities and Problems


The first use of marketing research is for the identification of market opportunities and problems. It is not easy to determine what opportunities are in the market. We can dream up many ideas for new products or services, but which ideas are actually viable? Which product concepts can we produce, and which will most likely generate a profitable ROI? Often, after someone else has found an opportunity by creating a highly successful product or service, managers ask, “Why didn’t we see that opportunity?” Some marketing research studies are designed to find out what consumers’ problems are and assess the suitability of different proposed methods of resolving those problems.


For example, Beyond Meat and Impossible Foods developed plant-based burger patties in response to consumer demands for sustainable and ethical alternatives to traditional beef. Consumers experienced difficulties fitting gym workouts into busy schedules, so Peloton Interactive created a connected fitness platform with live and on-demand workout classes accessible from home. Airbnb disrupted the hospitality industry by offering unique and affordable lodging options through a platform that connects travelers with local hosts, catering to the desire for authentic travel experiences.


You would think that managers would always know what their problems are, so why would problem identification be a use of marketing research? In fact, problems are not always easy to identify. Managers are more likely to know the symptoms of problems (sales are down, market share is falling). Determining the cause of the symptoms sometimes requires research. The identification of opportunities and problems is discussed in Chapter 2.
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1.3.2 Generating, Refining, and Evaluating Potential Marketing Actions


Marketing research can also be used to generate, refine, and evaluate a potential marketing action. Here “actions” may be thought of as strategies, campaigns, programs, or tactics. Coca-Cola launched the "Real Magic" campaign to connect with a younger, digital-savvy audience. Actions included generating a strategy based on marketing research that identified the younger demographic's desire for authentic connections both online and offline. They refined the campaign by partnering with diverse creatives such as people featured in the work, the creators, gamers, and Twitch. To evaluate the campaign, Coca-Cola monitored social media engagement, sentiment analysis, and sales data, conducting post-campaign surveys to assess changes in brand perception. These steps ensured the campaign resonated with the target audience, demonstrating how marketing research can guide strategic decisions and improve campaign outcomes.18 Case 1.1 shows how marketing research informs and supports decision-making for both product launches and market expansion.


We can think of “actions” as strategies, and strategies involve selecting a target market and designing a marketing mix to satisfy the wants and needs of that target market. Marketing research is conducted in a variety of areas, including determining target markets and conducting product research, pricing research, promotion research, and distribution research.


Selecting Target Markets


A great deal of marketing research is conducted to determine the size of various market segments. Not only are managers interested in knowing the size of the market segment that wants an all-electric vehicle, but they also want to know if that segment is growing or shrinking and how well competitors are fulfilling the wants and needs of that segment. If research shows that a significant segment of the market has identifiable needs, then that segment is growing. If its needs are either not being met or being met poorly by competition, this segment is an ideal market on which to focus. Now the company must determine how well its core competencies will allow it to satisfy that segment’s demand. When evaluating the demand for electric vehicles, Nissan very likely looked at the automobile market segments in terms of the number of miles driven in a day. The company must have found a sizable segment of people who do not regularly drive long distances and would be content with a vehicle that could only be used for a limited number of miles before needing to be recharged.


Product Research


Successful companies are constantly looking for new products and services. They know the lesson of the product life cycle: Products will eventually become obsolete. As a result, they must have a process in place to identify and test new products. Testing may begin with idea generation and continues with concept tests that allow organizations to quickly and inexpensively get consumers’ reactions to the concept of a proposed new product. Research studies are conducted on the proposed brand names and package designs of products before commercialization. For example, in 2023, McDonald’s tested McPlant Nuggets made from peas, corn, and wheat at over 1,400 locations in Germany. This trial aimed to gather consumer feedback and refine the product for potential wider release.19


