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Course Objectives

The objective of the course is to introduce the basic marketing research techniques used to systematically collect or obtain data, convert it into meaningful information or knowledge (i.e., analyze it) that managers can use to make better decisions. To accomplish these goals:

· We will use the book, cases, and articles to discuss the basic marketing research techniques and concepts employed by firms to obtain data for addressing a given problem. 

· A number of mini data analysis exercises will be used to illustrate how the collected data are analyzed to convert data into meaningful information. SPSS, a statistical package used by many firms, will be used to analyze the data. 
Required Materials

A textbook and a supplementary packet are required for the course.

	Book (AKD)
	Aaker, Kumar and Day: Marketing Research (2006), ninth edition. John Wiley & Sons (make sure that the book comes with the student version of SPSS on a CD-ROM). 

	Supplementary Packet (SP)
	The packet contains articles, data analysis exercises and cases. The packet (Packet # 10) is available from Russell House bookstore (777-4018) and SC Book Store (799-7188). If the packet is sold out, you must ask the sales person to order you a copy. You can also call the bookstore and have the packet sent to you.

	Blackboard
	1. Data for analysis exercises, the SPSS outputs and other relevant course materials (i.e., PP slides of class notes) can be downloaded from the Blackboard (http://blackboard.sc.edu). However, I will not post any proprietary or copyrighted material.
2. In order to stay current with industry practices, additional reading materials/assignments may be assigned throughout the semester. The additional materials, references and/or links to them will be posted on the blackboard. You must check the blackboard prior to each class period.



Performance Evaluation

	Mid-term Exam: October 21, 2008
	45%

	Discussion of data analysis exercises and class participation
	10%

	Comprehensive Final Exam, December 9, 2008
	45%


General Policies
1. No make-up work or exams will be given.


2. You are expected to prepare the readings, do the data analysis exercises (please note that the SPSS outputs can be downloaded from Blackboard in case you are unable to run SPSS because of computer problems, etc.) and assignments in advance, and be willing to meaningfully contribute to the in-class discussion.  Please make every effort to come to class on time and bring your tent card daily. You may be cold-called for class discussion and your performance will be used to determine class participation. Excessive absences and/or tardiness could result in grade penalties. In such instances, the instructor reserves the right to adopt university attendance policy. According to the catalog:


Absence from more than 10% of the scheduled class sessions whether excused or unexcused is excessive and the instructor may choose to exact a grade penalty for such absences.
3. If for any reason you have to miss a class, then prior to the class you plan to miss you must email a 2-3 page summary of the assignments. 
4. Letter grades will be based on the following scale: A=90+, B+ = 87-89, B = 80-86, C+ = 77-79, C = 70-76, D+ = 67-69, D = 60-66, F = 59 and below 60+, F=60 and below. These scales may change somewhat depending on the overall class performance.

Schedule

I have put together a fairly comprehensive schedule of readings and data analysis assignments.  Success of the course, and thereby your own evaluations, will strongly depend on your preparation and homework.  I expect everyone to complete the readings and data analysis exercises before they are discussed in the class. 

The following schedule shows what we will cover in each class, with a mid-term and a final comprehensive exam.  I may be slightly behind or ahead on different days, so please be prepared for such contingencies.

Class 1, Tuesday, September 9,  2008
Introduction, and the Nature and Scope of Marketing Research
Assignments
1. Read Chapters 1, 2 and 3 (AKD)

2. Read Observations: Politics and Poker: Deception and Self-Deception in Marketing Research  (SP, pp. 9-12)

3. Read How Coke Officials Beefed up Results of a Marketing Test, The Wall Street Journal, August 20, 2003 (SP, 13-16)

Class 2, Tuesday, September 16, 2008
Opportunity Analysis, Value of Information and Research Design
Assignments
1. Read Chapter 21, pp. 562-574 (AKD).
2. Read ABC Cola Company: Opportunity Analysis exercise (SP, 17-24).
3. Read the Section on Value of Information in Chapter 3 (AKD). Pay particular attention to Figure 3-3 and Appendix of Chapter 3 (AKD).

