Chaminade University

Marketing Information:  MKT 438 01

Spring 2008, time and classroom TBA
Instructor:  Margaret L. Friedman, PhD

Office:  Kieffer 28

Phone:  739-4608 (O), 923-3868 (H)

Email:  mfriedma@chaminade.edu
Office Hours:  M, W, F:  9:00-3:00; W:  9:00-noon; T, R:  4:00-5:00; or by appointment

Course Catalogue Description:


This course covers the gamut of data gathering techniques and analytical tools marketers use to reduce their risk in decision-making.  The process used to conduct a comprehensive research project will be studied.  Both qualitative and quantitative research techniques will be covered.  The wide range of secondary sources of information that market researchers typically consult will be introduced.  The role of the internet in conducting consumer and market research will be discussed.  

General Purpose of the Course:


Marketing is a business function that is largely NOT formulaic, which means that there are few, if any, rules or formulas to follow to ensure success.  This is probably because it is marketers’ responsibility to attract and retain customers whose needs and wants are difficult to predict and always changing.  Hence what “works” one day may be totally ineffective the next.  This situation necessitates that marketers conduct research to help them reduce their risk of making strategic and tactical decisions that result in failure (not attracting and retaining customers).  You will learn from this course that research is needed at all stages of marketing decision making and in all types of marketing decisions.  In other words, research is the backbone of effective marketing programs.  This class provides a comprehensive overview of the fundamentals of gathering, analyzing and applying marketing information to strategic decision making.
Course Context:  Requirement in the Marketing major

Marketing-Program Level Learning Outcome:  Students will demonstrate an understanding of how to conduct market research and use information to improve strategic marketing decision making.  

Course-Level Student Learning Outcomes:  When you successfully complete this course you will demonstrate an understanding of:
· the terminology and vocabulary of the market research process
· the most common situations for which market research input is advised
· how to implement the typical steps in conducting a market research project
· the traditional types of research typically used to conduct market research studies, as well as newer ethnographic approaches
· the difference between primary and secondary data and how each is collected, including via the internet
· the difference between quantitative and qualitative data and how each is collected, including via the internet
· the ethical issues associated with market research, including how statistics can “lie”

Additionally, you will conduct a market research project of your own to obtain hands-on experience with the research process.  

Service-Learning Student Learning Outcomes:  As a result of the service-learning  experience you will demonstrate:

· an understanding of the connections between academic work and real-life situations

· an understanding of and commitment to your role in issues of public concern
Texts:

· Market Research in Practice, Paul Hague, Nick Hague and Carol-Ann Morgan, Kogan Page, 2004, first edition, paperback
· Expect the Unexpected or You Won’t Find It, Roger Von Oech, Berrett-Koehler Publisher, Inc., 2002, paperback
· How to Lie with Statistics, Darrell Huff, Norton paperback, 1993

· Supplementary readings provided by instructor

Requirements and Grading Procedures:

· How to Lie with Statistics in the Real World worth 10% of your final grade
· 6 Content Quizzes each worth 10% of your final grade for a total of 50% (lowest score will be eliminated)
· Creative Solution project worth 15% of your final grade
· FAFSA project worth 25% of your final grade (presentation of research will constitute final exam and occur during the scheduled final exam period)

Each of the items listed above is described in detail in this syllabus.  Be sure to refer to these descriptions when starting an assignment so that you understand what you need to do to fulfill the requirements successfully.

Final grades will be determined as a weighted average of the grades you earn on the assignments as noted above.  The customary grading scale of A (outstanding scholarship and an unusual degree of intellectual initiative), B (superior work done in a consistent and intellectual manner), C (average grade indicating a competent grasp of the subject matter), D (inferior work of the lowest passing grade, not satisfactory for fulfillment of prerequisite course work), and F (failure to grasp the minimum subject matter, no credit given).

