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INTERNATIONAL UNIVESITY OF JAPAN 
Graduate School of International Management 

Marketing Research – MKG 4020 Gurumurthy Kalyanaram (GK) 
Fall 2014  Office Hours:  By Appointment 

gkalyan@iuj.ac.jp (primary) 
kalyan@alum.mit.edu (alternate) 

SYLLABUS 
Description & Objectives of the Course 
The purpose of this course is to provide a managerial perspective on the principles, practices and tools 
of market research. It is intended for marketing managers who will be using market research rather than 
doing the market research. Topics will include market research in both the consumer and industrial 
markets, with a focus on practical applications. The role of marketing research in developing and 
maintaining strategies in the business-to-consumer and business-to-business spaces will be analyzed and 
discussed. Major areas of focus:  

• market research concepts and terminology; the role of market research in the organization
• problem definition and research design evaluation
• data collection methods and related instruments
• data analysis methods and procedures
• report presentation skills

The key objectives of this course: 
• help the graduate student to become conversant in the general concepts and terminology of

market research 
• develop an understanding of the uses and limitations of various research methods
• create an appreciation for the strategic and practical issues of market research
• develop an interest in pursuing further study in market research

Required Text 
• McDaniel Jr., Carl and Roger Gates (2012) Marketing Research, 9th Edition Int'l student ver., John 

Wiley &Sons, Inc., (ISBN: 978-1118112717) 

• Cases will be placed in the Class Folder

PLEASE NOTE THAT ONLY INTRODUCTORY ELEMENTS OF TOPICS WILL BE 
COVERED.  So, the textbook chapters will be covered in a limited manner. 

Useful Outside Readings 
To keep up with on-going developments in the field of marketing research, students are 
encouraged to read, in addition to the assigned text, periodicals that report on current 
developments in the marketing field. The in-class experience will be enhanced if students raise 
interesting situations and problems in class. Following are some of the available periodicals: 
Advertising Age, Journal of Advertising Research, and Journal of Advertising. In addition, The 
Wall Street Journal, Business Week, Forbes, Fortune, Dun’s Review and other general business 
publications frequently present articles of interest from a marketing strategy perspective.  
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Grading 
 
Course grade will be based on completion of the following:  

• Case Analyses (2@15% each) 30%  
• Group Project 45%  
• Class Participation 10% 
• One Individual Examination 15% 

  
Case Analysis Exercises (2 @ 15% each): The student will be responsible for submitting two 
individual critical analyses of two different cases.  Critical analyses must be a maximum of three pages 
in length. The student will identify the research problem and present a research approach to determine 
discuss a viable solution based on your analysis of the case. The general structure of all critical analyses:  

• Describe the business situation, including the macro-environmental and micro-environmental 
conditions facing the organization.  

• Develop the research problem statement: the hypothesis to be tested.  
• What alternative methods may be used to test the hypothesis in the research problem? Present 

each alternative in sufficient detail to give the reader an idea of why it may be effective.  
• Recommend one or more alternatives for testing the hypothesis. Inform the reader of your 

reasons for these recommendations.  
• Describe how you would address the issues of validity and reliability for your selected research 

method.  
 
Group Project (40%): Each student will participate in a group, and work on a marketing research 
project to be identified and defined by the Group.  See Appendix for additional details. 
The grading will be based on both the quality and credibility of the analyses, and the coherence and 
structure of the presentation. 
 
There will be an in-class presentation on October 6th.  The written report (no more than 12 pages, 
excluding Appendices) will be submitted no later than October 20th. 
 
The in-class presentation will carry 10% and the written report will be weighted at 35% 
 
Class Participation (10%) is required for effective learning.  You are required to at least read the book 
chapters assigned for the day of the class. 
 
Final Examination (20%) will be a take-home examination.   
 

  



Marketing Research, MKG 4020  Professor Gurumurthy Kalyanaram (GK) 

3 
 

 
CLASS TOPICS and ASSIGNMENTS (subject to changes) 

Sessions 1 and 2 
Introduction 
The Role of Market Research; Application to Decision Making  
“The Role of Marketing Research in Management Decision Making” McDaniel & Gates (M&G) Chapter 1  
Class topics: The nature of marketing; market research principles; sources of market intelligence  
Market Research Process; Causal Designs  
“Problem Definition, Exploratory Research and the Research Process” M&G Chapter 3 and “Secondary 
Data and Databases” M&G Chapter 4  
Class topics: Exploratory techniques; qualitative data  
Exploratory Research; Framing the Research Problem  
“Qualitative Research” M&G Chapter 5  
Class topics: Secondary market data sources; primary qualitative data sources  

Group Project:  Formation of groups and discussion of topics 
 
Sessions 3 and 4 
Descriptive Statistics; Data Analysis Techniques  
Oct. 4 “Primary Data Collection: Observation” M&G Chapter 8 and “Primary Data Collection: 
Experimentation and Test Markets” M&G Chapter 9  
Class topics: Determining data “normalcy”; non-parametric techniques  
Conclusive Research; Advanced Techniques  
“The Concept of Measurement” M&G Chapter 10 and “Using Measurement Scales to Build Marketing 
Effectiveness” M&G Chapter 11  
Class topics: Parametric techniques; univariate tests of means; multivariate statistics  

Zara Case Due in Session 3 
 
Session 5 and 6 
Categorical, Ordinal, Interval and Ratio Data; Data Scales  
“Questionnaire Design” M&G Chapter 12  
Class topics: Objective data; loaded and double-barreled questions  
Sampling Techniques  
“Sampling Size Determination” M&G Chapter 14  
Class topics: Random vs. non-random sampling techniques  

