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“Seven Eleven Japan”, Stanford University, Graduate School of Business, Dec. 1997
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Gary Loveman, “Diamonds in the data mine”, Harvard Business Review, May 2003
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“Marketing Research at P&G”, By: Konakanchi Prashanth, ICFAI Center for Management
Research, 2003
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“Ford Ka: The Market Research Problem”, INSEAD, 2003
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1. “Essentials of marketing research”, by: Kumar, Aaker, and Day, Wiley; 2 edition (February 24,
2009)
2. Marketing Research, by: Kumar, Aaker, and Day, Wiley; 10 edition (December 21, 2009)
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