How to Lie with Statistics in the Real World:

We are going to be reading a book about how numbers/facts can be presented or research conducted in ways that lead to very different interpretations of the same data.  We will be developing a “laundry list” of such practices.  It is your task to look in the real world to find an example(s) of how numbers are presented or research is conducted in a manner that jeopardizes the integrity of the research.  You may find examples that reflect clearly the distortions discussed in the book, or you may find some variations on those themes, or even some new problems!  You are to analyze the example you find in terms of how it illustrates what you are learning in class about how to lie with statistics.  This analysis should be no longer than 3 pages in length.  It will be evaluated on the basis of how substantial/illustrative the example is, how well you explain the nature of the “lie,” and the clarity with which you express your ideas, including spelling, grammar, organization, and sounding like a market researcher.   This assignment is due  .  (NOTE:  We do not discuss this book in class until the very end of the semester.  Hence, I would urge you to read ahead.)

Content Quizzes:


The content quizzes will be used to assess your understanding of the information contained in the two texts we will be reading and studying.  The quizzes are designed to encourage you to keep up with the reading assignments.  Understanding this material will be absolutely mandatory for you to be able to conduct your hands-on research projects.  The quizzes will help both you and me make sure that the important concepts and approaches to research are understood so that as you conduct your research project over the course of the semester you are on the right track.  The quizzes will be short answer format.  Dates for the quizzes are found on the course calendar.

FAFSA project:


The FAFSA project involves helping high school students complete and file the forms needed to receive financial aid for college. The project is a joint effort between accounting students and marketing students, with the accounting students actually performing the service and marketing students attracting “customers” to take advantage of the service.  We will determine in class what sort of research would be most helpful at this point in the development of the project and will then design a study to address the research need.  More information on the nature of this project will be provided as the assignment evolves in class.

Creative Solution project:

This assignment is rooted in the first book we will be reading, Expect the Unexpected or You Won’t Find It.  Creativity, objectivity, and open-mindedness are prerequisites for effective research.  The book assigned explains an approach to ignite your own creativity and objectivity.  You are to use the approach suggested in the book to help you creatively solve a real problem that you are dealing with in your life.  You will report your experience in a short (3-5 pages) paper.  You will also share your creative problem solving experience with your class mates orally.  Your effort will be evaluated on the basis of the relevance and substance of the creative task you set for yourself, your ability to apply the practices discussed in the book, and the clarity with which you express yourself (spelling, grammar, organization).  This assignment is due Thursday, 2/7.
Marianist Values:



You have chosen to attend a Marianist University to obtain your MBA degree.  Fr. Chaminade, one of the founders, during the French Revolution, of the Marianist order of Catholic Brothers, felt that education is an important way to transform society.  Marianist educational institutions offer a particular perspective on the educational process.  Specifically, the Marianist values include:

· Education for formation in faith:  What is learned is both intellectual and spiritual 

· Provision of an integral quality education:  What is learned comes from many sources and many different points of view, and is intended to result in growth and development of the whole person (mind, body and spirit)

· Education in family spirit:  Learners are treated with care, respect and acceptance

· Education for service, justice and peace:  What is learned should be seen as a resource to help others and to address injustice in the world 

· Education for adaptation and change:  What is learned equips the whole person to meet an uncertain and ever-changing future and to be an agent of positive change

These values, from a marketing point of view, are important points of differentiation that distinguish the Chaminade University brand of education from its competitors.

Miscellaneous Information:

· Pay close attention to due dates for assignments. If work is handed in late, that tardiness will be taken into account in evaluating the work.

· Classroom deportment:  Pagers and cell phones are to be in the off position during class.  You will be asked to leave the classroom if your pager or cell phone disrupts class.  You will also be asked to leave if you are dozing off or engaging in other inappropriate classroom behavior (reading the newspaper, doing work for a different class, chatting, and the like).  NO FOOD (except for drinks) in the classroom.  It is too noisy and distracting.  