Pricing Research


When a revolutionary new product is created, marketers use research to determine the “value” consumers perceive in the new product. When Tesla introduced the Cybertruck, it used extensive market research to gauge the perceived value among potential buyers and how much they would be willing to pay for its unique design and advanced features.20 Marketing research is also conducted to determine how consumers will react to different types of pricing tactics such as “buy one, get one free” versus a “one-half-off” price offer. Using qualitative research in the form of asking potential buyers a series of open-ended questions—a qualitative research technique called “purchase story research”—a researcher found that the way a firm categorized its products negatively affected how B2B buyers had to use their purchase accounts. When items were recategorized, sales went up.21


Promotion Research


As organizations spend dollars on promotion, they want to know how effective those expenditures are for the advertising, sales force, publicity/PR, and promotional offers. Organizations also research the effectiveness of different media. Is social media advertising more cost-effective than traditional media such as TV, radio, newspaper, and magazine advertising? As an example of promotion research, Sephora has mastered the art of leveraging social media to drive revenue. By seamlessly integrating its social media platforms with its online store, showcasing products through tutorials and influencer partnerships, Sephora has not only boosted sales but also fostered a loyal community around its brand. This highlights the importance of optimizing social media for revenue generation.22
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For another example of promotion research, see Marketing Research Insight 1.2.








Marketing Research Insight 1.2


Kroger Uses Marketing Research to Create a Heartwarming Campaign


Kroger Company, a leading American grocery retailer with both physical stores and a robust online presence, wished to remind its customers that they are there to support a joyous celebration, regardless of traditions or rituals. They found that their primary audience is families that are short on time and money but still want to serve high-quality meals.


Based on this research, Kroger unveiled a holiday campaign called “Cuisine Exchange.” The campaign focused on the power of food and how it can unite families from different backgrounds and generations. The commercial video begins with a couple without children expressing their desire to host a foreign exchange student. They then continue hosting students from various countries, sharing moments and diverse cuisines. In the end, the older couple reminisces through photos, and the husband surprises his wife by staging a reunion with all their former exchange students. Together, they create a multicultural feast, emphasizing the theme that “food connects us all.”23, 24


Kroger’s campaign attracted significant engagement, reaching 6 million views on TikTok. Social media commentary indicated an emotional response from viewers. Additionally, Kroger launched a "Holiday Remix" Spotify playlist featuring classic holiday songs in various languages, promoting inclusivity during the season. Their website expanded its recipe section to include dishes from diverse cultures, along with a feature highlighting corresponding ingredients available at Kroger.








Distribution Research


What are the best channels to get our product to consumers? Where are the best dealers for our product, and how can we evaluate the service they provide? How satisfied are our dealers? Are our dealers motivated? Should we use multichannel distribution? How many distributors should we have? These are only a few of the crucial questions managers may answer through marketing research. For example, Amazon tested Amazon Go, a cashierless convenience store, in Seattle with its employees to work out technical difficulties before launching to the public.







        

      

    


      
        
          
1.3.3 Monitoring Marketing Performance


Control is a basic function of management. To assess performance on some variables, marketing research is often used. Sales information by SKU (stock-keeping unit) and by type of distribution, for example, is often gathered through tracking data collected at point-of-sale terminals as consumer packaged goods are scanned in grocery stores, mass merchandisers, and convenience stores. Scanner data allow managers to monitor their brands’ sales as well as the sales of competitors, and thus to monitor their market shares as well. Organizations use marketing research to monitor other variables such as their employees’ and customers’ satisfaction levels. Research companies such as NielsenIQ and Circana monitor the performance of products in supermarkets and other retail outlets. They track how many units of these products are sold, through which chains, at what retail price, and so on. You will learn more about tracking studies in Chapter 4. Tracking social media, which has grown quickly across the world, is another means of monitoring market performance. Research companies have developed automated services that monitor what people are saying about companies, brands, and competitors.
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1.3.4 Improving Marketing as a Process


