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Monterey Institute of International Studies
Spring, 2007
Course
code number and course name: 
IM 677: International Marketing Research






(IM571: Marketing Management or equivalent 

is a prerequisite for this course)

Time:

 



Monday and Wednesday, 4:00-5:30
Instructor:
 



Fredric Kropp, PhD, fredric.kropp@miis.edu, 

Office: 647-6684, Home: 372-5072

Credits
:
 



3.00

Office location
: 



MG320C
Office hours: 




M & W 1:00-1:45, T 9:30-11:30, or by 

appointment
Classroom location:



MG307
Required text:

Churchill, Jr., Gilbert A. and Dawn Iacobucci (2005), Marketing Research: Methodological Foundations, Ninth Edition, Mason, Ohio: Southwestern (Thomsan).  Though not required, the student version of SPSS is a good deal if you decide to buy a new edition of the text.
Course Objectives:
Marketing research provides managers with information to make good decisions.  When correctly done, good marketing research can provide valuable insights into markets, customers, competitors, and the environment within which the firm must operate.  Among other things, marketing research can help identify and evaluate marketing opportunities, both in the United States and in other countries, can provide input for strategic development, and help monitor performance. 
Depending upon your career path, you may either conduct marketing research yourself or guide the research efforts of others. Even if you are not involved in these activities, you will most probably make decisions based on marketing research.  As a manager, you will be required to evaluate the quality and worth of marketing research many times in your career.  You will need to be able to distinguish between high-quality and low-quality research.  You also will need to understand differences in marketing research processes in other countries.  
This course teaches you how to evaluate research as well as how to do it. We will examine all the phases of the research process, emphasizing techniques to develop high-quality marketing research.  Upon completion of the course, you will have the following competencies, the ability to:
· Interpret marketing research results and understand limitations
· Match appropriate techniques to examine opportunities and solve problems
· Develop, apply and interpret a subset of market research techniques, including focus groups, depth interviews, and surveys
· Evaluate marketing research techniques and results
· Understand key issues of cross-cultural marketing research. 

Course Overview:
The course will consist of structured lectures, exercises, discussions, and research projects for the Monterey Jazz Festival (MJF) and for a Danish firm exploring the US market.  Each class session will be a combination of lecture, discussion, and, some-times, work on the class project.  It is important that you come to class prepared to discuss the readings and cases.
The MJF is the longest running and one of the best known jazz festivals in the world. It was recognized as the best jazz festival in the world by the readers of Jazz Times.  See http://www.montereyjazzfestival.org/50th/  This year is the 50th anniversary of the MJF.  Approximately 25,000 people (45,000 paid admissions) come to the festival annually to see 500 performers over a three-day period.  In addition, CNN broadcasts live feeds throughout the festival.  In conjunction with the MJF, I have developed a survey which will be conducted at the MJF.  We will analyze the results and present our findings to MJF staff and some board members.  As Clint Eastwood is a board member, it is possible (though not likely) that he might attend the briefing.  Participants in the class will get free passes to the MJF to assist in the marketing research process.
The Danish client manufactures medical supplies in China and currently sells them in Europe.  We will conduct market research to determine the viability of selling the products in the US.  We will also develop strategic inputs for the company to enter the market.  The company is dynamic and conditions are changing, therefore, it is difficult to identify the exact tasks we will perform.  My best guess is that we will conduct exploratory research, develop a questionnaire and sampling plan, administer the survey, and analyze the results. 
Assessments: 

Part A:
MJF Analysis and Implications (team)


 

30 points


Danish company project
(team)





30 points

Part B: 
Take-home final which involves developing a questionnaire, 

sampling plan and analysis plan (individual, will be discussed in class)
40 points











--------------











100 points

Important: you must receive a minimum grade of B in both Parts A and B of the course to receive a B for the course.  Unless otherwise indicated or agreed, late work will be severely penalized.  Though I don’t expect it, cheating or plagiarism will result in an F for the course and will be referred to a grievance committee.
OTHER ISSUES:
Given the project nature of this course, we will need to make schedule changes as we go along--- you are responsible for all assignments whether or not you were in class when they were assigned or when due.  I have several office hours scheduled, they are listed on the first page.  Please feel free to come see me during office hours, they are reserved for you. In addition, if you have a conflict with posted office hours, alternate appointment times can be arranged upon request. 

Tentative Course Schedule (will probably change due to client requirements)

	Date
	Topic
	Readings

	W 9/5 
	Introduction to MR
	Course Outline, Ch 1

	M 9/10
	MR as a Process
	Ch 2 & 3

	W 9/12
	Research design
	Ch 4

	M 9/17
	Descriptive Research
	Ch 5

	W 9/19
	Causal Designs
	Ch 6

	M 9/24
	SPSS/Data Analysis 
	Ch 14-15 - In Pacific Lab 

	W 9/26
	Data Collection
	Ch 7

	M 10/1
	SPSS/Data Analysis
	Ch 16-17 - In Pacific Lab

	W 10/3 
	Brainstorming 1
	

	M 10/8
	SPSS/Data Analysis
	Ch 18 – In Pacific Lab 



	W 10/10
	Brainstorming 2
	

	M 10/15
W 10/17

M 10/22

W 10/24
	Questionnaire Development
	Ch 8 - 10

	M 10/29
W 10/31
	Monterey Jazz Festival
	

	M 11/5
W 11/7
	Sampling 
	Ch 11 -13

	M 11/12 to
M 12/10
	Topics will include:

Observation, Cross-cultural Research, Forecasting and Scenario Development
	Exact schedule to be determined as function of Danish Project and client availability.  

	W 12/12
	Presentation to Danish Client
	Either in person or via Skype

	M 12/17
	Final Questionnaire
	Take-Home final due by 9AM.  Class will be held in a local brew pub.