· Please do not be shy during the semester about seeing me during my office hours, or making an appointment to see me.  I will be meeting with the project groups over the course of the semester for progress reports.  Attendance at such meetings is critical to the success of your efforts.

· It is suggested that you at least skim the chapters assigned BEFORE class.  You do not need to spend a lot of time studying the reading assignment in the textbook prior to class, but you should have an idea of the topics covered so that you are prepared for what is discussed in class.  After class, then you should review the reading assignment in greater depth.   

· There is no extra credit work available in the course.   Do well on the work assigned so that there is no need for extra credit.

· Be sure to use this syllabus often to stay on track in the course.  Highlight due dates for assignments and for quizzes.  Before starting an assignment, be sure to read the purpose and requirements of the assignment and the specific criteria that will be used to evaluate your effort.

· Note the following deadlines:  Add-Drop deadline is 1/22; deadline for withdrawal with no record is 2/15; deadline for withdrawal with record is 4/4
· Take time and care in choosing your topic for the assignments.  I have found that everything works out better if you are working on a topic that truly interests and “excites” you—somehow that enthusiasm gets communicated in your finished product in the form or a higher quality product and that, of course, leads to a better grade.  If you have any questions prior to starting any of the projects assigned, be sure to see me so that I can help you benefit the most from the work you do.

· Academic Honesty:  Students are responsible for promoting academic honesty at Chaminade by not participating in or facilitating others’ participation in any act of academic dishonesty, and by reporting incidences of academic dishonesty (such as theft of tests, records, and other confidential materials, altering grades, and/or plagiarism) to their instructors.
· Chaminade University is required by law to provide equal access to qualified individuals with disabilities.  Accommodations are made to ensure that students have equal access to the same educational benefits other students have.  The Chaminade Counseling Center handles disability accommodation requests.  You should contact that office (x845) if you have special needs regarding this class.
Course Calendar*

Date

Topic






Assignment

T 1/15

Course Overview




ETU:  Part 1
R 1/17

Stir your mind with Heraclitus


ETU:  Part 2, 1-15
T 1/22

15 enigmas





ETU:  Part 2, 16-30
R 1/24

15 more enigmas




T 1/29

Opening Mental Locks



reading supplied


R 1/31

Explorer, Artist, Judge, Warrior roles in creativity
reading supplied
T 2/5

continued
R 2/7

Creative Solution project due



MRP: 1,2
T 2/12

Intro to Conducting Market Research


MPR: 3


R 2/14

Desk/Secondary Research/Data
T 2/19

Content Quiz #1




MRP:  4,5
R 2/21

Focus Group/Depth Interviewing






T 2/26

continued






R 2/28

Content Quiz #2




MRP:  6
T 3/4

Observational Research



MRP:  7


R 3/6

Sampling Issues







T 3/11

continued






R 3/13

Content Quiz #3




MRP:  8


T 3/18

Questionnaire design








R 3/20

continued





MRP:  9-12


3/24-28

SPRING BREAK

T 4/1

Data collection options





R 4/3

Content Quiz #4




MRP: 13,14


T 4/8

Data Analysis and reporting




R 4/10

continued





HTL:  1-4


T 4/15

How to Lie with Statistics







R 4/17

Content Quiz #5




HTL:  5-8


T 4/22

How to Lie with Statistics



HTL:  9,10


R 4/24

Content Quiz #6




Handout
T 4/29

Ethical Issues








R 5/1

Summary and Wrap-up
ETU:  Expect the Unexpected Or You Won’t Find It text

HTL:  How to Lie with Statistics text

MRP:  Market Research in Practice text

FINAL EXAM:  Formal Project Presentations, TBA
The course calendar is subject to additions, changes and deletions as needed.  

*The course is divided into three parts.  The first part provides a “warm-up” to the desired mindset or perspective needed to perform useful  market research.  The second part of the course covers the “guts” of market research practice.  The third part of the class covers issues related to fair and accurate data presentation in market research.