4. Read Study of Consumer Preference between a Dell and a Sony 42-inch HD Plasma TV (SP, pp. 25-35).  

5. Read ABC Cola Company’s RFP (SP, p. 109).
6. Read Chapter 4 (AKD).
Class 3, Saturday, September 20, 2008 (8:30 a.m. to 12 p.m.)
Repeated on Monday, the 22nd, in room 701, 5-8pm. 
SPSS Tutorial and Syndicated Data (Class will meet in Room 701)  

If you have a laptop, please install the SPSS student version and bring your laptop to class. Do not worry if you do not have a laptop—SPSS is installed on the computers in Room 701.
Assignments
1. Go over the SPSS Tutorial Power Point slides  (SP, pp. 111-125)

2. Download scandata.xls, scandata.sav, switch.sav and Pilgrim_Sample.sav data files from Blackboard and save it on your computer or a flash drive and bring to class.
3. Read HBR Case: Pilgrim Bank A. We will develop Exhibit 3 in class (SP, pp. 127-134).
4. Read Chapter 6 (AKD).
5. Do the ABC Cola Company: Syndicated Data Sources (Scanner Data) Exercise (SP, pp. 135-137). Be ready to discuss your analysis in class.
Class 4, Tuesday, September 23, 2008 
Secondary and Syndicated Data, Research Design, and Errors in Research 
Assignments
1. Read Chapters 5 and 6 (AKD).
2. Read the Appendix of Chapter 4 (AKD). 
3. Develop a Marketing Research Proposal for ABC Cola Co and be ready to present and/or discuss it in class

Class 5, Tuesday, September 30, 2008 

Sampling Fundamentals and Sample Size

Assignments

1. Read Chapters 14 and 15 (AKD).

2. Read Study of Consumer Preference between a Dell and a Sony 42-inch HD Plasma TV (SP, pp. 35-38).

3. Do Milan Food Case: Simple Random and Stratified Random Samples in SPSS exercise (SP, pp. 139-144).
4. Read HBR Case: Pilgrim Bank A (SP, pp. 127-134).
5. Do the Pilgrim Bank A—Representative Sample exercise (SP, p. 144).
6. Guest Speaker. Dr. Melinda Smith, TNS-Global Inc. (subject to change).
Class 6, Tuesday, October 7, 2008 

Sampling Fundamentals and Sample Size (continued) and Information from Respondents
Assignments
1. Read Chapters 9, 10, 14 and 15 (AKD).
2. Be prepared to discuss/and or present information needs for ABC Cola Company’s project.
3. Guest Speaker: Mr. Mack Turner, Bank of America (subject to change).
Tuesday, October 14, 2008 

Fall Break—No Class.
Class 7, Tuesday, October 21, 2008
MID-TERM EXAM
Class 8, Saturday, October 25, 2008 (Class will meet in Room 701)
Repeated on Monday, the 27th, in room 701, 5-8pm
Primary data: Qualitative Research and Observational Methods, and Attitude Measurement 

Assignments

1. Read chapters 8 and 11 (AKD).
2. Shrink Rap (SP, pp. 145-146).
3. Consumers in the Mist (SP, 147-148).
4. Can M’m, M’m Good Translate? (SP, pp. 149-151).
Class 9, Tuesday, October 28, 2008 

Attitude Measurement and Questionnaire Design
Assignments

1. Read chapters 11 and 12.
2. Read Appendices B, C and D of Study of Consumer Preference between a Dell and a Sony 42-inch HD Plasma TV (SP, pp. 51-88).
3. Develop the questionnaire for ABC Cola Company’s project. Be prepared to discuss and/or present your questionnaire
Class 10, Tuesday November 11, 2008 

Experimentation
Assignments

1. Read Chapter 13 (AKD).

2. Read In Satellite vs. Cable, The Battle Over HD Is Baffling Consumers (SP, pp. 153-154).
3. Do the Coupon Experiment exercise (SP, pp. 157-159). 

4. Do the Pilgrim Bank A: Quasi Experiments Exercise (SP, p. 160).

5. Do Research Objective 6 exercise (SP, pp. 161-164).
Class 11, Tuesday, November 18, 2008 

Customer Satisfaction and Forecasting
1. Read Chapter 25 (pp. 685-690) (AKD).

2. Read A Framework for Monitoring Customer Satisfaction (SP, pp. 165-243).
3. Read Assessing the Impact of Competitive Entry on Market Expansion and Incumbent Sales (SP, pp. 179-192).
4. Read HBR Article: Forecasting the Adoption of a New Product (SP, pp. 193-209).
Class 12, Saturday, November 22, 2008 (8:30 a.m. to 12 p.m.) (Class will meet in Room 701).
Data Analysis
Read
1. Chapter 21 (AKD: pp. 577-586).
2. Do the Data Analysis Exercises: Representative sample and Research objectives 1, 2, 3, 4 and 5 (SP, pp. 211-235).
Class 13, Tuesday, November 25, 2008 

Forecasting (continued) and CRM/Data Mining
1. Read Chapter 26.
2. HBR article: Diamonds in the Data Mine (SP, pp. 243-247).
Class 14, Tuesday, December 2, 2008

CRM/Data Mining (continued) and Course wrap-up
Class 15, Tuesday, December 9, 2008
FINAL EXAM
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