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Catalog Description
Mkt. 2197  Marketing Research                                                         (3 credits)

The principal internal and external procedures used in collecting, processing, and evaluating both quantitative and qualitative data; research design; management of information for decision making.

Course Objectives
1. Develop the student’s problem analysis skills

2. Develop the ability to translate a management problem into a feasible research question.

3. Provide the student with a basic knowledge of the marketing research process including knowledge of the concepts and methodologies normally utilized.

4. Increase sensitivity to the biases and limitations of marketing data.

5. Provide the student an opportunity to conduct an elementary marketing research project.

6. Develop the student’s oral and written presentation skills.

7. Secondary objectives are to give the student the opportunity to work with a company in a “real-world” business atmosphere and the organizational experience of working on a team project. 

Assignments and Schedule
WEEK 1 (1/12):  Introduction to the course.  Chapter 1 (The Role of Marketing Research) and Chapter 2 (Information Systems and Knowledge Management).  Chapter 1 provides an overview of marketing research and describes the types of problems for which it is used.  It stresses the value of marketing research in the strategic decision making process.  Chapter 2 introduces marketing research’s role in global information systems and decision support systems and its relationship with and use of the internet.  Project teams should be formed this week and should be given to Dr. Bonner by 1/15.

WEEK 2 (1/19):   Chapters 3 (The Marketing Research Process) and 4 (The Human Side of Marketing Research).  The marketing research process is introduced and essentially provides the background for the rest of the course in that chapter 5 through the end of the text details each of the steps in the process.  The organizational structure of marketing research is covered.  An in depth discussion of the ethical issues in marketing research is undertaken.  The focus will be on the rights and obligations of the researcher, the respondent and the client.  Final date for Project Team submission is 1/20.  
WEEK 3 (1/26):  Chapters 5 (Problem Definition in the Research Process), 6 (Exploratory Research and Qualitative Analysis) and 7 (Secondary Data Research in a Digital Age).  The development of research objectives is linked to problem definition.  Exploratory research is presented as an aid to problem definition and well as problem resolution.  Focus groups are discussed in depth since they are continuing to get increasing usage in the industry.  The growing use of secondary research is reviewed with special emphasis on database marketing, data mining and single source data.  Initial project ideas are due (1/27).

WEEK 4 (2/2):  Chapters 8 (Survey Research:  An Overview) and 9 (Survey Research:  Basic Methods of Communication with Respondents).  General issues in survey administration are covered with emphasis on personal interviews, telephone, mail and mall intercept methodologies.

WEEK 5 (2/9):  Chapters 13 (Measurement), 14 (Attitude Measurement) and 15 (Questionnaire Design).  In this section we cover both theoretical and practical issues related to what to ask and how to ask it.  Basic concepts of measurement and the primary measurement scales used in marketing research are covered.  Attitude scaling is presented in depth.  A comprehensive treatment of all issues that should be considered when designing a questionnaire is provided.  Proposals are due 2/10.

WEEK 6 (2/16):  Chapters 10 (Observation) and 11 (Experimental Research).  Observation as a way to gather data is reviewed.  Ethical issues in observation are also covered.  Basic issues in experimental design are covered, including validity.  The most common experimental designs used in marketing research are covered in detail.  Test #1 will be given on 2/19.

WEEK 7 (2/23):  Chapter 11 is continued and Chapters 12 (Test Marketing and Complex Experiments) and 16 (Sampling Designs and Procedures) are covered.  Test markets are discussed in detail with particular emphasis on high-technology systems using scanner data.  Chapter 16 initializes our discussion of samples where we will differentiate between probability and non-probability sampling, and sampling design issues.  Project questionnaires are due 2/24 and your first peer review is also due 2/26.

WEEK 8 (3/1):  Spring Break

WEEK 9 (3/8):  Chapter 17 (Determination of Sample Size) covers the determination of sample size and the estimation of parameters, including confidence intervals, from samples.  Revised questionnaire is due 3/9.

WEEK 10 (3/15):  Chapters 18 (Fieldwork), 19 (Editing and Coding:  Transforming Raw Data into Information) and 20 (Basic Data Analysis:  Descriptive Statistics).  How data are actually gathered in the field and their inherent problems are discussed.  Then how to transform these data into usable results begins with a discussion of the editing and coding functions.  Basic statistics which help us understand data are presented and form the groundwork for more advanced analysis.

WEEK 11 (3/22):  Test #2 will be given on 3/25.  Chapter 21 (Univariate Statistical Analysis) reviews hypothesis testing and choosing the appropriate statistical technique.

WEEK 12 (3/29):  Chapters 22 (Bivariate Statistical Analysis:  Tests of Differences) and 23 (Bivariate Statistical Analysis:  Measures of Association).  Comparison of means and proportions, analysis of variance (ANOVA), correlation and regression are covered.  The entire emphasis is on their use in marketing research (the interpretation of data and their transformation into useful information).  Peer review #2 is due 4/1.

