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AN ALTERNATIVE TEXTBOOK SELECTION METHOD 

Abstract 

Donald P. Robin, 
S. Roland Jones, 
Nancy D. Marlow, 

Evaluating and selecting a basic marketing text­
book is a judgemer,tal process. This study sug­
gests the use of a quantitative tec~nique not as a 
sub,:titute for decision-making, but as a tool to 
gt<ide those making the decision. The result~ of 
using multidirrensional scaling (MDS) techniques as 
an objective method to guide the textbook selec­
tion process are reported. 

This study reports the results of using an altern­
ative method as a basis for selecting a basic 
marketing textbook. Four brocc.d considerations are 
sugge~ted for selecting a b~sic marketing text­
book, followed by an approach for satisfying those 
considerations. A brief discussion of the methoc­
ology used in this study is followed by an 
analysis of the re~ul ts, the actual tex_tbook 
selection for a basic marketing course at a large 
southE:rn university. 

Selection Criteria 

Selecting a b~si~ marketing textbook is a task 
with scme pitfalls. Whether this task is accomp­
lished by an inc'.ividuzl, by a committee, or in 
some other manner, the textbook selected must 
satisfy certain criteria. First, thE: textbook by 
it self should prese.nt a complete and unique 
module, one that is satisfactory to the teachers 
of the course. Since the basic marketing course 
provideB the founc'.ation for all other marketing 
courses as w~ll as for other business courses, a 
second con~ideration is to prepare students for 
these other courses. Thirc', undergraduate 
students should find the textbook appe2ling since 
the, basic marketing course often serves as a 
method for recruiting marketing majors. Finally, 
perspectives outside the selection tradition 
should be gathered-- perspectives that provide new 
ide<,s and a different vie•· of the process. 

Identification of these broad consider~tions leads 
to the solution of satisfying these four basic 
considerations. First, it is necessr:ry to acquire 
a carefL.l understanding of the criteria use.d to 
evaluate the textbooks by those individuc:ls 
teaching the course. In ttis way, when conflicts 
arise, reasonable compromises can be reached. 
Further, there needs to be an understanding of the 
important textbook selection criteria for the res.t 
of the marketing faculty, what they consider to be 
the important factcrs in the basic marketing 
textbc·ok. Third, it is necessary to know wbat 
textbook c~ar<'.cteristics are importar.t to advanced 
undergraduate students. "Advanced" students 
should have a fuller perspective of thE. field of 
m<~rketing. Further, "better" students are 
preferred becsuse these are the students tte 
marketing dc·partment hopes to recruit. Finally, 
the perspectives from outside the selection 
traditior. car· be sought from a convenient source-­
marketing doctoral students. These doctoral 
students combine the perspectives of students, 
which they are, and teachers, wt·ich they are 
prepa.ring tc becomf:. 
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Having identified the broad consi.derations anc1 
possible ways to satisfy those considcratiors, the 
next problem is to identify ar. objective method for 
gathering the necessary information. This peper 
proposes multidimersional sceling (KDS) as an 
objective methc·d tc accomplish tre goals previously 
propcsed. 

Methodology 

Using MDS as a tecrnique upon whJch to bcse text­
book selection has several advantages. It works 
well with small SEJTiples, anc' it not only identifies 
preferred objects but also indicates suitable 
compromises. However, MDS does more than just 
indicate the preferred or the suitable choices. 
Perhaps its gre2.test advantage is thE t it ident­
ifies the factor' unc'erlying people's opinions; it 
brings in their perceptions. Further, MDS 
techniques allow for the creE'.tion of visual 
displays, referred to as spetial maps, that 
re:present the respondents' perceivec' dimersions 
when evaluating the stimt•lus objects. These 
spatial maps permit a better urderstanding of the 
similarities and dissimilarities between objective 
and perceptual dimens.iors. Spatial maps do not 
necessarily represent perceptiors, but they do 
provide insights into perceptions. In addition, 
MDS provides a measure of "goodneBs of fit" of the 
multidimensional model tc the data. 