Improving our understanding of the marketing process entails conducting research to expand our knowledge of marketing. Typical of such basic research would be attempts to define and classify marketing phenomena and to develop theories that describe, explain, and predict marketing phenomena. Basic research can also be “research on research,” or research used to establish best practices in research.25
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Marketing professors at colleges and universities and other not-for-profit organizations, such as the Marketing Science Institute, often conduct basic research and publish their results in journals such as the Journal of Consumer Research or the Journal of Marketing. For example, research published in the Journal of Consumer Research may investigate the psychological process consumers go through in deciding how long to wait for a service to be provided. This research is not conducted to address any specific company problem but rather to increase our understanding of how to satisfy consumers of services.26 However, this basic research could be valuable to AT&T if the company were conducting an analysis of consumer reactions to different wait times in its stores, which may be a specific problem facing AT&T.


Research conducted to solve specific problems is called applied research, which represents the vast majority of marketing research studies. For the most part, marketing research companies are conducting research to solve a specific problem facing a company. We revisit the idea that marketing research solves specific problems a little later in this chapter.








Active Learning 1.1


Use Google Alerts to Create Your Own Intelligence System


You can create your own intelligence system through Google, which offers a free service called Google Alerts (https://www.google.com/alerts). By entering key words, you will receive emails from Google Alerts whenever something appears with those key words. You can specify searching everything that appears on the internet or limit results to search only blogs, videos, or books. What value would this offer you? If you have a paper to write for the end of term, for example, this service will allow you to gather information as it appears throughout the term. Or, if you have an interview coming up, you may want to track the latest information about the company or industry you are interviewing with. You will receive email results daily.
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1.4 Who Conducts Marketing Research?


1-4 Compare different types of marketing research companies


Marketing research, also known as business insights or consumer insights, is a growing industry that can only be expected to gain importance as new forms of technology for gathering and analyzing information emerge. IBISWorld projects that the marketing research industry will continue to gain employees at least through 2028.27 After completing a course in marketing research, you may be interested in a career in this area. The rest of this chapter focuses on the industry of marketing research and discusses what a career in this field might look like for you.
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1.4.1 Client-Side Marketing Research


Any company seeking to understand its customers, distributors, competitors, or the environments in which they operate may conduct marketing research. Research that is conducted within an organization is called client-side research. Client-side research is also called end-client research or in-house research. Larger firms, such as those found in the Fortune 500, typically have a formal department devoted to marketing research. These departments may appear in organizational charts under a variety of names, such as decision intelligence, consumer insights (CI), or consumer experience (CX). Technology companies often refer to consumer research as user experience (UX) research. Industries that tend to rely heavily on marketing research departments include consumer packaged goods (CPG), technology, advertising, banking and finance, pharmaceuticals and health care, automobile manufacturing, and retailing.28 Companies that are considered to have innovative in-house research departments include Alphabet, Microsoft, Proctor & Gamble, Meta, and Amazon.29


Medium-sized and smaller firms may assign one or more people to be responsible for marketing research. In these cases, the individual or team may actually conduct some of the research, but often their responsibilities lie in helping others in the firm know when to do research and in finding the right supplier firm to help conduct marketing research.


Do-it-yourself research (DIY), which has been called the “democratization” of marketing research, is considered one of the most important emerging trends for client-side marketing research departments.30 DIY marketing research has been facilitated by online access to secondary data and better knowledge of data analysis software such as SPSS. DIY research can provide the information needed to solve the user’s problem in a cost-effective way. An increasing number of tools powered by AI are being developed for organizations to conduct their own marketing research. Examples of DIY marketing research tools are online survey platforms (such as Qualtrics and SurveyMonkey), statistical analysis tools (such as SPSS, SAS, and R), social media monitoring tools (such as Hootsuite and Google Analytics [see Chapter 4]), and data analysis and visualization dashboards (such as those offered by Tableau and Microsoft Power BI).


While DIY has its place, business owners and managers often do not have the time or expertise to feel confident about using DIY for important issues and will hire marketing research professionals to assist them with their information needs.







