KING FAHD UNIVERSITY OF PETROLEUM AND MINERALSPRIVATE 

College of Industrial Management

Department of Management and Marketing

MKT 345 MARKETING RESEARCH

SECOND SEMESTER 2007-2008 (072)

CLASS TIMINGS: 

SECTION 01: UT  8:30 - 9:45 a.m.



SECTION 02: UT  10:00 - 11:15 a.m.
	PRIVATE 
Instructor:

Office No.:

Email:
	Dr. Alhassan G. Abdul-Muhmin

Building 24, Room 207

alhassan@kfupm.edu.sa
	Telephone:

Office Hours:
	860 - 4265

U.T. 11:15a.m. - 12:15 p.m. and by appointment.

	Textbook:
	Zikmund, William G., and Babin, Barry J., Exploring Marketing Research, 9th Edition 2007; Mason, OH.: South-Western.



	Course Objectives:
	This course is designed to introduce you to the concepts, principles, and techniques used in gathering, analyzing, and interpreting information for marketing decisions. Its main focus is in developing your understanding of marketing research techniques so that you are capable of: a) functioning effectively as a market researcher, and/or b) effectively evaluating market research reports for marketing decision making. Material covered will include the role of marketing research in marketing decision-making, research design methods, measurement and construction of research instruments, sampling design, data collection methods, data analysis, and how to report research results.



	Course Work:
	Coursework will consist of lectures, quizzes, and a term project. You re expected to actively participate in discussions during lecture sessions. Therefore, prior to each class meeting, you should read relevant sections of the text, and prepare notes for participation in the discussions.

For the term project, you will be required to carry out empirical research on a marketing topic to be agreed upon in class. The whole class will work on the same project but you will be required to submit an individual research report. The topic and other requirements of the project will be discussed in class and presented in a separate handout at a later date. 

Note:  The project report will be a strictly individual effort. No negotiations on this!!!



	Attendance Policy:


	University regulations on attendance will be followed strictly. This means that if you accumulate more than 6 unexcused absences you will receive a grade of ‘DN’. Excuses for officially authorized absences should be presented to me not later than one week after you have resumed class attendance. No lateness will be tolerated. If you arrive after the roll has been called you will be marked ‘late’, and two ‘lates’ will equal one unexcused absence.



	Grades:
	Grades will be determined from three non-cumulative exams, four quizzes, homework assignments, and the term project. The distribution will be as follows: 

Exam # 1 = 20%;           

Exam # 2 = 20%;            

Final Exam = 20%;

Term Project  = 20%;   

Assignments = 10%;      

Quizzes = 10%.

	Grading Policy:
	Average.


TOIPICAL OUTLINE 
	PRIVATE 
DATE
	TOPIC
	READINGS

	Feb. 17 & 19 
	The Role of Marketing Research
	Ch. 1; pp. 83-85

	Feb. 24
	The Marketing Research Process
	Ch. 3

	Feb. 26
	Exploratory Research Methods: Qualitative Research
	Ch. 6

	Mar. 2
	Quiz # 1 on MAR. 2 (Chs. 1 & 3)
Problem Definition & the Research Proposal
	Ch. 5

	Mar. 4 & 9
	Research Design: Survey Research
	Ch. 8

	Mar. 11
	Introduction to Data Analysis with SPSS
	Handouts

	MAR. 16
	FIRST MAJOR EXAM
	CHS. 1, 3, 5, 6, 8 & pp.  83-85

	Mar. 18
	Survey Research: Communication Methods
	Ch. 9

	Mar. 23 & 25
	Introduction to Measurement
	Ch. 13 

	Mar. 30 & Apr. 1
	Attitude Measurement and Measurement Scales
Quiz #2 on APRIL 1 (Chs. 9 & 13)
	Ch. 14

	Apr. 6 & 8
	Questionnaire design
	Ch. 15

	April 12 & 16
	Midterm Break
	

	Apr. 20
	Secondary Data Research
	Ch. 7

	Apr. 22 & 27
	Data Management: Editing and Coding
Quiz # 3 on APRIL 27 (Chs. 14 & 15)
	Ch. 19

	APRIL  29
	SECOND MAJOR EXAM
	CHS. 7, 9, 13, 14, 15

	May 4 
	Data Analysis & Interpretation: Univariate Analysis 
	Lab session & Ch. 20

	May 6
	Bivariate Data Analysis & Interpretation: Cross-tabulation & Chi-square Goodness-of-fit
	Lab session & pp. 546-539

	May 11
	Bivariate Data Analysis & Interpretation: Analysis of Variance (ANOVA)
	Lab session & pp. 557-563

	May 13
	Bivariate Data Analysis & Interpretation: Correlation & Regression
	Lab session & Ch. 23

	May 18 & 20
	Research Design: Experimentation
	Ch. 11

	May 25 & 27
	Sampling
	Ch. 16

	June 1
	Communicating Research Results/ Ethical Issues in Marketing Research

Quiz #4 on JUNE 1 (Interpretation of SPSS statistical output)
	Ch. 25 

	June 3
	Ethical Issues in Marketing Research
	pp. 85 – 99

	JUNE 7 - 18
	FINAL EXAM
	Chs. 11, 16, 19, 25, pp. 85-99 and interpretation of  SPSS statistical output


NOTE: The order of chapter presentations has been deliberately structured to ensure early coverage of material that will be needed during the beginning phases of the class project (such as survey research, measurement, questionnaire design, and data analysis).

 LIST OF ASSIGNMENTS

	#
	ASSIGNMENT
	DUE DATE

	1
	Compile a list of companies in Saudi Arabia that provide marketing research services. For each company include the following:

· Name

· Address/URL

· Ownership (Wholly Saudi-owned; subsidiary of multi-national; etc)Classification (Full service, limited service, etc)

· Types of services provided (including name of syndicated services provided)

· Any other relevant information you may want to add

NOTE: You may want to consult available industrial directories, the Internet, or any other sources from which you are likely to get the information)
	

	2
	Conduct a search of the electronic databases of KFUPM library to identify academic articles about marketing-related issues in Saudi Arabia. Review 10 of these articles and provide the following summary information about each:

· Article reference (Authors, Title, Journal Title, Volume #; Issue #, and pages)

· Type of research (basic or applied)
· Type of research design (Exploratory, descriptive, causal, or combination)

· Major conclusion from the study
	

	3
	Exploratory research assignment for class project – Details will be provided later
	