In general, MDS is a group of ge·ometric models for 
representing one-dimE:nsional e>:pressions of relat­
ionships in multidimensionsl space and the methods 
fer fitting the date. to thes.e models. A basic 
concept of MDS is tlat anything, whether a product, 
a service, or a textbook, has both perceived and 
objective dimensions. Early MDS methods 
(Richardson 1938, Torgerson 1952, Messick ar.d 
Abelson 1956) were metric techniques, that gpnerated 
only perceived stimulus spac<c, nc't ideal points. 
Shepard (19£2a, 1962b) develope<' a nc·nmetric MJ,s 
method which summarized nc,nmetric input anc'. 
provided metric output. Refinements and extensions 
of MDS were mac!e by Carroll and Chane, (1969), 
Guttrran (196B), Kruska.l anr'c Carmone (19£9), McGee 
(1968), Tucker and Messick (1963), and Young and 
Torgerson (1967). The procedures used in thjs 
analysis were developed by Carroll and Chang for 
Bell Laboratories. These algorithms can be 
p!irchased inexpensively frorr· Bell Laboratcries, 
Murray Hill, New Jerse,y. 

The analysis reported illustrates the use of Mr:S 
for textbook ev;;luation aPd selection. Three 
groups of respondents participated: five under­
graduate marketing studerts, eleven graduate 
marketing students, and five marketinc, department 
faculty members. The undergraduates were all 
seniors, marketing majors enrolled in quantitative 
marketing decision analysis. The majority of tre 
graduate students were doctoral student; all were 
enrolled in a quantitative marketing seminar, a 
required course for marketing majors. Of the five 
faculty members, t•o regularly teach the under­
graduate basic marketing cour,e. 
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Eacr respor.der.t was giver a form up or. which were 
lis tee:'. eight basic marketing textbooks by authors: 
McCarthy, Pride and Ferrell, Markin, Evans and 
Berman., Kotler, Stanton, Cunningham and 
Cunningham, and Kurtz and Boone. Each respondent 
ranked eacr. possible pair of textbocks from 1 
(most similar) thrcugh 28 (least similar) and then 
ranked the textbooks from 1 to 8 in order of 
prefrrence. 

Four general types of data can be analyzed witt 
MDS: similarities data, attribute data, 
appropriaten£:ss data, and preference data. These 
can be used singly; however, analyses linking one 
to another are usually more useful. This study 
analyzes both similarities (or, as in this case, 
dissimilarities) data and preference data. The 
algorithm used to analyze dissimilarities data wa~ 
th£: Bell Laboratcries SINDSCAL, which uses 
rankings of most similar to least similar pairs of 
stimulus objects tc• generate a multidimensional 
plot of ttese objects. 

The software allo~rs a large number of din•em·.ions 
to be selected fc·r tt e SINDSCAL analysis. In this 
anc-.lysis two- anc. three-·dimensional plots WPre 
used. Increasi.ng the number of dimensions 
increases the chance of finding a unique model; 
ho•,ever, there is a tradeoff between uniqueness 
and ease of understanding. Shepc-.rd (19/2) pointed 
out thEt most applications of MDS hove yieldec:' 
"interpretable and sometimes even enlightening 
repre~entations in mo more than three and, indeec:'. 
quite often, in only two spatial dimensior.s." 

Th£: SINDSCAL output served as input for the 
PREFMAP a]goritrm, which uses both the dissimilar­
ities and tl.e preferences to gene.rate multi­
dimer.sional plots with the stimulus objects, ideal 
points, and vectcr preferences. Not only does 
PREFMAP provide both the ideal point and vector 
preference~, it also indicates whicr. shc·uld be 
usee:'. in the analysis on the basis of F ratios and 
correlations. 