        

      

    


      
        
          
1.4.2 Supply-Side Marketing Research


Research that is conducted by an outside firm to fulfill a company’s marketing research needs is called supply-side research. A company that is engaged in supply-side marketing research is often referred to as an agency, or simply as a supplier. These organizations specialize in marketing research and offer their services to buyers needing information to make more informed decisions. In most cases, client-side marketing researchers also purchase research from marketing research suppliers. General Motors, for example, while researching electric cars, may hire a research company in California to provide feedback from consumers who test-drive prototype cars. Large and small firms, for-profit and not-for-profit organizations, and government and educational institutions purchase research information from suppliers.
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1.5 The Industry Structure


1-5 Explain the industry structure of marketing research


The marketing research industry is composed of firms ranging in size from large multinational corporations to boutique agencies specializing in specific niches. The industry is characterized by rapid technological advancements, driving the demand for real-time insights and sophisticated tools. The next sections discuss in more detail the types of firms and their specialties, as well as recent industry performance in revenue.








1.5.1 Types of Firms and Their Specialties


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


Limited-service supplier firms specialize in one or, at most, a few marketing research activities. Firms can specialize in marketing research services such as online communities, questionnaire development and pretesting, data collection, or data analysis. Some firms specialize in specific market demographic segments such as older adults or U.S. Hispanic consumers. Other firms specialize in different types of industries such as airlines, sports, or pharmaceuticals.
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Marketing Research Insight 4.2

The BRASS Advertising and Marketing Guide: A Valuable Resource for
Marketing Research

‘The BRASS Advertising and Marketing Guideis a comprehensive guide containing advertising and

marke

iess Education

\g information sources. Created and maintained by members of the Bus
the Business Reference and Services Section (BRASS) of the American Library

Committee wi
Association, this guide serves as an essential reference for students, researchers, and professionalsin
the field. The guide lists a wide range of resources, including business source directories, marketing

reports, and specialized databases.

Compiled by librarians with expertise in business research, the BRASS guide ensures students are
exploring up-to-date, high-quality, and reliable sources. Students willfind the guide to be an excellent
resource when preparing research papers, case studies, research projects, and other marketing-related

projects.

Explore the BRASS Advertising and Marketing Guideto enhance your understanding of marketing
research and stay informed aboutindustry trends!

Link to the Brass Advertising and Marketing Guide:
https://brass.libguides.com/AdMarketingResources.
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Appendix B: Descriptive Analysis, Computing
Confidence Intervals, and Testing
Hypotheses with XL Data Analyst Pro

o use XLDA.recall thatyou must download the HomespreadRestaurant xismfil and sore t on alocaldevice:
i your Windows P, 2ptop,orpindrive.Start Excoland open the HomespreadRestaurantle. Enablethe
macro and run the analyses. Save your work on your local device under iter s orginal ame oradiffrent fle
name. Accessthelocal i subsequent XLDAwrksessions.

How to Use XL Data Analyst Pro to Obtain a Frequency
(Percent) Distribution

Toillustrate howt0 0bain frequency distibution and a percentage distrbution using the 1.000.respondent.
Homespread Restaurant dataset, we will use the favorte TV show ype varable s tis a nominal scale. igure.
10.1A shows the ercents procedure Prcents Varableselction window. Thereare o options avalable.on the
Percents window: (1) -Use Last Selection? check box o select the last setof vaiables analyzed (the deaultis
ot checked) and (2) Graphs where the user may solectno ie, o column graph. The defaultis “No Graph.In
‘addition, the graph format can beselcted using the“Graph Format- feature nthe-Formal, Etc Setings

B ricure 1014

XLData Analyst o Percents Vriable Selecton Window
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B ricure 1238

1BM SPSS Output for Cross Tabulations with Chi-Square Analysis

o EH Vew Dia Dam et Fama fnae Gaohs Uites Exensons Mindow b
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