Mayo Clinic Case Due in Session 6 
 
Session 7 and 8 
The Data Analysis Process  
“Statistical Testing of Differences and Relationships” M&G Chapter 16  
Class topics: Hypothesis testing; statistical significance  
 
Analyses of Association  
 “Bivariate Correlation and Regression” M&G Chapter 17  
Class topics: Correlation analysis; uses and limitations  
 
Sessions 9 and 10 
Group Project Oral Presentations   
 
PLEASE NOTE AGAIN THAT ONLY INTRODUCTORY ELEMENTS WILL BE COVERED.  So, the 
textbook chapters will be covered in a limited manner. 
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Appendix 
 
THE GROUP PROJECT 
 

The project is intended to provide you with first-hand research experience and to illustrate the 
concepts and methods discussed in the classroom.  The project involves the following stages: 
 
(a) selecting a topic, 
(b) finalizing a Project Proposal, 
(c) designing a questionnaire, 
(d) collecting and analyzing the data, and  
(e) writing the project report. 
 
Topic Selection 
 

Your project should address some marketing problem faced by an existing organization.   The 
organization must be real (not “made up”) but the marketing problem may be defined by you as any 
issue that the organization might potentially want to conduct research on.  Assume that the organization 
(which could be a commercial or non-profit or government organization) is your client and you are 
consultants hired to advise them as to the appropriate course(s) of action to take.  You should pick 
organizations or products that you are familiar with. 
 The marketing problem may be defined broadly: for example, “how to increase customer 
satisfaction” or “how to increase sales”.  Or it may be more specific, referring to certain marketing 
decisions or actions that are being considered, for example: “whether to launch a new product” or 
“whether to target the student market”. If you choose the former approach, use the qualitative research 
to identify the appropriate decisions before conducting your survey.  Remember that the overall goal of 
your research is to make recommendations to management that will help resolve the marketing problem.  
Therefore you must identify the appropriate actions for management to consider, and use your research 
to evaluate them. 

Once the marketing problem and decisions are identified, define appropriate research objectives 
for the primary research.  The research objectives are the broad goals of the research (e.g., “to estimate 
demand for the new product”) or the key questions that the research will answer (e.g., “which product 
configuration will be most appealing to consumers?”).  Finally, you must identify the information needs, 
which are specific pieces of information corresponding to the research objectives (e.g., “perceptions, 
preferences and purchase intentions for alternative product configurations”).  This sequence (Marketing 
problem & decisionsàResearch objectivesà Information needs) constitutes the problem definition 
stage of the project. 

To take another example, if the marketing problem is, “how can we increase market share?”, two 
possible marketing decisions might be “should we target the young adult segment for our product?”, and 
“how should we position the product for this segment?”.  The corresponding research objectives would 
be to determine the level of demand in that segment and the appropriate positioning and marketing mix 
for that segment.  The researcher can then identify the specific information needs (e.g., level of 
awareness, perceptions, preferences, frequency of purchase, likelihood of purchase etc.) that will help to 
select the appropriate target segment and marketing strategy. 
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Such segmentation/positioning studies are among the most common in marketing research.  
Segmentation studies typically seek to answer questions such as: what types of consumers buy this 
product and how do they differ from those who do not buy it?  Are heavy users of the product different  
 
from light users and is a different marketing strategy required to attract them?  Positioning studies (also 
sometimes known as image studies) seek to determine how present and/or potential customers perceive 
the firm’s products compared to those of its competitors, and how important the different product 
attributes are to consumers. 

Before deciding on your topic, there are two key criteria that you must consider: 
(a)  Can the marketing decision or problem be adequately addressed by your survey?  Some 
marketing problems or decisions may require data from experiments or observation, rather than 
from surveys; for example, evaluating the effects of an increase in advertising expenditure or a 
new ad campaign on sales would best be done by an experiment rather than a survey.  Similarly, 
measuring market share would be best achieved by observation of actual purchases.  Other 
marketing problems may require resources that you do not have; for example, testing consumer 
reactions to new food/beverage products requires product samples or prototypes (although in 
other categories a written description and picture of the product may suffice). 
(b) Will the respondents in your proposed study be easily accessible?  If your project requires 
you to spend a lot of time finding respondents, you may not be able to complete the data 
collection in the time available (this is similar to the budget and time constraints that apply in 
real-world studies). 

  
Project Proposal 

The final project proposal should include the following sections: 
Organization, product and market: a brief description of the background to the problem 
Marketing Problem: the problem or decisions facing the organization; this is the reason the research is 
being conducted 
Research Objective(s): the broad objectives or questions that the research will address 
Information Needs: specific pieces of information that you will obtain through your survey; these are 
derived from the research objectives and ideally will correspond closely to the questions to be asked in 
the survey. 
 
Questionnaire Design 

This should be based on the research objectives and information needs specified in the Project 
Proposal.  
 
Data Collection and Analysis 

The questionnaire must be administered to at least 30 respondents.   Note that this need not be a 
random sample or even a representative sample of the target population.  A convenience sample may be 
used (if you feel that you will have trouble finding the required sample size, please discuss this with 
me).  You may do the survey online. 

You may Qualtrics for on-line data collection and simple analysis such as means and frequency 
distributions for each variable, consisting of cross-tabulations, correlations, and t-tests.   
While conducting the analysis, keep the organization’s marketing problem and decisions in mind.  Make 
sure to do whatever analysis is needed to formulate recommendations that will achieve this goal. 
 
Present a Written Report  
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The report should be a Word or PDF document, no more than 12 pages in length, excluding the 
Appendices.  (Note: Powerpoint presentations are not acceptable).  The report must be consistent with 
the project proposal. 


