MKTG 3350 – Marketing Research

Fall 2004

	Class:

Instructor:

Office:

Office Hours:

Phone:

Email:

Texts:


	Sec 1 – 3:30-4:45 MW, Room 210, Business

Sec 2 – 11:00-12:15 TR, Room 124, Business

Sec 3 – 12:30-1:45 TR, Room 124, Business

Professor Robert Taylor

Room 406, Business

By appointment.  Just before and just after class.

303-492-4272 (but I never check voice mail so use email)

email:  rtaylor@colorado.edu

Web Site:  http://leeds.colorado.edu/faculty/rtaylor
Marketing Research Essentials, 4th ed, McDaniel and Gates, Wiley, 2004. 




Catalog description of this course

Explores fundamental techniques of data collection and analysis used to solve marketing problems.  Specific topics include problem definition, planning an investigation, developing questionnaires, sampling, tabulation, interpreting results, and preparing and presenting a final report.  

Course Objectives

Marketing involves transactions – the exchange of goods and services among individuals.  These individuals may be acting on their own account, or as representatives of organizations, but they are individuals, driven in part by their histories, expectations for the future, needs, wants, motives, and a host of other factors.  

Before you can make a marketing decision, you need to collect as much information as possible--information about alternative actions you can take, information about how the consumer will respond, and information about the competitive environment.  The process of collecting information is called Marketing Research.  We will focus on survey research where an interviewer interacts with respondents to obtain facts, opinions, and attitudes.  The primary objective is for you to learn -

1) how to develop a questionnaire that gets the information you need, 

2) how to select a sample that is representative of the population, and 

3) how to analyze the data.  

Course Structure

The course will be a combination of lectures and discussions.  Some material clearly requires lectures – material like statistics and data analysis.  Some material does lend itself to discussion where you, as a class, discover and discuss the key concepts.  

For discussions to work, you must have read the material ahead of time.  To insure that enough people have read the material so we can engage in a meaningful discussion, there may be quizzes.  

In addition to the assigned readings, I may pass out articles for you to read and discuss.  There will also be videos shown in class.  I may have cases for you to analyze and prepare for discussion.  Book material, readings, videos, lectures, the on-going project, cases, and class discussion material will be open for quizzes and exams.  

Exams 1 and 2 will generally be multiple choice, with an occasional short essay.  Exam 3, covering the topics of sampling and data analysis, will generally be problem solving.  I will give you examples of questions throughout the course.  

Research Project

The research project will be a group project involving a complete survey research study.  

	
	You will have to identify and refine a problem, develop a questionnaire, select a sample, conduct the fieldwork, analyze the data, and write a final research report.  The projects can involve basic research into marketing concepts or applied research involving specific marketing problems.  

· One illustration is to do a study of the perceived risk in selecting an automobile repair shop.  Do men and women differ?  How is risk reduced?  What is the value of information?

· Another possibility would be to study how traffic in Boulder affects shopping behavior.  Do people restrict shopping times?  Do they reduce shopping by buying only at a selected set of preferred stores?  Do they travel out of town?

You will be responsible for finding projects.   We will form teams of about 5 people.    Obviously, with only 5 weeks for the class, the project will have to be very simple and involve a small sample.  We’ll have to talk about ideas and form teams the first or second day of class.  




Fall 2004 Calendar – Marketing Research

	Week
	Monday/Tuesday
	Wednesday/Thursday

	1
	Aug 23 & 24

Introduction to Course

Video – It’s the people stupid
	Aug 25 & 26

Chap 1 – Role of Marketing research

Chap 2 – Problem Definition

	2
	Aug 30 & 31

Chap 4 – Qualitative Research

Video – Focus Groups
	Sep 1 & 2

Chap 5 – Survey Research

	3
	Sep 6 & 7

Labor Day – No Class
	Sep 8 & 9

Chap 6 – Observation

	4
	Sep 13 & 14

Chap 7 – Experiments
	Sep 15 & 16

Review

	5
	Sep 20 & 21

Exam 1
	Sep 22 & 23

Chap 8 – Measurement

	6
	Sep 27 & 28

Chap 8 – Measurement
	Sep 29 & 30

Fall Break – No Class

	7
	Oct 4 & 5

Chap 9 – Questionnaire Design

Video – Interviewing Techniques
	Oct 6 & 7

Final Project Assignments

	8
	Oct 11 & 12

Review
	Oct 13 & 14

Exam 2

	9
	Oct 18 & 19

Chap 10 – Basic Sampling
	Oct 20 & 21

Chap 11 – Sample Size

	10
	Oct 25 & 26

Chap 11 Sample Size

Chap 12 Data Analysis
	Oct 27 & 28

Chap 12 – Data Analysis

	11
	Nov 1 & 2

Chap 12 Data Analysis
	Nov 3 & 4

Review

	12
	Nov 8 & 9

Exam 3
	Nov 10 & 11

Running SPSS

	13
	Nov 15 & 16

Chap 14 – Communicating Results

Chap 15 – Managing Marketing Research
	Nov 17 & 18

Work on Projects

	14
	Nov 22 & 23

Work on Projects
	Nov 24 & 25

Thanksgiving – No Class

	15
	Nov 29 & 30

Work on Projects
	Dec 1 & 2

Work on Projects

	16
	Dec 6 & 7

Final Reports
	Dec 8 & 9

Final Reports


Grading

There are three exams worth 100 points each.  Quizzes are worth 5 points each (up to a maximum of 100 points – depends upon how many quizzes we have).  Finally, the research project is worth 150 points (you will be evaluated by your peers).  

I use a weighted percentage system to calculate grades.  The conversion chart is:

	Grade
	Percentage range

to receive this 

grade

	A+
	98-100

	A
	94-97.99

	A–
	90-93.99

	B+
	86-89.99

	B
	82-85.99

	B–
	78-81.99

	C+
	74-77.99

	C
	70-73.99

	C–
	66-69.99

	D+
	62-65.99

	D
	58-61.99

	D–
	54-57.99

	F
	<54


In grading essays, I typically assign a letter grade, which will then be converted to a percentage by assigning the mid-point of the grade range.  For example, someone receiving a B+ on an essay will have 88 points assigned for the purpose of calculating grade averages.  

A weighting is necessary since different aspects of grading are worth different amounts.  For example, on exams the essay is typically worth 25 percent of the grade, and multiple-choice questions worth 75 percent.  Someone who got an A– on the essay (worth 92 points) and 81 percent correct on the multiple-choice portion (which is in the B– range) would have an overall grade on the exam of

     (.25) x (92) + (.75) x (81) = 83.75 (which is in the B range)

