	
	Course
	Marketing Research 

	
	Professor
	B.P.S. Murthi

	
	Term
	Summer 2008

	
	Meetings
	T, W, R, F  -  7 p.m. to 9.00 p.m.


Professor’s Contact Information
	Office Phone
	: 

	Office Location
	: 

	Email Address
	: murthi@utdallas.edu

	Office Hours
	: Class days 6 p.m. – 7 p.m. or by appointment


Course Description
This course introduces the methods employed in conducting good market research studies. Marketing managers need good information to make good decisions. Some of the questions that they could ponder upon are:

Who are my products' loyal buyers?  What do they like about the product?  What bothers them when they use the product?  How much are they willing to pay?  What television programs do they watch?  How satisfied are my customers?

This course will provide you the skills needed to design market research studies, collect, and analyze data that is useful to managers in making decisions.  Further, the course will give you an understanding of the advantages and limitations of market research so that as managers you can decide what research is useful.  Topics include research design, experimentation, data collection procedures, questionnaire design, sampling, and basic and advanced data analysis.
Learning objectives

Become proficient in designing and conducting market research studies and make appropriate recommendations. Learn to use statistical packages such as SPSS to do the analysis.

Required Texts & Materials
Marketing Research with SPSS, 7th Edition
Carl McDaniel, Jr and Roger Gates
ISBN: 978-0-471-75528-9
©2007

 Course Policies
	Grading criteria

	Homework assignments
	30%

	
	Market Research News
	5%

	
	Class Participation
	10%

	
	Project report
	15%

	
	Project presentation
	5%

	
	Final exam
	35%

	News
	Most classes will open with a five-minute discussion of "MARKET RESEARCH NEWS" to be presented by each group and a short question answer period.  The class discussion and lecture will focus on a given set of chapters 

	Class participation
	Class participation grade is subjective and will be based on

1.
Preparation for the class: whether the student has read the case, understands the issues and concepts involved, etc.

2.
Participation: whether the student participates in the discussion and contributes to the analysis

3.  Attendance

	Project
	Students will be form groups of 3 members and each group will develop and execute a market research study.  For example, a group might design a research study to measure customer satisfaction among consumers of bank services.  They will then proceed to develop the questionnaire, test it on a few respondents and even administer it to a small sample of respondents.  The data will be analyzed and a written report will be submitted.  The projects will also be presented to the entire class.

	Evaluation of project presentation
	Content:

How interesting were the issues that were studied?

Were the research design and analysis appropriate to the problem being studied?

Presentation:


Was the presentation interesting?  engaging?

Confidence of the speakers - relaxed.

Clarity of the talk - speed, loudness.

Were the visuals presented clearly?

Was a clear conclusion provided?


Tentative Schedule
	Session No.
	Date
	
Topic
	
Preparation

	1
	June 17
	Introduction to Market Research


	

	2
	June 18
	Research Design


	

	
	June 19
	Secondary data


	

	3
	June 20
	Primary Data - Questionnaire Design


	

	4
	June 24
	Questionnaire Design


	

	5
	June 25
	Sampling Fundamentals


	

	6
	June 26
	Basic Data Analysis – SPSS

	

	7
	June 27
	T-tests, Cross tabs - Hypothesis Testing


	

	8
	July 1
	Regression Analysis


	

	9
	July 2
	Conjoint Analysis


	

	10
	July 3
	Factor Analysis


	

	11
	July 4
	Cluster Analysis, Discriminant Analysis


	

	12
	July 8
	Experimental Design


	

	13
	July 9
	Project presentations


	

	14
	July 10
	MR on the Internet, Review


	

	15
	July 11
	Final Exam


	


These descriptions and timelines are tentative and subject to change at the discretion of the Professor.
