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Qualitative Marketing Research
Using some of the latest qualitative research tools, this volume highlights insights about
consumption ranging from how consumers process advertising messages, to how small
retailers can combat the practice of “showrooming” by consumers comparing online prices
with mobile devices.
Understanding marketing research to make better business decisions An ideal resource for
busy managers and professionals seeking to build and expand their marketing research skills,
The Market Research Toolbox, Fourth Edition describes how to use market research to make
strategic business decisions. This comprehensive collection of essential market research
techniques, skills, and applications helps readers solve real-world business problems in a
dynamic and rapidly changing business atmosphere. Based on real-world experiences, author
Edward F. McQuarrie gives special attention to business-to-business markets, technology
products, Big Data, and other web-enabled approaches. Readers with limited time or
resources can easily translate the approaches from mass markets, simple products, and stable
technologies to their own situations. Readers will master background context and the
questions to ask before conducting research, as well as develop strategies for sorting through
the extensive specialized material on market research.
Qualitative research methodologies are gaining more and more acceptance. This book deals
with the application of qualitative methods to marketing management research. It explains
different ways of making and analyzing data with qualitative tools, and it describes the
generation of results working for researchers as well as for practitioners in marketing
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management. Teachers and students in marketing and research methodology, as well as
researchers and practitioners in marketing management will find useful material on research
methods and case study research.
All key topics are covered including the differences between quantitative and qualitative
research, steps to take prior to conducting research, data collection techniques and tools,
decoding and understanding collected data, and explaining research findings to someone else.
Borrowing techniques from anthropology, sociology, psychology, and communication, the book
presents specific examples to illustrate how these techniques are adapted for marketplace
research. Studies conducted by renowned scholars and practitioners guide readers through all
the nuances of qualitative methods needed to develop, execute and analyze state-of-the-art
marketplace studies.
Human inquiry has served as the impetus for a number of developments throughout history.
Seeking new knowledge about the world around us helps to drive our progress and push us to
discover innovative improvements. This drive lends itself to the development of qualitative
research. Market Research Methodologies: Multi-Method and Qualitative Approaches brings
together innovative techniques and novel designs that aid in the development of multi-method
studies and investigations. Focusing on vital concepts such as data validity, triangulation, and
reliability, this book is a fundamental reference source for PhD students, graduate students,
and academics within the business field who wish to understand how these methods can be
employed to extract data from particular environments.
Academically thorough and up-to-date quantitative and qualitative market research methods
text for business and social science students.
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Aimed at both graduate and undergraduate students majoring in business administration and
in other fields of social sciences, Qualitative Marketing Research unpacks the emerging
cultural approach in the field of marketing and consumer research and provides an interesting
and informed study for anyone interested in cultural approaches to economic and social theory.
The book also provides insights for MBA students and other business professionals who work
in the field of marketing, advertising, media planning and qualitative market research, offering
methodological resources for keeping professional skills up to date and help with designing
and conducting relevant and skillful market research which is sensitive to the cultural dynamics
of the marketplace behaviour.
As the importance of marketing to business grows, and as new concepts and applications of
marketing emerge and evolve, so too does the need for up-to-date market intelligence. This
book recognizes that the contribution which qualitative research can make to market
understanding and insight is immense, and that statistical information flows are never enough
but need to be compounded by market intelligence gained through qualitative methods.
Qualitative Marketing Research clearly explains the use and importance of qualitative
methods, clarifying the theories behind the methodology and providing concrete examples and
exercises which illustrate its application to Management Studies and Marketing. This book is
intended for all students of marketing who are required to complete their studies with a
dissertation or research project.

This book provides invaluable guidance for thinking through and planning a qualitative
study. Rather than offering recipes for specific techniques, master storyteller Robert
Stake stimulates readers to discover "how things work" in organizations, programs,
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communities, and other systems. Topics range from identifying a research question to
selecting methods, gathering data, interpreting and analyzing the results, and producing
a well-thought-through written report. In-depth examples from actual studies emphasize
the role of the researcher as instrument and interpreter, while boxed vignettes and
learning projects encourage self-reflection and critical thinking. Other useful
pedagogical features include quick-reference tables and charts, sample project
management forms, and an end-of-book glossary. After reading this book, doctoral
students and novice qualitative researchers will be able to plan a study from beginning
to end.
