
MARKETING 
RESEARCH
DELIVERING CUSTOMER INSIGHT

4TH EDITION

ALAN WILSON

НБ СБ ИЗНАСЯ

B L O O M S B U R Y  A C A D E M I C
L O N D O N  • N E W  Y O R K  ■ O X F O R D  • N E W  D E L H I  • S Y D N E Y



БИБЛИОТЕКА j

yHCCj
СОФИЯ

BLOOMSBURY ACADEMIC 
Bloomsbury Publishing Pic 

50 Bedford Square, London, WC1B BDP, UK 
1385 Broadway, New York, NY 10018, USA 

29 Earlsfort Terrace, Dublin 2, Ireland

BLOOMSBURY, BLOOMSBURY ACADEMIC and the Diana logo 
are trademarks of Bloomsbury Publishing Pic

Published 2019 by RED GLOBE PRESS 
Reprinted by Bloomsbury Academic, 2022

Copyright © Alan Wilson, under exclusive licence to Macmillan Education Limited 2019

Alan Wilson has asserted his right under the Copyright,
Designs and Patents Act, 1988, to be identified as Author of this work.

For legal purposes the Acknowledgements on p. xix constitute 
an extension of this copyright page.

A ll rights reserved. No part of this publication may be reproduced or 
transmitted in any form or by any means, electronic or mechanical, 

including photocopying, recording, or any information storage or retrieval 
system, w ithout prior permission in w riting from the publishers.

Bloomsbury Publishing Pic does not have any control over, or responsibility for, 
any th ird-party websites referred to or in this book. A ll internet addresses given 
in this book were correct at the time of going to press. The author and publisher 

regret any inconvenience caused if addresses have changed or sites have 
ceased to exist, but can accept no responsibility for any such changes.

A catalogue record for this book is available from the British Library.

A catalogue record for this book is available from the Library of Congress.

ISBN: PB: 978-1-3520-0111-2 
ePDF: 978-1-3520-0112-9 
ePub: 978-1-3503-0524-3

Printed and bound in Great Britain

To find out more about our authors and books visit 
www.bloomsbury.com and sign up for our newsletters.

Б И Б Л И О Т Е К А ■ УНСС 

Инв. №

http://www.bloomsbury.com


BRIEF CONTENTS

List o f  figures 

List o f  tables 

List o f  case histories 

Foreword 

Preface

Acknowledgements 

Guided tour 

Careers in M R  videos

1 . THE ROLE OF MARKETING RESEARCH AND COSTOMER INFORMATION IN DECISION-MAKING

2. THE MARKETING RESEARCH PROCESS

3. SECONDARY DATA, COSTOMER DATADASES AND RIG DATA ANALYTICS

4 . COLLECTING ORSERVATION DATA AND SOCIAL MEDIA LISTENING

5. COLLECTING QUALITATIVE DATA

6. COLLECTING QUANTITATIVE DATA

7 . DESIGNING QUESTIONNAIRES 

G. SAMPLING METHODS

9. ANALYSING QUALITATIVE DATA

10. ANALYSING QUANTITATIVE DATA

1 1 . PRESENTING THE RESEARCH RESOLTS

Marketing research in action: case histories 

Appendix



LONG CONTENTS

List o f  figures x

List o f  tables x/

List o f  case histories xii

Foreword xiii

Preface x/V

Acknowledgements x/x

Guided tour xx

Careers in M R  videos xx/7

1. THE ROLE OF MARKETING RESEARCH AND CUSTOMER INFORMATION IN DECISION-MAKING 2
W hat you will learn 3 A u th o r video overview 3 Keywords 3

In troduction  3

The m arketing concep t and the  need fo r  m arketing in fo rm ation  4

Turning in fo rm ation  in to  custom er insight 6

The in fo rm ation  explosion and big data 8

A n in tegrated approach 9

W hat is m arketing research? 11

W hat are custom er databases? 12

W hat is user-generated con ten t?  16

M ain ta in ing  the d is tinction  between m arketing  research and d irec t m arketing 17

The m arketing research and database industries 18

The professional bodies and associations in the m arketing  research industry 23 

Sum m ary 2 6  Review questions 26  A dd itiona l reading 27

2. THE MARKETING RESEARCH PROCESS 28

W hat you will learn 29  A u th o r video overview 29  Keywords 29

In troduction  29

Stage 1: iden tifica tion  o f  problem s and opportun ities  3 0

Stage 2: fo rm u la tion  o f  research needs/research b rie f 32

Stage 3a: selection o f  research provider/agency 37

Stage 3b: creation o f  research design/choice o f  research m ethod 47

Stage 4 : co llection  o f  secondary data 51

Stage 5: co llection  o f  prim ary data 52



Stage 6: analysis o f data 53

Stage 7: preparation and presentation o f research findings and recom m endations 53