In this example, an ideal point model was used 
with each respondent represented on the spatial 
map by a point. This ideal point indicate<' the 
position of that respondent's ideal stimulus 
object (in this case, the. ideal textbook) alor.g 
tre dimersions. In addition, an average ideal 
point was given for each group of respondents. 
This average ideal point is useful for reaching 
comprorr-ises. However situations may arise when 
the respondents do not completely fit the similar­
ities data; such a situation occurred in this 
example. When this happens, ar.ti-ideal points are 
gene.rated. Anti-ideal points may be given for any 
or all of the respondents and for the average 
reE.pondents. The.se points are interpreted so that 
tte textbooks fL.rthest away from an anti-ideal 
point are actuc.lly most referred by that 
re~.pondent' s. 

PF.EFYAP employs external analysis, fitting ideal 
points based on preference data to a stimulus 
space. developec from similarities data from 

the: same respondents. According tc Green and Rao 
(1972) external analysis is preferable in most 
instance~ to internc.l analysis. 

Like any other quantita.tive techr.ique, MDS hE:s its 
limitatior.s. All reSF·Ondents will not perce·ive a 
stin.ulus object to have the ss.me dimension<. or the 
same number of dimensions. Neit!-.er will they 
attach the same level of importance tc a dimer.sion. 
Further, the dimer.sions and levels of importance 
used by respondents to judge a stimulus object may 
not remain stable over time. in addition, the 
availability of MDS computer programs can alloK the: 
abt:se of MSD te:chniques by ttose unaware of its 
limitations. 

Findings 

The data frcm ec-.ch of the three sets of respor·der.ts 
were analyzed with both SINDSCAL anc. PREFMAP. The 
results of these analyses are reported here for the. 
uncergraduate students, the graduate students, and 
the faculty,in ttat order. 

Undergraduate Studer..ts. For the unc:'.ergraduates, 
the: three--dimenEional model explaine:d 57.4 percent 
of the total variance. In addition, the. correlat­
ior•s between the responc:'.ents and the model rangec 
frcm . 58 to . 89. MDS techniques have no built-in 
procedures for labeling the model's dimensi.ons; 
this is the researcher's respcnsi.bility. In thi.s 
situation axes were labeled in terms of textbook 
characteristics as they would be perce·ived by 
unc.er~raduate students. 

Figure 1 Undergraduate Students Ideal Point PREMAP 

Nontraditional 
Approach 

Heavy Use of Illustrations 

.Tr,Iditiunal 
Appn1ach 

Figure 1 is a representation of the first two 
dimensions and the: textbooks anc. the average under­
graduate studert in relation to those din•enE.iom· .. 
How£·ver, Figure 1 sho~;s only the first two of the 
three dimensions. This was done for two reesons: 
(1) the first tl'o dimer.sions explained most of the 
variance, and (2) the two dimensi.onc-.1 moc:'el was 
easier to display and comprehend. Dimension 1 was 
judged to be the type of approach used tc present 
the material, ranging from trc-.ditional to nontrad­
itional with the asstUilption thE"t the traditional 
approach would be the one more familiar to the 
undergraduatEs. Dimension 2 wa~ identified as use 
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of illustration~. and similar supports, ranging 
from he<wy to light use. Dimension 3 (not show) 
was ease of reading, ranging from easy to 
difficult. 

The idea] point model generatEd by the PREFMf,p 
algorithm gave anti-idea] points for all subjects 
including the average. As explained earlier, an 
average ideal point in<'.icectes the position along 
the dimensions of tte model that would best suit 
the average reFpondert. However, in this 
situation, the sub~ects did not completely fit the 
similarities data; therefore, anti-idea] points 
were generated by the computer package·. With 
anti-ideal pointE, the texttoo!<".s furthest away 
from the average anti-ideal point were actu2.lly 
the most preferred. Referring to Figure 1 , for 
example, Pride and Ferrell was the textbook 
furthest away hom the anti-ideal point and, 
therefore, the one best suited to the average 
undETgrade<ate student. Evans and Berman was 
second, followed by Kotler, Markin, McCarthy, 
Stanton, Cunningt:am and Cunningham, and Kurtz and 
Boone, in that order. 

