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The Handbook

The objective for this Handbook, targeted at users, managers and providers of Market
Research, is motivated by the extensive lack of use of MR studies even after they have
been conducted and by the widespread misapplication of MR techniques. The glorious
days when Market Research readily revealed customer preferences, attitudes or
behavioral intentions are now gone. In recent years, response rates have been terrifyingly
low and response accuracy and validity have been perhaps even more questionable. A
very biased sample answers Market Research’s long questionnaires, and “professionals”
now participate in focus groups and other qualitative research techniques. Data gathered

by Market Researchers are increasingly being questioned by clients.



Additional motivation for this book stems from the recent developments in the
philosophy of managing of organizations. The overarching business philosophy of
customer or market focus has received significant acceptance. As firms move toward
implementing this philosophy, they are beginning to rely on Market Research to provide
the insights required for making decisions. Additionally, they want to view the supplier
of market research as a frusted advisor — a role in which the market researcher provides

more high quality value-added information and recommendations for decision-making.

The objectives, hence, of the Handbook of Market Research are to provide the reader
with 1) a broad and comprehensive understanding, including usefulness and pitfalls, of all
the market research techniques of data gathering and analysis; 2) a process of conducting
research that will ensure the proper conceptualization, execution and usage of research;
3) ideas for structuring the market research department such that insights are available in
real time; and 4) prescriptions for growth of market research professionals to trusted
advisors. By making the user an informed user of market research, the level of the
complete discipline of market research is enhanced. This not only prevents market
research from being purchased under the wrong expectations and from being misused,
but also elevates expectations and, therefore, the deliverables from market research. The
book will enable the eco-system to start designing market research that meets higher

levels of expectations for the discipline.

The contents will be articulated in a very reader-friendly, applications-oriented and non-
mathematical fashion. Besides slicing the cake in the traditional mode of techniques, the
handbook will also contain several chapters on the applications in market research, e.g.,

segmentation, marketing mix, life-time value, brand equity, models.

Since the scope of the Handbook is very extensive and requires varied and deep
experience in the practical usage of techniques, the goal of the Handbook can be achieved
only by having a variety of high-quality individual contributors. Also, the nature of
authors will necessarily have to encompass experience in both the business and academic

worlds.



Target Market

The primary target markets for this book are the users, managers and providers of market
research. We anticipate that a copy of this book will be on the shelves of many market
researchers and users of market research in the Marketing and Marketing Research

Departments of larger companies as well as market research suppliers around the world.

As mentioned earlier, the impetus for this work comes from fact-based decision-making
that is gaining a foot-hold in the majority of companies. It is rare to find market
academicians who have all the necessary knowledge in every domain of market research.
Thus, the Handbook will be a ready reference, especially since it will be firmly grounded
in the business realities, to academicians. Finally, libraries will be more apt to purchase a

unique handbook of this sort rather than conventional textbooks on the subject.

Competitive Books

There are two categories of books in the market research discipline. None of the books in
both of these categories can be considered as true competitors. The first category
consists of books that are traditionally used as textbooks in universities. While there are
many excellent books to serve the needs of the teachers and students, these books do not
go the next step to educate practitioners and users of market research regarding the
caveats of market research techniques.

The second category consists of books that contain data and statistics on particular
industries or geographical areas around the world. These books are often named
handbooks. For example, one can find handbooks on market research on the Gaming
Industry, Health Care Industry or Restaurant and Food Services Industry and on states in
the US. Since these consist of data and statistics, they will not compete with our

handbook of techniques, conceptualizations and philosophies.
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Template for Chapters (Analysis & Modeling)

Outline of the Method/Model - What is it - What does it yield

What are the underlying assumption - and why you should care about these

How and when to use it (including a check list of important issues to think about)
How to evaluate and validate the results (if possible)

How and when NOT to use it

Example of a successful and unsuccessful marketing applications
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Miscellaneous (new developments, other thoughts, etc.)
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