This is a perfect guide to understanding the core principles of qualitative marketing
research. It presents qualitative marketing research in the broader context of marketing
and managerial decisions, consumer psychology and contemporary knowledge about
unconscious and automatic processes. Different types of qualitative marketing research
methods are examined, from the classic focus group interview (FGI) and individual indepth interview (IDI), to more cutting-edge methods such as ethnography or bulletin
boards, which enable marketing researchers to discover and understand real consumer
motivations, needs, values, and attitudes. With numerous international case studies,
including PepsiCo, Unilever, Danone, Nestle, Aviva and Citibank, the book is uniquely
practical in its approach. It is vital reading for advanced undergraduate and
postgraduate students of marketing research, consumer behaviour and consumer
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psychology.
`Comprehensive, current and compelling, a winning combination for any research
student or practitioner interested in increasing his/her knowledge about qualitative
methods as they apply to business research' - The Qualitative Report Covering all the
major qualitative approaches in business studies (including case study research,
ethnography, narrative inquiry, discourse analysis, grounded theory and action
research), this practical how-to guide shows how qualitative methods are used within
management, marketing, organizational studies and accounting. Within each approach,
the authors consider crucial issues such as framing the research, generating research
questions, getting access, collecting empirical materials, reporting the results and
evaluating the research. Original case studies drawn from around the world are
included throughout to demonstrate the practical applications of the methods
discussed.
'Marketing Research for Non-profit, Community and Creative Organizations' is a
comprehensive guide to conducting research methods within the non-profit sector.
Highly practical, the purpose of the book is two-fold. Firstly, it aims to educate the
readers on how research can be utilized to help their organization reach its goals.
Secondly, it shows how to conduct different methods of research, including focus
groups, interviews, projective techniques, observations and surveys, and how to use
the findings of these to improve products, target customers and develop effective
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promotions. Concise and well-structured, the text provides a step-by-step process to
help the reader understand and apply the various research methodologies. 'Marketing
Research for Non-profit, Community and Creative Organizations' is designed for
students and will also be invaluable for managers working within non-profit or creative
environments. * A unique book focusing on research methods for the nonprofit
community * Shows how to conduct a range of methods to improve performance *
Takes the reader through a step by step process
This is a practical and accessible, yet sophisticated introduction to interpretive methods
for doing qualitative research projects and dissertations. Bringing together concepts of
qualitative research from ethnography, phenomenology, critical discourse analysis,
semiotics, literary analysis, postmodernism and poststructuralism this textbook offers
an accessible and comprehensive introduction to the subject. Utilising a uniquely
pragmatic approach, it bridges the gap between advanced, specialised books on
research traditions with more general introductory business research books. This new
edition has been fully updated to include new examples, explorations of the field, and
an improved pedagogy with better exposition of key issues and concepts, as well as
more schematics and diagrams to aid understanding. The first half of the book
considers the practicalities of research and writing a research project, including the craft
of academic writing, the critical literature review, the role of the independent research
project as part of university courses, suggested projected structures, standards of
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academic scholarship, and the main techniques for gathering qualitative data. The
book’s second half deals with abstract concepts and advanced theory by looking at key
theoretical traditions that guide the interpretation of qualitative data. It is perfect for
advanced undergraduate and postgraduate students of marketing, management,
consumer behaviour and research methods. It will also be useful as a primer for
practitioners in qualitative research.
Qualitative Market ResearchSAGE
The objective of this book is to fill the gap combining several studies from qualitative
and quantitative research methods. The various chapters presented here follow several
approaches that researchers explore in different context. This book intends to
contribute to better understanding of the application areas of qualitative research
method and to show how these business practices in social sciences can stimulate in
various areas.
