Argosy University

COURSE SYLLABUS
B7330

Marketing Research and Design


Faculty Information
Faculty Name: 

Campus:

Contact Information:

Office Hours:

Short Faculty Bio:
Course description: 
This course is uniquely designed to introduce students to the conceptual and technical issues of marketing research and design based upon behavior research methodologies.  Major topics are: behavioral research designs; variances in domestic and global market research data gathering techniques; filling the domestic and/or global product-market knowledge gap based upon company strategies; and analytical techniques applied to marketing data.     

Required Textbook:
IMPORTANT: You are not required to purchase the textbook for this course.  Your textbook will be available as an electronic book within your fully online or blended course on the eCollege platform.

Malhotra, Naresh (2009). Marketing research: An applied orientation (6th ed.). Prentice

 Hall. 
All journal articles are available through the Argosy University online collection.
Course length:  7.5 Weeks
Contact Hours: 45 Hours

Credit Value: 3.0
Program Outcomes:

1. Research

1.1. Performing – Design, conduct, and justify applied research in a business context using appropriate methodology

1.2. Understanding – Evaluate and apply existing theory and research to current business practice

2. Communication
2.1. Oral – Present orally, complex business information that is concise, clear, organized, and well supported in a professional manner appropriate to the business context
2.2. Written – Present in writing, complex business information that is concise, clear, organized, and well supported in a professional manner appropriate to the business context using required format
3. Critical Thinking/Problem Solving

3.1. Critical thinking – Evaluate relevance of established theory to current business practice and identify gaps in current literature 

3.2. Problem Solving/Decision Making – Given a business situation, diagnose the underlying causes of the situation, evaluate possible solutions, in relation to underlying business theory and determine and defend appropriate course of action

3.3. Information Literacy - Conduct an exhaustive literature search from a variety of sources, evaluate the credibility of the sources, and apply that information to create new knowledge

4. Team

4.1. Leadership - Conduct an exhaustive literature search from a variety of sources, evaluate the credibility of the sources, and apply that information to create new knowledge

4.2. Collaboration - Given a case study or business situation collect, assimilate, and disseminate the views of stakeholders

5. Ethics

5.1. Ethics - Given a case study or business situations, evaluate the ethical dimensions of decision situations and personal, social, and corporate responsibility not absolved by market forces

6. Diversity

6.1. Diversity - Given a case study or business situation evaluate the multicultural dimensions of decision situations and multicultural solutions to business situations

Marketing Concentration

7. Strategic Marketing

7.1. Analyze the foundation and development of marketing theory in relationship to modern marketing planning & practice

8. Foundational Knowledge and Practice
8.1. Application & Practice – Evaluate current marketing and consumer behavior and practice relative to theoretical models found in the literature
Course Objectives:

1. Assess different behavioral research designs as applied to various research or business problems. (Program Outcomes: 1.1, 1.2, 3.1, 3.3, 14.1, 15.1) 

2. Analyze domestic and global market research data gathering techniques, compare and contrast how marketing research is conducted in different parts of the world to how it is conducted in the United States. (Program Outcomes: 1.1, 1.2, 3.1, 3.3, 10.1, 11.1, 14.1, 15.1) 

3. Examine and assess the components of effective data gathering tools. (Program Outcomes: 1.1, 1.2, 3.1, 14.1, 15.1 ) 

4. Explore and assess the components of an effective sampling plan. (Program Outcomes: 1.1, 1.2, 2.2, 3.1, 14.1, 15.1) 

5. Utilizing different statistical analysis methods, analyze data collected from marketing research studies. (Program Outcomes: 1.2, 1.2, 3.1, 3.3, 14.1, 15.1) 

6. Analyze marketing research reporting methods. (Program Outcomes: 1.1, 1.2, 2.2, 3.1, 3.2, 14.1, 15.1) 

7. Analyze current company strategies and analytical techniques applied to marketing data to identify possible plans to fill the gaps in the domestic and global market knowledge base. (Program Outcomes: 1.1, 1.2, 3.1, 3.3, 10.1, 11.1, 14.1, 15.1) 

Assignment Table
	
	Topics
	Readings
	Assignments

	1
	Types of marketing research 
	Malhotra Text:

Chapter 1 

Malhotra, N. K. & Peterson, Mark (2001).    Marketing research in the new millennium: emerging issues and trends. Marketing Intelligence & Planning, 19, 4, 216-232.

Hanson, D. & Grimmer, M. (2007). The mix of qualitative and quantitative research in major marketing journals, 1993-2002. European Journal of Marketing, 41, 1-2, 58-70.


	

	2
	Research problems and hypotheses
	Malhotra Text:

Chapters 2, 3

Armstrong, J. S., Brodie, R. J., & Parsons, A. G. (2001). Hypotheses in Marketing Science: Literature Review and Publication Audit. Marketing Letters, 12, 2 , 171-187.


	

	3
	Global research 
	Malhotra Text:

Chapters 4-7

Robson, M. J. (2005). International Marketing Research. Strategic Direction, 21, 6, 30-32. 
Sheth, J. N. 7 Sharma, A. (2005). International e-marketing: opportunities and issues. International Marketing Review, 22, 6, 611-622. 

