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Marketing 604: Marketing Research
Spring 2010
Professor Lei Wang

Class meetings: Thursdays 6:40-9:40 pm, LCB 103
Office: Levin 224
Email: lei-wang@business.rutgers.edu
Phone: 973-353-1605 (Newark)

Fax: 973-353-1325 
Office hours: Thursdays 5:30-6:30 pm or by appointment
NATURE AND PURPOSE OF COURSE

The general objective of this course is to provide a fundamental understanding of marketing research methods as employed by well managed firms and proposed by leading researchers in academia. The course is aimed at a manager who is the ultimate user of the research and the one responsible for determining the scope and direction of research activities. The techniques of research design, data collection and data analysis occupy an important role in the work of a marketing manager. This course focuses on helping managers recognize the role of systematic information gathering and analysis in making marketing decisions. The aim is to develop an appreciation for the potential contributions and limitations of marketing research. The emphasis of the course will therefore be on the interpretation and application of the results for use in making real life marketing decisions, with less focus on the mathematical and statistical properties of the techniques used to produce these results.
Marketing research is simply an organized way of developing and providing information for decision-making purposes. The quality of the information, for example its validity and reliability, depends on the care exercised in executing the various steps of the marketing research process. The steps include problem definition, research design (exploratory, descriptive and causal), data collection methods, questionnaire design and attitude measurement, sampling schemes, and data analysis. Emphasis will be given to both qualitative and quantitative aspects of marketing research and how they help managers in addressing substantive marketing problems such as: market segmentation, estimating market potential, forecasting market demand, developing advertising and pricing policies and designing and positioning new products.

COMMUNICATION

I will send emails to the class for announcements. Make sure to update your email address in the Rutgers Online Directory. The link is https://personalinfo.rutgers.edu/pi/.  Your email address will be updated in Blackboard within 48 hours.
COURSE MATERIALS

· The course textbook is Marketing Research (with SPSS student version), Aaker, Kumar and Day, 9th Edition, Wiley, 2007.

· SPSS Student Version 11.0 or later
· Cases and datasets will be posted on Blackboard.
· In addition to the above, lecture notes/slides will be posted on Blackboard after each class.
CLASS SESSIONS

The textbook is recommended (not required) and used as a reference. The relevant sections of the book are indicated on the class schedule. Class sessions will be devoted to probing, extending, and applying the concept covered in the text material. Articles, cases, and examples will be used to illustrate how marketing research methods can and have been applied to solve real-world problems. 
GRADES

Grades will be computed as follows: individual assignments (50 pct.), group project (30 pct.), case discussion (10 pct), and class participation (10 pct.).
INDIVIDUAL ASSIGNMENTS

Written assignments must be completed on an individual basis. No discussion on assignments is allowed among classmates. No late assignments will be accepted. If for valid reasons dates cannot be met, please let me know in advance.  Please submit all your assignments using the digital drop-box on Blackboard. 
GROUP PROJECT

A field project will be an important component of this course. The projects will be done in self-selected groups of minimum three to maximum five students. Each team will find a client and conduct an agreed upon research project. Consider this project as your chance to develop hands-on experience with the tools and frameworks you will learn in the course. You have considerable freedom to follow your own/groups interests. What is important is that you work for a client who has a decision problem relevant to marketing.

Please note the following dates for the group project:

                                                                        Jan 28 Group composition
                          Mar 4 Project proposal presentation

                 Mar 11 Project progress report 

                                     Apr 29 Project final report and presentation
Project proposal: This will be in form of a PowerPoint presentation submitted to me using the digital drop-box on Blackboard and presented in class. 

Project progress report: This will be a 1-2 page progress report.  This report should contain a brief description of the project, the research design (sampling approaching, data collection method).  Please also attach your draft questionnaire. 

Project final report/presentation: The final deliverable is a PowerPoint presentation that will be submitted to me via Blackboard and presented in class. Each team should also submit a technical appendix with calculations etc.

I will hand out peer evaluation forms regarding the group project at the appropriate time. Please note that a negative peer evaluation can significantly impact your final grade (e.g., from A to B, B to C, etc.)!
CASE DISCUSSION

For each case, you may prepare in groups prior to the class. In class, individual students will be chosen to summarize the case. 

CLASS PARTICIPATION
Class participation includes attendance and discussion participation. If you are going to miss a class, please let me know in advance. 

A substantial part of the benefit that you will derive from this course is a function of your willingness to expose your viewpoints and conclusions to the critical judgment of the class, as well as your ability to build upon and critically evaluate the judgments of your classmates. Participation in class discussion is extremely important and each student is expected to contribute. 

TENTATIVE SCHEDULE

	Week
	Topic
	Readings
	Case Discussion
	Materials Due

	1: Jan 21
	Introduction
	Chapters 1, 2, 3
	
	

	2: Jan 28
	Research Design

Types of Research 
	Chapter 4, p.73-92

 Chapter 9

Skim: Chapters 5, 6, 7, 8

Article: The Science of Shopping
	
	1. Individual information

2. Group information

and Coors case shopping list



	3: Feb 4
	Consumer Generated Media
	Chapters 10, 13


	South Delaware Coors 
	

	4: Feb 11
	Measurement & Questionnaire Design
	Chapters 11, 12
	
	Assignment 1

	5: Feb 18
	Experimental Marketing Research and Test Markets
	Chapter 24, p638-648

Article: Boost Your Marketing ROI with Experimental Design
	
	

	6: Feb 25
	Quantitative Tools Overview / Project Consultation
	
	
	

	7: Mar 4
	Project Proposal Presentation /

Data Analysis I:

Cross Tab Correlation

	Chapters 16, 17, 18, 19
	
	Project Proposal (PowerPoint)

	8: Mar 11
	Data Analysis I:

Regression /

Data Analysis II:

Segmentation (Cluster Analysis)
	Chapters 19, p.561-573
	New Food
	Project Progress Report

	9: Mar 18
	Spring break
	
	
	

	10: Mar 25
	Data Analysis II:

Segmentation (Factor Analysis, Cluster Analysis)
	Chapter 21, p.574-584

Article: Segmentation of the Games Market Using Multivariate Analysis
	Daimler/ Chrysler Seeks a New Image
	Assignment 2

	11: Apr 1
	Data Analysis II:

Positioning

(Factor Analysis and MDS)
	Chapter 22, p592-602
	Positioning the Infinity G20
	

	12: Apr 8
	Targeting: Database Marketing
	Chapter 26
	
	Assignment 3

	13: Apr 15
	New Products (Conjoint Analysis)
	Chapter 22, p. 603-610
	Fidelity Incorporated
	

	14: Apr 22
	Course review / Project Consultation
	
	
	1. Assignment 4
2. Essay Assignment*

	15: Apr 29
	Project Final Presentation
	
	
	    Final Project

(PowerPoint)


*: You may submit your essay assignment at any time during the course. The latest submission date is Apr 22. 
Essay Assignment Guideline

1) Pick an interesting article related to marketing research from the recent media. 

2) Comment on the data and marketing research methods involved (maximum 500 words).  

      Example questions: What is the research question? What data is collected to answer this 

      question? Why is the data unique and interesting? What else can the data tell you? What  

     are the advantages and  disadvantages of such data? If you were the researcher, how 
     would you collect and use the data differently? 