Qualitative market research exists to fulfil the needs of those that it serves. This text
shows practitioners how to deliver the 'product' of qualitative market research.
Market information is critical for any organisation to meet their strategic goals, and this
textbook equips students with the necessary skills to undertake market research
themselves or manage and oversee research projects undertaken by others. Keeping
digital data and internet research at its heart, this textbook details the main stages of
the research process with both quantitative and qualitative methods and includes a
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plethora of international case studies and examples. This accessible textbook is the
ideal companion for students of marketing research at diploma, undergraduate,
postgraduate and MBA levels. This book is also written to support The Market
Research Society’s Diploma Module: Principles of Market and Social Research and
Information.
This text guides the reader through a research project from the perspective of both user
and practitioner. It meets the needs of several audiences by creating common ground
in the applied practice of qualitative research.
Essentials of Marketing Research: Putting Research into Practice, an exciting new
practical guide by Kenneth E. Clow and Karen E. James offers a hands-on, applied
approach to developing the fundamental data analysis skills necessary for making
better management decisions using marketing research results. Each chapter opens by
describing an actual research study related to the chapter content, with rich examples
of contemporary research practices skillfully drawn from interviews with marketing
research professionals and published practitioner studies. Clow and James explore the
latest research techniques, including social media and other online methodologies, and
they examine current statistical methods of analyzing data. With emphasis on how to
interpret marketing research results and how to use those findings to make effective
management decisions, the authors offer a unique learning-by-doing approach to
understanding data analysis, interpreting data, and applying results to decision-making.
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This Second Edition remains the only book to discuss both theory and application of
qualitative research techniques to inspire great advertising and build strong brands.
Using a step-by-step approach created for students considering advertising careers and
for those currently working in the advertising industry, this book explains what
qualitative research techniques are designed to do. The text describes how these
techniques aid in uncovering insights useful for advertising strategy development,
creative development, and post-campaign evaluation. Practical information and
discussions on interviewing, projective techniques, focus groups, and online/social
media applications positioned within a theoretical context illustrate the value of
qualitative research in the real world.
Marketing Research outlines the key principles and skills involved at each step of the
marketing research process, providing readers with targeted, practical solutions to a
range of issues and equipping them with the tools they need to overcome the common
pitfalls of designing research projects. The chapters are arranged into core sections
which progress systematically through the marketing research process, starting with
designing and setting up research, to undertaking qualitative and quantitative research,
and finally, summarizing and reporting research. To aid students in their research
project, each chapter features a collection of learning features, such as: Case studies
and international real-world examples Ethics boxes – Highlighting ethical implications in
research projects Advanced boxes – Signaling more challenging topics students can
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return to after they have mastered the basics Activity boxes – Encouraging students to
understand how what they have learned applies to their own experiences The book is
complemented by a range of online resources, including PowerPoint slides, multiple
choice questions, free online exercise links, and discussion guides for Case Study &
Additional Reading sections. Suitable reading for students who are undertaking a
marketing research project.
Written for students, scholars, and marketing research practitioners by three qualitative
marketing research pioneers, this book takes readers through the basics to an
advanced understanding of the state of the art in qualitative marketing and consumer
research. The book offers readers a practical guide to planning, conducting, analyzing,
and writing-up research or editing multi-media presentations using both time-tested and
new methods, skills, and technologies. With hands-on exercises that researchers can
practice and apply, the book leads readers step-by-step through developing qualitative
researching skills in creative data collection, analysis, and presentation, using
illustrations drawn from the best of recent and classic research.
Many marketing researchers, companies and business schools need to use statistical
procedures and accurately interpret the result, that's why the SAS® Enterprise Guide
software, which uses a user-friendly drag-and-drop menu to extract statistical
information, is so popular. Marketing Research with SAS Enterprise Guide includes 236
screen shots to provide a detailed explanation of the SAS® Enterprise Guide software.
