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MKT 350 – MARKETING RESEARCH (TERM 092)

Marketing Research Project Guideline

The main body of the report should cover the following topics:

1. Executive Summary. A one to two pages write- up summarizing the objectives and findings of the study.

2. Background/Introduction/Problem Definition/Statement of Information Needed. Give the backdrop that leads to the problem being faced by the marketing manger, which in turn, determines the statement of information needs for the research project.  Next, specify the issues that need to be researched.  This should clearly state: (a) what exactly do you wish to investigate, and (b) Why you think these are precisely the issues you need to investigate.  You will interview the client for specifying the information needs.  You may also you like to talk to “experts” in the industry like consultants, managers, traders, etc. to further clarify the problem definition. Approximately one to two pages).
3. Results from Secondary Research. Approximately three pages of understanding and insights obtained from secondary research.  Also you must indicate what data sources were used.  You are strongly encouraged to make use of electronic data sources and required to cite at least one reference.  Trade journal are also a very good source of background information.  All sources should be referenced in the bibliography section and where possible.
4. Results from the focus group interview.  This should include approximately three page write-up on the findings and insights from the focus groups.  It should c over how the focus group was conducted (venue, duration, incentive for participants, profile of participants etc.).  You are required to conduct one focus group interview with six to eight participants lasting at least one hour.

5. Questionnaire Design. Half a page on how the different questions relate to the precise information needs (as specified in the problem definition).  You need not do this on a question-by-question basis.  
6. Data Collection. Approximately one page write-up on the details of the process of data collection.  This should include information on how the questionnaire was administered (self or interviewer), conduct procedure used (mail, telephone, personal), sampling procedure used, the response rate (i.e., how many of those contacted refused/responded to the interview), how long it took to complete the interview, and other relevant information of this nature.  Each member of the group is expected to administer 10 questionnaires.
7. Data Analysis Procedure. One half to one page write-up on how the data was tabulated, how it was analyzed, you should use SPSS for you data tabulation. Other software are available such as SAS, LOTUS, and Excel, but you are advised not use them.
8. Results.  The analyses you have done (percentage, means correlations, chi-squares, regressions, etc.), conclusions from the data analysis, and inference drawn from each question or set of questions.  Graphs, charts may be helpful here.  Extensive data files may be included in the appendix.  Besides doing it on a question-by-question basis, you may also want to relate different questions with each other, and also talk about the “big picture.”
9. Recommendations: Based on your analysis, what are your specific recommendations?
10.  Limitation of the study.  One page write-up on limitations of the study (time constraints, first time experience, financial constraints, etc.), and, more importantly, how these altered your findings and/or recommendations.

The appendix should contain the following sections:

1. Personal interview Guideline (2-3 pages)

2. Focus Group Guideline (1 page)

3. A copy of the final questionnaire used in the study

4. Any extensive data or charts not included in the main
5. Copies of excerpts and articles used in the study

6. Bibliography

All members of the group should take part in the oral presentation

Steps of marketing research process


Step Five: Data Preparation & Analysis.








Step Six: Preparing and Presenting the Final Report 








Step Three: Research Design Formulating 








Step Four: Field of Data Collection 








Step Two: Establishing Research Objectives 








Step One: The Need for MR  & Problem definition