Craduate Students Ideal Point PREFMAP 

i :kClrtll:.· 
_: l'r iJv ..1nJ 
J :tMkin 

h :;~.~nton 

7 \,L;nn i.ngham & Cunningham 
8 Kurtz d!ld BclOl1l' 
'' Average Subjecl TJl•Lll Point 

Easy Re ding 

Difficult Reading 

Gn.duate Students. It wt•uld be unrealistic to 
assume that graduatE students would use the same 
dimensions as undergraduatEs. Graduate students 
have had more of an in-depth study of thE 
discipline, and most of theFe students were 
prep2.ring to teEch marketing. ThETefore, new 
dimensions had to bE·. identified fer this group of 
responder.ts. F igure  2 shows the placement of the 
textbooks and the average graduate student in 
relation to the first two dimensi.ons. Agai.n, only 
two di.me.nsi.ons were representee' for the same 
reasons given previously: (1) the first two 
dimensions explained thE gr<atest amount of 
variance and (2) two dimensions were easier to 
represent and understand graphically. Dimension 1 
was judgec'. to be the use of supplementaJ 
materials, st,ch as cases and illustrations, 
ranging from light to heavy use. Dimension 2 was. 
ease of rez.ding from easy to difficel t. Dimension 
3 (not shown) was prestige, ranging from low tc 
high. 

Although a few of the graduate students wP.re 
represented by anti-ideal points, the average was 
not. As Fi.gu~e 2 shows, the two textbooks closest 
to the average ideal point were Kurtz and BoonEo and 
Kotler. Next were McCarthy, Evans and Berman, and 
Cunningham and Cunningham. Pride and Ferrell anc 
Markin were next, follov;ed by Stanton. 

ThE, model produced by thE S INDSC:AL analysis 
accounted for 43.9 percent of the variance. The 
correlations betweer thE individual graduatE 
students and the model rangEod from .56 to .84. 

Faculty. Again, it is logical to assume that thE, 
profe~.sors 1 perceived dimE•nsion~. would differ from 
those of stude,nts, both graduate and undergraduate. 
The faculty membE·rs 1 perceptions were a result of a 
greater degree of experience and expertise in the 
field of marketing. Therefore, assistance was 
requested from some of thE, faculty members to labe] 
the axes. 

J'igurc '3 

l McC!rt!1 
2 PriJv c1nJ 
3 !'lnrkin 
4 Ev.l;lS ;md Berman 
5 K(•t l(•r 
6 St;..tnton 
7 Cunningh.1m 1:. l'lmninf;h.lm 
8 Kurtz and !lu<J!ll' 

FCJculty Ideal Point Average PREFMAP 

Heavy Co erage 

Light Co rage 

*Average Ideal Point 
#Professors teaching the 
basic marketing course 

Figure 3 represents tte positioning of the textbooks 
and the average• faculty membEor along thE. first two 
dimE•nsi.ons. Again, only the first t><o dimensions 
were illustrated for the same re2.sons m<ontioned 
previously. Dimensior 1 was judged to be traditional 
/nontraditional coverage with Pride and Ferrell, 
Evans and Berrran, Cunningh.om and Cunningham, anc'. 
Markin typifying increecsingly nontraditional 
coverage. Dimension 2 was deFth of coverage, 
ranging from he£vy to light with Markin, Stanton, 
Kotler, and McCarthy representing incn asi ngly heavy 
coverage. Dimension 3 was definitional/strategic 
approach with Kotler alone typifying tte strategic 
apprcach. 

