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Basic Information

Course Title:  
Marketing Research:
MKT 350
Credit Hours: 
3 Credit Hours
Prerequisite: 
MKT 301 & STAT 271
Instructor: 

Dr. Salem Al-Oun
Office Hours: 
Sunday, Tuesday - 12:00 - 2:00

Office Location: 
A251




Office Phone:
4548507
Instructor's e-mail: 

saloun@psu.edu.sa 

Course Meeting Time: 

Sunday, Tuesday - 10:30 - 11:45
Course Meeting Location: 
E360
Teaching and Learning Methods
Students will work in an interactive learning environment supported by:

1. Daily lectures and discussion sessions.

2. An Interactive teaching-learning experience by presenting projects using PowerPoint.

Students in this course are expected to be present, and prepared to contribute to all class sessions.  Because of the commitment to class discussion, learning depends on your participation.  Your comments and questions enrich and enhance everyone’s learning.   

Professional Information

Course Objectives and Themes
The themes of this course are to focus on concepts and methods of marketing research.  It focuses on the importance to understand and employ a conceptual framework for the research in marketing and how the importance and scope varies with the type of business that characterizes the companies include computerized data, IT, IS, and entire marketing research process.  The course sensitizes students about the limitations of marketing research and marketing data.  It creates awareness in students about the importance and role of marketing research in the concept of marketing management.

Course objectives are to accomplish the following:

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

· The objective of this course is to develop analytical skills in the formulation and implementation of market research; qualitative and quantitative research in the marketing field. 

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

· To assist students to understand the research design, collecting, sampling and measuring as much as analysis of various types of data.

· To highlight the importance of Internet as a practical and effective tool for marketing research.

Intended Learning Outcomes
1. Knowledge and Understanding

Students attending this course will be able to read and analyze theories on how to make and implement a market research.  They are ultimately required to read from the assigned list of readings in order to better understand the methods and theories displayed and analyzed in the classroom.  Each class will involve extensive discussions and every student will be expected to participate.  This outcome will be assessed through two mid-term and final examinations, which will follow the college requirements and criteria for examination.    

2. Intellectual Skills 
Students attending this course will be able to understand, analyze, interpret, and assess strategic decisions that tend to have a broad, long-term impact and that are costly to reverse if one is wrong.  They will be able to assess marketing research as a plan for what to do, based on what is happening.  This outcome will be assessed through projects, assignments, and papers.    

3. General and Transferable Skills 

Students attending this course will be able to assess their own strengths and weaknesses and adjust future performance in light of their self-assessments.  It will assess students’ ability to transform the theoretical understanding into realistic issues.  Student achievement of this learning outcome is assessed by the instructors' evaluations of students’ commitment to submission deadlines, course attendance, and team-work contribution. 

Intended Course Values
Students attending this course will gain the following values and skills as they will be established throughout the teaching-learning process over the semester:

1. Research Skills: Enhancing students' awareness and sensitivity to the benefits of research and innovation.  Each student is to collect references of articles, books, websites, and the like over the semester. 

2. Teamwork and Individuality: Building leadership and individuality by presenting the teaching-learning experience as an interactive learning environment.  Each student is expected to be individualistic as much as a team player.

3. Management and Creativity: Emphasizing management skills of students through assignment submissions on due dates while focusing on organizations, teamwork, and networking.  Students are expected to be dedicated to their work and show creativity as much as hard work.

4. Self Management and Commitment: Each student is to attend the class and not to miss any class because each class will be informative and the content can not be transformed by other students or the students on their own

5. Communication Skills: Once students have any comment or question, concerning the course mission and ideas, or any personal concerns; they are encouraged to contact me by e-mail or directly so communication can take place.

Course Description

This course introduces 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.  Marketing research serves as a central basis for marketing strategy and firm profitability by providing information relevant to marketing decision making.  It is critical for marketing managers to understand the nature of marketing research and to be able to specify what information to seek, how to get it, and how to utilize it in making marketing decisions. This course is aimed to provide students with an overview of marketing research in terms of needs, definition, process, analysis and reporting.  

Generally, on completion of this course, students should be able to: Translate management problems into tangible research questions through a structural framework, demonstrate understanding of basic concepts and methods of marketing research, evaluate the quality of marketing information and identify the biases in and/or the limitations of marketing information, utilize common quantitative approaches and identify the most appropriate methods in various conditions, apply research results for a better marketing decision making and create a research project that include (1) problem identification (2) research design (3) data collection design (4) sampling design (5) data analysis and solution generation.  

