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I. Introductory Information
A.
Department Name:
Business Administration, Computer Science, and Information










Technology

B.
Department Catalog Number:
MRKT410
C.
Course Title:

Marketing Research
D.
Semester Hours of Credit:  
3
E.
Clock Hours per Week:

3
F. 
Overlays:
None
G.
Restrictions Upon Student Enrollment:
The course is restricted to students who have completed MRKT200 and MATH107 or another basic statistics course.
II. Description of the Course
Reinforces and extends student knowledge of the theory and application of marketing research. Students will learn how to conduct marketing research (i.e., the systematic and objective process of generating information to aid in making marketing decisions). They will identify what information is required, design the best method for collecting information (both online and off), manage and implement the collection of data, analyze the results and communicate the findings and their implications.
III. Exposition
A.
Objectives: 
Upon completion of this course, students will be able to do the following:

1. Demonstrate knowledge of marketing research designs and understand which should be used to satisfy different needs. 
2. Apply knowledge of marketing research to the advantage of a business or non-profit organization.

3. Conduct on- and off-line market research. 
4. Conduct qualitative as well as quantitative market research.

5. Use descriptive and univariate statistical analyses to analyze and interpret results from marketing research.

B. Activities and Requirements: 
Student performance against the objectives in section A will be assessed through the following:
1. Participation in classroom discussions and group projects.

2. Analysis of case studies.
3. Examinations.
4. Completion and submission of application projects in each of the following areas:
a. Use of secondary data 
b. Qualitative research design
c. Quantitative survey design
d. Online research design
e. Statistical analysis of research results
C. Major Units and Time Allotted:
1. Marketing research / an overview











(3 hours)

2. Beginning stages of the process











(6 hours)

Problem definition, qualitative tools and digital 

sourcing of secondary research

3. Research designs for collecting primary data







(9 hours)

Survey, observation, and experimental design

and test marketing

4. Measurement concepts














(9 hours)


Including attitude measurement and questionnaire



design











5. Sampling size, design and fieldwork










(9 hours)
6. Data analysis and presentation












(9 hours)
Editing, coding, statistics (descriptive and univariate), 
and research reporting and follow-up

























Total

     45 hours
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IV.
Standards
Evaluation will be based on grades achieved on examinations, class participation, and assignments.

V. Rationale and Impact
A. 
This proposed course is being developed to provide business students with the background and knowledge necessary to design, conduct and analyze research that answers marketing problems.
Marketing is generally perceived as part art and part science, with marketing research providing the scientific part of the discipline. Today the financial stakes are too high to develop marketing and/or advertising campaigns that aren’t first grounded in research on consumer desires and expectations then pre-tested and post-tested. Students will learn where and how to explore secondary research to determine if primary research is necessary. They will learn the wide array of primary research types, from qualitative to quantitative, and how to determine which will best suit different company needs. They will learn how to design a marketing research study, taking into account the problem, the budget, and how the results could be used to increase company sales. Students will learn questionnaire design and how to select the appropriate sample type and size. Once a study is complete, students will learn how to analyze the results, using statistical methods most prevalent in marketing research. Finally, students will learn how to communicate the results to marketers and to management in the most beneficial manner.
In the year 2000, approval was granted for a marketing concentration to accommodate a growing number of students who are requesting marketing and to make LHUP attractive to high school students interested in marketing careers. In 2007, marketing faculty was hired to further this goal. This course proposal is the third upper level marketing course to be added. 
Marketing research is the one (and only) course required by all universities offering a marketing degree or concentration, including other state universities in Pennsylvania as well as LHUP competitor colleges in Williamsport.
B.
The course is designed for junior/senior level students who have completed the principles course in marketing and a basic statistics course. Enrollment is open to all students who meet the prerequisites. It will serve as a major elective for students in Business Administration.  It will become a core requirement in the Marketing concentration once the concentration is developed.  
C.  The course will have no impact on other departments.  
VI. Cost and Staff Analysis
A. This is a new course and will be taught with existing faculty. It will require a library subscription to Media Mark Reporter, which will cost $1,000/year for 35 simultaneous users. Discounts are available for multiple year contracts. Note that this database is one of the most desirable for all marketing students, and would therefore also be used in MRKT300. Other than the $1,000/year fee, this course will have no additional impact on University resources.  
B. The course will be offered every two years.  
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