M anaging the clien t/agency relationship 53

Ethics in m arketing research 54  

Sum m ary 6 0  Review questions 6 0  Add itiona l reading 61

3. SECONDARY DATA, CUSTOMER DATABASES AND BIG DATA ANALYTICS 62

W hat you will learn 63 A u th o r video overview 63  Keywords 63

In troduction  63

The value o f  secondary data 64

Sources o f secondary data 69  

The custom er database

Using databases fo r m arketing intelligence 78

Database software 8 6

Big data analytics 87

External secondary in form ation  89

Sum m ary 9 4  Review questions 9 4  Additional reading 9 5  W ebsites 95

4. COLLECTING OBSERVATION DATA AND SOCIAL MEDIA LISTENING 96
W hat you will learn 97 A u th o r video overview 97 Keywords 97

In troduction  9 8

W hat is observation research? . 9 8

Categories o f  observation 1 00

Specific observation m ethods 102

Ethical issues in observation research 117 

Sum m ary 118 Review questions 118 Additional reading 119

5. COLLECTING QUALITATIVE DATA 120

W hat you will learn 121 A u th o r video overview 121 Keywords 121

In troduction  121

W hat is qualitative research? 122 

Types o f research m ost suited to  qualitative research

Forms o f  qualitative research 125



G roup discussions/focus groups 132

Projective techniques 141

D ep th  interviews versus group discussions 145

Technological deve lopm ents in qualita tive research 146

Sum m ary 148 Review questions 148 A dd itiona l reading 148

6. COLLECTING QUANTITATIVE DATA 150

W hat you will learn 151 A u th o r video overview 151 Keywords 151

In troduc tion  152

W hat is quantita tive  research? 152

Inte rv iew er-adm in is te red  m ethods 154

Telephone in terview ing 158

S elf-adm in is te red  surveys 160

Selecting survey m ethods 166

Q ua n tita tive  experim enta tion  m ethods 174 

Sum m ary 179 Review questions 179 A dd itiona l reading 180

7 . DESIGNING QUESTIONNAIRES 182

W hat you will learn 183 A u th o r video overview 183 Keywords 183

In troduction  183

The questionnaire design process 184

Step 1: develop question top ics 185

Step 2: select question and response fo rm a ts  187

Step 3: select w ord ing  2 0 6

Step 4 : de te rm ine  sequence 210

Step 5: design layout and appearance 211

Step 6: p ilo t te s t 215

Step 7: undertake survey 215

Sum m ary 216 Review questions 216 A dd itiona l reading 217

8. SAMPLING METHODS 218

W hat you will learn 219 A u th o r video overview 219 Keywords 219

In troduction  2 2 0



The sampling process 2 2 0

Step 1: define the population o f in terest 221

Step 2: determ ine w hether to  sample or census 222

Step 3: select the sampling fram e 223

Step 4 : choose a sampling m ethod 225

Step 5: determ ine sample size 2 36

Step 6: im p lem ent the sampling procedure 241 

Sum m ary 247  Review questions 247  Add itional reading 2 4 8

9. ANALYSING QUALITATIVE DATA 250
W hat you will learn 251 A u th o r video overview 251 Keywords 251

In troduction  251

Analysis o f  qualitative data 252

In te rp re ting  the  data ч 259

Grounded theory: an academic approach 261 

Sum m ary 263  Review questions 263  Additional reading 263

10. ANALYSING QUANTITATIVE DATA 264
W hat you will learn 2 6 5  A u th o r video overview 2 6 5  Keywords 265

In troduction

Coding

Data entry

Tabulation and statistical analysis 268

Statistical significance 273

Testing goodness o f f it :  ch i-square 276

Hypotheses about means and proportions 279

M easuring relationships: corre lation and regression 281

M ultivaria te  data analysis 2 8 8  

Sum m ary 297 Review questions 297 Additional reading 2 9 8  Useful websites 2 98

1 1 . PRESENTING THE RESEARCH RESULTS 300

W hat you will learn 301 A u th o r video overview 301 Keywords 301 

In troduction



Understanding the audience

C om m on dangers in the  reporting  and presentation o f  results

The m arketing research report fo rm a t

The oral presentation fo rm a t

Delivering rem ote  presentations

Data visualisation

The fu tu re : delivering custom er insight through E FM

Sum m ary 321 Review questions 321 A dd itiona l reading 322  Useful websites 322

3 0 2

3 0 3

3 0 4  

3 0 7

311

312 

3 2 0

Marketing research in action: case histories 323

Case 1: M cDonald ’s -  the role o f  customer insight 324

Case 2 Lynx -  launching a new brand 327

Case 3 Disney -  researching children 331

Case 4 Transport for London -  using data to improve the service 333

Case 5 Alibaba -  a growing data warehouse 336

Cose 6 Gü -  establishing a community for research 339

Case 7 Vodafone -  telephone insight 342

Case 8 Malta and M TV  -  researching attitudes 345

Case 9 Macmillan Cancer Support -  advertising research 3 48

Case 10: Dove -  researching beauty fo r a communications campaign 351

Appendix 356

Glossary 3 6 0

Index 374

I X


