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MKT 350 – Marketing Research
	Credit: 3 (3,0,0)
	Prerequisites: MKT 301 & STAT 271


Instructor        :   Dr. George Thomas
Office           #  W - 237

Phone           #  4548011 -  435

E-mail           :  gthomas@fnm.psc.edu.sa

Office Hours :  See the working schedule affixed on my office door. 

Course Description and Objectives
This course introduces the students to the concepts and process of marketing research and exposes them to the actual practice of such concepts through analysis of cases, and interactive exercises.  The major topics of emphasis in this course include identification and definition of marketing research problems, determination of information needs, sources of data, research design, sampling, data collection methods, data analysis, tools of analysis, interpretation of the results, and writing the final research report.  Upon completion, the course is expected to realize the following specific objectives.

· To familiarize students with the concepts and methods of marketing research.

· To create awareness in them about the importance and role of marketing research in marketing management.

· To impart problem analysis skills and to train them on how to translate a management problem into a feasible research question.

· To make them practice applying research concepts and methods on some marketing problems.

· To sensitize them about the limitations of marketing research and marketing data.  

Textbook Required

David A. Aaker, V. Kumar, and George S. Day; Marketing Research, 8th Edition; John Wiley & Sons, Inc; 2004.
Reference Books
1. Carl McDaniel and Roger Gates; Marketing Research: The Impact of the Internet, 5th Edition; South-Western, Thomson Learning; 2002

2. Naresh K. Malhotra; Basic Marketing Research – Applications to Contemporary Issues; Prentice Hall; 2002.
Grading 

Your grade will be based on the following:

First Major Exam

15%


Second Major Exam

20%


Final Exam


40%


Project



15%


Class-Participation

10%

Class participation means making meaningful contributions and showing evidence of preparation during the discussion of the issues in the class.  You may be a proficient problem solver, but if you are unable to communicate with your peers about possible solutions, your abilities will never become apparent, either in this class or in any other setting.  On the other hand, even if you are very good at communication, you must be able to back up your assertions with reliable evidence and logic.  Having the wrong numbers or an incorrect analysis may not be detrimental to your grade if you have reasonable support for your assertions.  Half of the class-participation marks would be awarded, based on your attendance level, as follows.
	Number of Absences
	Score awarded
	Number of Absences
	Score awarded

	3 or less
	5.0 / 5.0
	8
	2.5 / 5.0

	4
	4.5 / 5.0
	9
	2.0 / 5.0

	5
	4.0 / 5.0
	10
	1.5 / 5.0

	6
	3.5 / 5.0
	 11
	1.0 / 5.0

	7
	3.0 / 5.0
	12 and above
	DN or Zero


During the semester, you will be asked to do a project, which has different phases.  The project would be of the nature of a small marketing research.  The project would make you experience real operationalization of a marketing research.  For this, you may have to conduct surveys and collect data from actual business field.  Also, it will help you to identify and appreciate the areas in which your knowledge of marketing research could be applied into.  The deadline given for the different phases of the project should be strictly adhered to.  

The major and final examinations will follow the normal college pattern.  However, care will be given to elicit your ability to transform the theoretical understanding into realistic settings.  

DN Policy

As the course is delivered in one and half hours’ sessions, any student who earns 12 absences will be recommended for DN.  The absences will be counted from the day first of the official start of classes given in the semester calendar, no matter when the student has actually registered the course.  Besides, any student who is late by more than five minutes after the scheduled start of a class will be marked absent, and such absences will also be counted for DN purpose.
Indicative Course Contents

	Contents

	Week 1

Read selected pages from Chapter 1
 Introduction to Marketing Research 

 A decision-making perspective on marketing research

 Importance of marketing research

	Week 2
Read selected pages from Chapter 2
 Marketing research in practice

 Examples of marketing research

 Trends in marketing research

	Week 3

Read selected pages from Chapters 3 & 4

· The marketing research process 

· The study proposal

· Research design and implementation

	Week 4

Read selected pages from Chapter 5 & 6
 Secondary data
 Sources of secondary data on marketing 
 Standardized sources of marketing data

	Week 5

Read selected pages from Chapter 7 & 8 
 Marketing research on the Internet

 Qualitative information collection

 Observational methods

	First Major examination

	Week 6

Read selected pages from Chapter 9 & 10 
 Information from respondents - Issues in data collection 
 Information from respondents – Survey methods
 Different survey methods


	Week 7

Read selected pages from Chapter 11
 Attitude measurement

 Reliability

 Validity

	Mid-term examination 

	Week 8

Read selected pages from Chapter 12
· Questionnaire

· Designing the questionnaire

· Problems of questionnaire

	Week 9

Read selected pages from Chapter 14 & 15

· Sampling fundamentals
· Probability and nonprobability sampling
· Sample size and statistical theory

	Week 10

Read selected pages from Chapter 16
 Fundamentals of data analysis 

 Data processing

 Univariate and multivariate data analysis techniques

	Second Major Examination

	Week 11
Read selected pages from Chapter 17
 Hypothesis testing

 Basic concepts

 Tests of association

	Week 12

Read selected pages from Chapter 19 & 20
 Correlation analysis

 Regression analysis

 Discriminant analysis


	Week 13

Read selected pages from Chapter 21 & 22
 Factor analysis 
 Cluster analysis
 Multidimensional scaling

	Week 14 

Read selected pages from Chapter 23

· How to prepare a research report
· Written report guidelines 
· Oral presentation

	Week 15

Read selected pages from Chapter 24
· Traditional application of marketing research

· Product and price research

· Distribution and promotion research

	Week 16

Read selected pages from Chapter 25 & 26

· Contemporary applications of marketing research

· Emerging applications of marketing research

· Review of the previous portions 



	Final examination
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