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Based on a step-by-step approach and real managerial situations, it guides the reader
to an understanding of the use of statistical methods. It demonstrates ways of
extracting information, collating it to provide reliable knowledge, and how to use these
insights to solve day-to-day business and research problems. SAS ® offers a standalone marketing research tool by means of the SAS® OnDemand Enterprise Guide
solution for academics and business professionals. This straightforward, pragmatic
reference manual will help: This book opens the black box of qualitative market research and reveals the inner
workings of the qualitative process. The influence of group dynamics on the data itself,
the significance of body language in the interaction between researcher and respondent
and the application of techniques to discover the private world of the individual are all
exposed. So too, is the least visible part of all research projects - the interpretation of
content given the fact that people often 'don't say what they mean' and 'don't mean
what they say'. This book brings together a detailed overview of procedures and
techniques in contemporary qualitative market research. These evolving techniques are
making qualitative research increasingly influential. A clear understanding of their
strengths and weaknesses is therefore vital to anyone involved in research - whether
market, industrial, social, governmental or medical.
This volume provides case studies, analysis and frameworks, reviews key studies and
techniques, offers theoretical explanations, identifies unanswered questions and research
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opportunities, and discusses significant managerial and policy implications as well as
incorporating insights from multidisciplinary literatures in an integrative manner.
The Handbook of Marketing Research: Uses, Misuses, and Future Advances comprehensively
explores the approaches for delivering market insights for fact-based decision making in a
market-oriented firm. Divided into four parts, the Handbook addresses (1) the different nuances
of delivering insights; (2) quantitative, qualitative, and online data gathering techniques; (3)
basic and advanced data analysis methods; and (4) the substantial marketing issues that
clients are interested in resolving through marketing research.
Essential to any student of the discipline, this textbook offers a comprehensive, applied
approach to understanding and designing market research. Balancing the fundamental
quantitative methodologies and theoretical structures with practical applications of qualitative
techniques, this book is ideal for the novice researcher, and for those more familiar with the
discipline. With an emphasis on both critical thinking and hands-on application, the textbook
contains: several real life case studies; useful learning features such as key terms, definitions
and discussion topics, and is supported by a companion website.
A rare and much needed compilation of some thought-provoking papers in the area of
qualitative research in marketing, this book is a must have for anyone pursuing the discipline of
marketing research, scholars intent on the pursuit of qualitative inquiry as well as practising
professionals looking for innovative approaches to research. Global Business Review Belk has
compiled an exhaustive collection of contributions from scholars and practitioners throughout
North America and Europe. . . . This extremely informative volume spans the full array of
qualitative research areas. . . . Highly recommended. S.D. Clark, Choice The Handbook of
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Qualitative Research Methods in Marketing offers both basic and advanced treatments
intended to serve academics, students, and marketing research professionals. The 42
chapters begin with a history of qualitative methods in marketing by Sidney Levy and continue
with detailed discussions of current thought and practice in: research paradigms such as
grounded theory and semiotics research contexts such as advertising and brands data
collection methods such as projectives and netnography data analysis methods such as
metaphoric and visual analyses presentation topics such as videography and reflexivity
applications such as ZMET applied to Broadway plays and depth interviews with executives
special issues such as multi-sited ethnography and research on sensitive topics. Authors
include leading scholars and practitioners from North America and Europe. They draw on a
wealth of experience using well-established as well as emerging qualitative research methods.
The result is a thorough, timely, and useful Handbook that will educate, inspire, and serve as
standard reference for marketing academics and practitioners alike.
Qualitative Research helps those who have limited experience of qualitative research, to
become proficient buyers of research. It will enable buyers to commission QR with confidence;
to choose a supplier, agree a methodology with the research agency, understand the process
and end up with useful outputs which address the initial research issues. It will help train new
practitioners in terms of the basics of qualitative research and it will also develop the
knowledge and understanding of more experienced qualitative researchers. Qualitative
research explores questions such as what, why and how, rather than how many or how much;
it is primarily concerned with meaning rather than measuring. Understanding why individuals
and groups think and behave as they do lies at the heart of qualitative research, and market
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research practitioners and students of market research will all benefit from this title.