Course Organization and Assessment

Exams

There are Three examinations for the semester, Two major exams and Final Exam.  These examinations will follow the normal college schedule.

Project

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.  

Class Participation & Attendance
Class participation is a crucial part of the course which will take place during lectures, discussion on marketing research topics, case analyses and students’ activity in projects, & will be evaluated on regular bases.  Absence from class means no participation, which means a lower final grade.

Grading
The following is the breakdown of the course assessments:


First Major Exam 



20%


Second Major Exam


20%


Final Exam




40%


Project




10%


Class Participation and Attendance
10%

Attendance & DN Policy

As the course is delivered in one and half hours’ sessions, any student who exceeds the number of absences allowed by PSU 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.

Course Content

There will be daily lectures throughout the semester to get the chance to go through deep understanding of marketing research, in addition to assessments of the course that are all structured weekly as follows:

	Week 1 – Importance of Marketing Research

Read selected pages from Chapter 1

1. Introduction to Marketing Research 

2. Definition and classifications of marketing research

3. A decision-making perspective on marketing research

	Week 2 - Defining Marketing Research Problem & Developing Approach
Read selected pages from Chapter 2

1. Environmental context of  the problem 

2. Management decision problem & marketing research problem

3. Secondary data and qualitative research

4. Components of the marketing research process

	Week 3 - Research Design Formulation
Read selected pages from Chapters 3 & 4

1. The marketing research process 

2. The study proposal

3. Research design and implementation

4. Secondary & primary data

5. Evaluation of internal & external secondary data sources

	Week 4 - Exploratory & Descriptive Research Design
Read selected pages from Chapter 5 & 6

1. Qualitative versus quantitative research

2. The concept of focus group, planning, conducting & applications

3. Online focus group interview, advantages & disadvantages

4. Survey & observations 

	Week 5 - Observational Methods & Casual Research Design
Read selected pages from Chapter 6 & 7 

1. Survey methods & observation methods

2. Experimentation design 

3. Laboratory & field experiments research

	Week 6

First Major examination

	Week 7 - Validity & Reliability
Read selected pages from Chapter 8 & 9 

1. Attitude measurement and scaling 

2. Scaling techniques

3. Concepts and relationship between validity and reliability 

	Week 8 - Questionnaire and Form Design
Read selected pages from Chapter 10

1. Designing the questionnaire

2. Problems of questionnaire

3. Structured & unstructured questionnaire

	Week 9 - Sampling Types, Design, Procedures & Size
Read selected pages from Chapter 11 & 12

1. Sampling fundamentals

2. Classification of sampling techniques

3. Probability and nonprobability sampling

4. Sample size and statistical theory

	Week 10 - Data Collection, Preparation, and Weighting
Read selected pages from Chapter 13 & 14

	Week 11 - Frequencies, Cross-tabulation, and Hypothesis Testing
Read selected pages from Chapter 15 

1. Fundamentals of data analysis 

2. Basic concepts

3. Data processing

4. Hypothesis testing

5. Descriptive statistic 

	Week 12 
Second Major Examination

	Week 13 - Analysis of Variance & Covariance
Read selected pages from Chapter 15 & 16

1. One way analysis of variance

2. Dependent and independent variables

3. Multivariate analysis 

4. Covariance analysis

5. Test the significance

	Week 14 - Discriminant Analysis
Read selected pages from Chapter 17 & 18

1. Correlation analysis

2. Regression analysis

	Week 15 - Multidimensional Scaling
Read selected pages from Chapters 19 & 20 & 21

1. Factor analysis 

2. Cluster analysis

	Week 16 - Report Preparation & Presentation
Read selected pages from Chapter 22

1. How to prepare a research report

2. Written report guidelines 

3. Oral presentation
Discussion Student’s Research 

General Revision  

	Week 17
Final Exam


Course References

Major Textbook Required
Naresh K. Malhotra.  Marketing Research: An applied Orientation, Fifth Edition.  Pearson International Eductaion, 2007.
Additional Reference Books
· Kotler and Keller.  Marketing Management, 12th Edition, Prentice-Hall: USA, 2006.

· V. Kumar; D. Aaker; and G. Day.  Essentials of Marketing Research, Second Edition, John Wiley & Sons, Inc., 2009.

· De Pelsmacker P.; Van Kenhove, P.;  Janssens W.; and Wijnen, K.  Marketing Research with SPSS, Prentice Hall., 2008.

· Carl McDaniel and Roger Gates.  Marketing Research: The Impact of the Internet, 5th Edition; South-Western, Thomson Learning; 2002.
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