WEEK 13 (4/5):  Chapters 24 (Multivariate Statistical Analysis) and 25 (Communicating Research Results:  Research Report, Oral Presentation, and Research Follow-Up).  While there may be some discussion of discriminant and factor analysis, multidimensional scaling and cluster analysis, the primary focus will be on multiple regression and its use in marketing research.  Chapter 25 will not be discussed in class unless you have specific questions.

WEEK 14 (4/12):  Comprehensive cases with computerized databases.  This section is primary meant to improve your data interpretation and analysis skills.
WEEK 15 (4/19):  Comprehensive cases with computerized databases.  This section is primary meant to improve your data interpretation and analysis skills.  I would like your projects submitted on 4/20 but the last date for submission without the loss of credit is 4/22.

WEEK 16 (4/26):  Project presentations will be given to the clients/class on 4/29.  Peer review #3 is due 4/29.
WEEK 17 (5/3):  Final Exam:  Tuesday, May 4th, 8:00-10:30  
Method of Instruction

Class time will be quite varied.  The method of instruction will include lecture, case analysis, problem reviews, videos and the utilization of computer packages for statistical analysis.

Course Requirements

1. Assigned chapters must be read prior to their discussion/review in class.  It is the student’s responsibility to identify, prior to class, that material which he/she does not fully understand so that he/she can direct questions in class toward the clarification of that material.

2. Application cases will be reviewed in class during the semester.  Students are expected to contribute to the case discussion.  The cases should be prepared prior to their discussion in class.

3. Participation in class discussion is required.  Participation is defined as constructive contributions to the development of topics as they are discussed in class.  Quality of participation is a significant factor to be included in the assessment of your class participation grade.

4. Each student is expected to complete a group marketing research project.  Full details of the project assignment will be given in class.  Maximum group size will depend on class size and the number of projects, but the ideal group size is usually 3 or 4 students.  The project is to be submitted in English; that is, proper grammar, spelling, and punctuation are expected.  Errors of this nature will result in a loss of credit.

5. There may be problems, cases and computer assignments to be submitted for grading.  These will be assigned at least one week prior to their due date.

6. Computation of Grades:  Project Proposal (5%), Questionnaire (5%), Written Project Report (20%), Oral project report (3%), First exam (15%), Second exam (15%), Quizzes, problems, and computer assignments (17%), Participation (5%) and Final exam (15%).

7. Assignments are to be submitted on time.  Late assignments will not be given credit.

8. Exams are to be taken when scheduled.  The only legitimate excuses for missing a scheduled exam are illness (validated) or emergency situations (validated).  AND, for these reasons to be accepted, they may be validated after the fact but I (or a department representative, (e.g., the department secretary)) must be informed prior to the exam (a phone call/message/email will do).  Note:  Informing me prior to the exam does not eliminate your requirement to validate your reason as a later time.

9. Attendance:  The decision to attend class is left up to you.  I suggest you use your time the way you feel it will be best utilized.  However, if you choose not to attend class, it is your responsibility to submit all assignments on time, and I am not responsible to review material with you which is covered during a missed class.  Remember that 5% of your grade is based on class participation and there may be unannounced quizzes.

10. Academic Integrity:  The Code of Academic Integrity of Villanova University addresses cheating, fabrication of submitted work, plagiarism, handing in work completed for another course without the instructor’s approval, and other forms of dishonesty.  For the first offense, a student who violates the Code of Villanova University will receive 0 points for the assignment.  The violation will be reported by the instructor to the Dean’s office and recorded in the student’s file.  In addition, the student will be expected to complete an education program.  For the second offense, the student will be dismissed from the University and the reason noted on the student’s official transcript.

11. It is the policy of Villanova University to make reasonable accommodations for qualified individuals with disabilities.  If you are a person with a disability please contact me after class or during office hours and make arrangements to register with the learning Support Office by contacting 610-519-5636 or nancy.mott@villanova.edu as soon as possible.  Registration is needed in order to receive accommodations.  

TEAM EVALUATION FORM

CONFIDENTIAL

Name: _________________________

Project: __________________________________

You are to divide 100 points among the members of your team (including yourself) based on each member’s overall contribution to the group.  The team member whose contribution was the greatest should receive the largest number of points, the second greatest should receive the next highest number of assigned points, etc.

Team Member Names                                Points
__________________________                _____

__________________________                _____

__________________________                _____

__________________________                _____

__________________________                _____

__________________________                _____

                                                           Sum = 100

Use the following space to explain any discrepancies in which a team member was assigned either X-5 or X+5 points where X is equal to 100 divided by the number of team members.  (For example:  if your team has 5 members, then X = 20.  You should explain any assignments of less than 15 or more than 25.)
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