This book presents both theoretical research methods and practical uses of qualitative
consumer and marketing research in Asia, as well as approaches to research with extended
viewpoints and case studies on the specific research practices, identifying the distinctive
characteristics and conditions of the Asian market. Starting with an introduction and a rationale
for qualitative consumer and marketing research, which discuss interpretive research
perspectives and key qualitative research traditions underlying the research, it then elaborates
on research design, formulating research directions, research questions, research methods,
research validity and reliability, as well as research ethics. The book goes on to cover various
key data-collection techniques, such as interviews, focus groups, observation and
ethnography, online observation and netnography, and other alternative tools like projective
techniques, autodriving and diaries. These include design of research setting (samples and
sampling strategy, context, time) and research procedures (from entry to access and
completion of the research project) with resources planning. In addition, the book also
addresses data analysis and interpretation as well as presentation, dissemination, and sharing
of research results through both academic and practical courses. Lastly, it derives key
concepts by reviewing classic research traditions and methods together with academic and
practical studies.
The book addresses issues relating to market research applied to the sports business. It aims
to cover both theory and practice, targeting students, academics and sports clubs and
organisations.
Drawing together the new techniques available to the market researcher into a single
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reference, The Handbook of Online and Social Media Research explores how these
innovations are being used by the leaders in the field. This groundbreaking reference
examines why traditional research is broken, both in theory and practice, and includes
chapters on online research communities, community panels, blog mining, social networks,
mobile research, e-ethnography, predictive markets, and DIY research. "This handbook fills a
significant learning gap for the market research profession and Ray Poynter has once again
proven that he is a guiding light. The practical and pragmatic advice contained within these
pages will be relevant to new students of research, young researchers and experienced
researchers that want to understand the basics of online and social media research. Ray’s
views on 'how to be better with people' and ‘how to maximise response rates’ are vital clues
that are likely to shape the future of market and social research." —Peter Harris, National
President, Australian Market and Social Research Society (AMSRS) "It's hard to imagine
anyone better suited to covering the rapidly changing world of online research than Ray
Poynter. In this book he shows us why. Whether you are new to online or a veteran interested
in broadening your understanding of the full range of techniques—quant and qual—this book is
for you." —Reg Baker, President and Chief Operating Officer, Market Strategies International
"Finally, a comprehensive handbook for practitioners, clients, suppliers and students that
includes best practices, clear explanations, advice and cautionary warnings. This should be the
research benchmark for online research for some time. Poynter proves he is the online market
research guru." —Cam Davis, Ph.D., former Dean and current instructor of the online market
research course for the Canadian Marketing Research and Intelligence Association "Ray
Poynter's comprehensive, authoritative, easy to read, and knowledgeable handbook has come
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to our rescue ... it is a must read for anyone who needs to engage with customers or
stakeholders in a creative, immediate and flexible way that makes maximum use of all the
exciting, new technology now open to us. Market researchers need to know this stuff now. I
can guarantee that anyone who buys the book will find it a compelling read: they will be
constantly turning to the next page in order to find yet another nugget of insight from Ray’s
tour de force." —Dr David Smith, Director, DVL Smith Ltd; Professor, University of Hertfordshire,
Business School

This book discusses qualitative research modeling and new approaches of
qualitative data collection, interpretation of results, reporting, and deriving
managerial implications. Qualitative research manages the fundamental
challenge in interpreting the complexities associated with consumer behavior,
particularly in large diversified marketplace and guides managers towards
understanding consumers. This book discusses qualitative research modeling
and new approaches of qualitative data collection, interpretation of results,
reporting, and deriving managerial implications. Discussions in the book present
new insights on conducting and applying qualitative market research and
emphasizes on the application of qualitative research in consumer-centric
companies. The book argues that companies need to consider a broader
perspective of marketing research to support marketing decisions derived by
understanding consumer behavior using qualitative research methodology.