	

	4
	Measurement and scaling 
	Malhotra Text:

Chapters 8-10


	

	5
	Sampling plans
	Malhotra Text:

Chapters 11-12

Sudman, S. & Blair, E. (1999). Sampling in the Twenty-First Century. Journal of the Academy of Marketing Science, 27, 2, 269-277.

	

	6
	Collecting data

· Questionnaires/quantitative tools

· Focus groups/qualitative tools 
	Malhotra Text:

Chapters 13-14

Ranchhod, A. & Zhou, F. (2001). Comparing respondents of e-mail and mail surveys: understanding the implications of technology. Marketing Intelligence and Planning, 19, 4, 254-262. 

Ruyter, K & Scholl, N. (1998). Positioning qualitative market research: reflections from theory and practice.  Qualitative Market Research: An International Journal, 1, 1, 7-14.

	

	7
	Statistical methods and analysis 

Marketing research report


	Malhotra Text:

Chapters 15-21

Nairn, A., Ede, L. & Naude, P. (2004). Multivariate statistics in industrial marketing management: A practitioner tool kit. Industrial Marketing Management, 33, 7, 573-582. 
Chapter 22

Gray, B. J., Ottesen, G. & Matear, S. (2005). Disseminating academic research information to marketing practitioners: The receiver's perspective. Marketing Intelligence and Planning, 23, 2, 124-135. 

	

	8
	Product-market knowledge gap
	Malhotra Text:
Chapter 23

McIntyre, S. H., Sutherland, M. (2002). A Critical Analysis into the Accumulation of Marketing Knowledge at the Level of the Firm. Marketing Theory, 2, 4, 403-418. 

	


Grading Criteria


Grading Scale









Grading requirements

	A
	100 – 93

	A-
	92 – 90

	B+
	89 – 88

	B
	87 – 83

	B-
	82 – 80

	C+
	79 – 78

	C
	77 – 73

	C-
	72 – 70

	F
	69 and below

	Attendance/participation
	25%

	Weekly Assignments
	20%

	Final paper
	35%

	Optional
	10%

	Optional
	10%

	
	100%


Library

All resources in Argosy University’s online collection are available through the Internet.  The campus librarian will provide students with links, user IDs, and passwords. 
All resources in Argosy University’s online collection are available through the Internet.  Students can access the online collection by logging into the student portal and clicking on the library link. Library Resources:  Argosy University’s core online collection features over 48, 889 full-text journals and 23,000 electronic books and other content covering all academic subject areas including Business & Economics, Career & General Education, Computers, Engineering & Applied Science, Humanities, Science, Medicine & Allied Health, and Social & Behavior Sciences.  Many titles are directly accessible through the Online Public Access Catalog at http://library.argosy.edu.

In addition to online resources, Argosy University’s onsite collections contain a wealth of subject-specific research materials searchable in the Online Public Access Catalog.  Catalog searching is easily limited to individual campus collections.  Alternatively, students can search combined collections of all Argosy University Libraries.  Students are encouraged to seek research and reference assistance from campus librarian.

Academic Policies

Academic Dishonesty/Plagiarism:  In an effort to foster a spirit of honesty and integrity during the learning process, Argosy University requires that the submission of all course assignments represent the original work produced by that student.  All sources must be documented through normal scholarly references/citations and all work must be submitted using the current edition of the Publication Manual of the American Psychological Association. Students are encouraged to purchase this manual and become familiar with its content as well as consult the Argosy University catalog for further information regarding academic dishonesty and plagiarism.

Scholarly writing:  The faculty at Argosy University is dedicated to providing a learning environment that supports scholarly and ethical writing, free from academic dishonesty and plagiarism.  This includes the proper and appropriate referencing of all sources. You may be asked to submit your course assignments through “Turnitin,” (www.turnitin.com), an online resource established to help educators develop writing/research skills and detect potential cases of academic dishonesty.  Turnitin compares submitted papers to billions of pages of content and provides a comparison report to your instructor. This comparison detects papers that share common information and duplicative language. 

Americans with Disabilities Act Policy

It is the policy of Argosy University to make reasonable accommodations for qualified students with disabilities, in accordance with the Americans with Disabilities Act (ADA).  If a student with disabilities needs accommodations, the student must notify the Director of Student Services.  Procedures for documenting student disability and the development of reasonable accommodations will be provided to the student upon request.  
Students will be notified by the Director of Student Services when each request for accommodation is approved or denied in writing via a designated form.  To receive accommodation in class, it is the student’s responsibility to present the form (at his or her discretion) to the instructor.  In an effort to protect student privacy, the Department of Student Services will not discuss the accommodation needs of any student with instructors. Faculty may not make accommodations for individuals who have not been approved in this manner.

The Argosy University Statement Regarding Diversity
Argosy University prepares students to serve populations with diverse social, ethnic, economic, and educational experiences. Both the academic and training curricula are designed to provide an environment in which students can develop the skills and attitudes essential to working with people from a wide range of backgrounds.
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