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FLORIDA GULF COAST UNIVERSITY

College of Business

MAR 6646 – ADVANCED MARKETING RESEARCH

COURSE SYLLABUS - SPRING 1998

Instructor:
Dr. Hudson P. Rogers
Reference #:
10351

Office: 
Academic 2 (Room 105)
Day:
Wednesday 

Telephone:
(941) 590-7403 

Time:
7:00 p.m. – 9:45 p.m. 

E-Mail:
hrogers@fgcu.edu
Room: Griffin Hall – Room 111

Marketing Homepage:
http://www.fgcu.edu/cob/mkt/
Emergency:
 (941) 590-7300



Fax:

(941) 590-7330






Office Hours:

Monday to Thursday:

9:00-12:00 P.M. &








1:00-2:00 P.M.




Wednesday:


5:00-7:00 P.M.








and by appointment

TEXTBOOK:
Malhotra, Naresh K. Marketing Research, Englewood Cliffs, NJ: Prentice-Hall, 1996.

Other Class Materials:  

Course Description: This course is designed to introduce students to fundamental marketing research design issues encompassing the conceptualization of research problems, the design of appropriate research methodologies, statistical analysis, the communication of results, and the discussion of managerial implications. The ethical considerations of collecting data and presenting research findings will also be discussed.

Course Objectives:
By the end of the course, students should be able to:

1.
Demonstrate that they understand what marketing research is, what kinds of information it can provide, and how it is used for marketing management.

2. Examine the economic basis for market research, in terms of cost versus value of research, from both a traditional and a decision theory approach.

3. Demonstrate a basic knowledge of sampling and measurement related issues.

4. Demonstrate a general understanding of the process of obtaining information from respondents by means of surveys and observation techniques.

5. Design a survey research instrument and collect secondary and primary data.

6. Discuss the analysis of data obtained through marketing research.

7. Use the SPSS/PC+ program.

Prerequisites:

MAR 3023 Introduction to Marketing, Advanced Business Statistics, or equivalent

Grading:    There will be 700 possible points during the semester:

Examinations (2 @ 100 points each). .  . . . . . . . . . . . . . . . . . .
200 points

Secondary Data Research Project. . . . . . . . . . . . . . . . . . . . . . .
100 points

Primary Data Research Project

Questionnaire Design Project. . . . . . . . . . . .  50 points

Primary Data Collection Project . . . . . . . . . . 50 points

Data Analysis Projects (5 @ 30 pts ea). . . . .150 points

Presentation of Findings. . . . . . . . . . . . . …..  50 points
300 points

Attendance and Discussion . . . . . . . . . . . . . . . . ……. . . . . . . .
100 points
 
700 pts (100%) 


Examinations:

Two 100 point examinations will be given during the course of the semester.  These exams will be designed to assess students' understanding of all assigned materials, as well as their ability to apply this knowledge and information to marketing research situations.  The exams will be composed of some mixture of multiple-choice questions and short essay/problem questions or a case analysis.  The exams will not be cumulative in nature.

MAKE-UP EXAMS: Make-up exams will be given ONLY if students have an university approved excuse.  It is the student's responsibility to make arrangements with the instructor for make-up exams.  If possible, notify the instructor before the original exam period.  Make-up exams should be completed as soon as possible after the original exam period.  At the discretion of the instructor, total essay make-up exams may be given.
Secondary Data Research Project: Secondary data is readily available, quick to access, and relatively inexpensive.  To explore a wide variety of secondary data sources each student will participate in a Secondary Scavenger Hunt worth 50 points.  More information on this project will be available during the semester and on the Department of Marketing Homepage.

Primary Data Research Project: Ask most people what marketing research is and they'll probably respond with a definition that includes some form of primary research.  Collecting and analyzing primary data is a complex process, the text devotes a number of chapters to its discussion.  Following this concentration, you will complete a variety of activities to more fully understand the activities discussed.  More information on these projects will be available on the Department of Marketing Homepage.  The activities for these projects are worth a total of 300 points.

Attendance and Discussion: 50 points may be earned by regular attendance and class participation.  With the exception of exam days, you will earn 1.5 pt. for each day you attend class (40 possible points.).  At the discretion of the instructor, 3 points. will be awarded for a positive contribution to the class discussion/4.5 points. for a significant contribution.  You cannot earn more than 4.5 points. per day nor more than 50 points. during the spring semester.  Attendance and discussion points can not be made-up for by doing additional work.

Pop Quizzes: Pop quizzes may be used as a motivational tool if class participation lags.

Final Grades: Grades will be assigned from the following scale:

A (90%) = 630-700

B (80%) = 560-629

C (70%) = 490-559

D (60%) = 420-489

F (<60%) = less than 420

Academic Honesty Policy: Each student is expected to adhere to the standards of academic honesty.


TENTATIVE CLASS CALENDAR
1/7
Chap. 1 – Introduction to Marketing Research


Chap. 2 – Defining the Marketing Research Problem and Developing an Approach

1/14
  - The Marketing Research Process

  - Defining the Problem and Determining Research Objectives
1/19
MLK Holiday

1/21
Chap. 3 - Research Design


Chap. 4 – Exploratory Research Design: Secondary Data

1/28
Chap. 5 - Exploratory Research Design: Qualitative Research

Sources & Types of Secondary Data (Appendix 7a – Churchill)

2/4
** SECONDARY DATA PROJECTS DUE **
2/4
Chap. 6 – Descriptive Research Design: Survey and Observation


Chap. 7 – Causal Research Design: Experimentation

2/11
Chap. 8 – Measurement and Scaling: Fundamentals and Comparative Scaling


Chap. 9 – Measurement and Scaling: Noncomparative Scaling Techniques


Chap. 10 - Questionnaire and Form Design


Chap. 24 – Ethics in Marketing Research

2/18
**** EXAM I - Chapter 1-10, 24, Appendix 7a ****

2/25
Chap. 11 – Sampling: Design and Procedures


Chap. 12 - Sampling: Final and Initial Sample Size Determination


 *** Questionnaire Design Project Due ***
3 /4
Chap. 13 – Field Work


Chap. 14 - Data Preparation

Chap. 15 – Frequency Distribution, Cross-Tabulation, and Hypothesis Testing

3/6
Last day to withdraw with a grade of “W” 

3/11-13
SPRING BREAK
3/18
Chap. 16 – Analysis of Variance and Covariance

3/25
Chap. 15 & 16 Continued


** DATA ANALYSIS PROJECT 1 DUE **

4/1
 Chap. 17 – Correlation and Regression

** DATA ANALYSIS PROJECT 2 & 3 DUE **
4/8
Chap. 22 – Report Preparation and Presentation


Chap. 23 – International Marketing Research

** DATA ANALYSIS PROJECT 4 & 5 DUE **

4/15
 ** PRESENTING RESEARCH RESULTS **

4/22
 ** PRESENTING RESEARCH RESULTS **


*** PROJECTS DUE ***

4/27 – 5/1
FINAL EXAM (Includes Chapters 12-19) ****
The instructor reserves the right to alter this tentative calendar as circumstances dictate.  Any changes will be announced in class at the earliest possible date.  It is the student's responsibility to make note of these changes, and contact other class members when absences are unavoidable.