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'Anyone using, practising or teaching qualitative research will find in this series a
treasure-house of ideas, techniques and issues. This is a -must-have-' - Admap
'this is one of the best texts on the subject I've come across and I did find some
of the content truly inspirational' - Mick Williamson, Creative Director, TRBI for in
Brief magazine 'It will be essential reading for anyone involved with qualitative
market research' - David Barr, Director General of the Market Research Society
'An ideal resource for people aiming for a qualitative market research career, for
academics interested to know more about an important field of application for
qualitative research methods, or for those who are already engaged in the field
and who wish to update their skills and reflect on their practice and profession' Nigel Fielding, University of Surrey Qualitative Market Research is a landmark
publishing event. The seven volumes provide, for the first time, complete
coverage of qualitative market research practice, written by experienced
practitioners, for both a commercial and academic audience. The set fills two
important market gaps: it offers commercial practitioners authoritative source
texts for training and professional development; and provides students and
researchers with an account of qualitative research theory and practice in use
today. Each book cross-references others in the series, but can also be used as
a stand-alone resource on a key topic. The seven books have been carefully
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structured so as to be completely accessible in terms of language, use of jargon
and assumed knowledge. Experienced market researchers will find the tools to
help them critically evaluate their own work. Those new to market research will
be provided with a complete map of qualitative market research theory and
practice (including brands and advertising theory) and the stimulation to discuss
and learn more with tutors and practitioners. Qualitative Market Research will be
an invaluable resource for academic and professional libraries, commercial
market researchers, as well as essential reading for students in market research,
marketing and business studies.
A practical, highly accessible guide for novice researchers conducting qualitative
research in public relations and marketing communications, this book guides the
reader through all aspects of the research process.
This single-volume reference provides an alternative to traditional marketing
research methods handbooks, focusing entirely on the new and innovative
methods and technologies that are transforming marketing research and practice.
Including original contributions and case studies from leading global specialists,
this handbook covers many pioneering methods, such as: Methods for the
analysis of user- and customer-generated data, including opinion mining and
sentiment analysis Big data Neuroscientific techniques and physiological
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measures Voice prints Human–computer interaction Emerging approaches such
as shadowing, netnographies and ethnographies Transcending the old divisions
between qualitative and quantitative research methods, this book is an essential
tool for market researchers in academia and practice.
Electronic Inspection Copy available for instructors here - How is qualitative
marketing and consumer research conducted today? - What is rigorous research
in this field? - What are the new, cutting edge techniques? Written for students,
scholars, and marketing research practitioners, this book takes readers through
the basics to an advanced understanding of the latest developments in qualitative
marketing and consumer research. The book offers readers a practical guide to
planning, conducting, analyzing, and presenting research using both time-tested
and new methods, skills and technologies. With hands-on exercises that
researchers can practice and apply, the book leads readers step-by-step through
developing qualitative researching skills, using illustrations drawn from the best of
recent and classic research. Whatever your background, this book will help you
become a better researcher and help your research come alive for others.
Traditional research methods in marketing can be illuminating when used well,
but all too often their data-driven results fail to provide the depth of understanding
that organisations need to anticipate market needs. Alternative Market Research
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Methods: Market sensing is a new approach that enables researchers to get
greater depth and meaning from their research and organisations to make
smarter strategic decisions. This book, the first text dedicated to the topic,
explains market sensing simply and practically and demonstrates how it can
benefit researchers. It teaches non-mainstream and alternative research
methods which facilitate innovative research design, and achieves deep insights
into the mindsets of consumers. The methods explored in this book include:
emotional scaling ; discourse analysis; consumer ethnography; social media
networks; narrative and story telling; gamification. With a wealth of case studies
and pedagogy to aid student learning, as well as online teaching aids including
PowerPoint presentations and video content, this ground-breaking textbook is an
essential resource for anyone that wants to expand their repertoire of marketing
research methods to create a research project that will be original and insightful.
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