Of thE faculty members, only ore was represerted by 
an anti-ideal point. All others incJuding the 
averagE• subject were ideccl points. The textbook 
that was clo~.est to the facelty avE .. rage ideal point 
was Pride and Ferrell. This is the textbook that 
was closest tc satisfying the dimensicns that the 
faculty membEors, on the average, felt were mo~.t 
in•portant for a basi.c marketing textbook. Evans and 
Berman and Kotler were nEcxt, follo><·ed by McCarthy, 
Stanton, Kurtz and Boone, and Cunr.ingham and 
Cunrdngham. Markin was furthest from the averag<· 
ideal point. 
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The SIN[·SC/,L model generated for the faculty 
accounted for 74.1 percent of the variance. The 
correlations betv;eer. thEe model and the individual 
faculty members rane;ed from . 82 to . 89. 

The two faculty membExs who regularly teach the 
basic marketing course, although in different 
quadraP.ts in tre PEETI>:AP output, were not very far 
from each other, nor from the average· subject. 
The ide~l point for one of the two was closest to 
Pride and Ferrell, Evans and Bern an, and Boone and 
Kurtz, in trat order. The othEcr's ideal point WE·S 

closest to Pride and Ferrell, Evars and Berman, 
and Kotler, in that order. The correlationE'. 
betwee·n the model anc'. each of those two faculty 
members were .82 and .88. 

Summary and Concl us ionE'. 

The overall qt:.estion is, "What textboc·k should 
tr.is Marketing Depc-.rtment use to teach basic 
marketing?" According to tte faculty's average 
ideal point, tte first choice should be Pride and 
Ferrell. ThEe textbc;oks closest to the average 
ideal point for the graduate students were Kurtz 
and Boone and Kotler. ThEe textbooks furthest away 
from the average anti- ideal poj.nt for the under­
grad.uate stude,nts were Pride anc' Ferrell, Evans 
and Berman, and Kotler. Not surprisingly, these 
three groups were not in complete agreement. 

There are different ways to resolve those 
differerces. One possibility would be to use only 
the facu] ty data since they should have more 
experience and expertise. However, this would not 
take into conE'ideration the perceptions of the two 
groups of stLdents. Further, one of the 
advantages of MDS is that it indicates sui.table 
compromises. 

Another possibility would be to select the Pride 
and Ferrell textbook since it was the most pre­
ferred for tte averEges of the two most involved 
groups--tte faculty and the undergraduates. 
Further, tl.is textbook was closest to the ideal 
points of the two faculty members who regularly 
teach the basic marketing course. However, this 
textbook was not very close to the graduate 
students' average ideal point. 

Considering all three average ideal points, Evans 
and Berman appeared to be a good compromise 
choice. It appeared no lower than in the second 
choice areas for all three groups and was selected 
for use in the semesier that follo~ed. The data 
provided by MDS was not used in absolute tems, 
but rather, was used in open discussion to aid in 
reaching this compromise. 

The purpose of this research was to illustrate tte 
use of MDS techniques for textbook evaluation and 
selection. Four basic considerations were 
identified as impcrtant to the tExtbook selection 
process. First, the textbook should be a complete 
and unique module th<t is satisfactory to the 
teachers of thEe course. The secon.d consideration 

was the requirEments of other marketing in a 
businEss courses. The sec first two considerations 
were satisfied by seeking data from tbe marketing 
fE.culty. The third cons.ide·.ratior, that under­
graduate students find the textbool<. appealing, w"s 
met by the perceptions of acl.varcec'. marketine; 
undergraduate students. Finally, perceptions from 
outside the selection tradition were considered 
with data from marketing doctoral students. 

MDS does not make tte selection, but it was a 
useful tool to guide those making thE selection. 
Not only does it identify preferred selections for 
the different groups but it also identifies pre­
hrred selections for the individuals w:f thin thosec 
grc ups. Further, MDS allows insights into thE· 
factors that influence those preferences. 
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