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MKTG 462:  MARKETING RESEARCH 
Department of Managerial Studies 
College of Business Administration  

University of Illinois at Chicago  
Fall 2017  

 
COURSE INFORMATION 
  
 Instructor: Lagnajita Chatterjee 

Course Number & Title:  MKTG 462 Marketing Research 
Course Number (CRN): 12908 
Prerequisites (Strictly enforced): IDS 270 Business Statistics I; MTKG 360 Introduction to 
Marketing 

 Credit Hours: 3.0 hours 

 Time and Location: 2LCA A007, MWF, 2-2:50 pm 

INSTRUCTOR INFORMATION 
 

E-mail: lchatt3@uic.edu  
Office Location: University Hall 2208 
Office Hours: By appointment 

 

ANNOUNCEMENTS AND COMMUNICATION 
 
All announcements will be made through the blackboard. You will receive emails when new 
announcements are made on blackboard.  
 
I will respondent to all emails within 48 hours except on weekends when there might be a delay.  
 
When emailing, please use “MKTG 462 (Your Full Name)” as the subject line to ensure that it receives 
immediate attention. For group project-related emails, use “MKTG 462 (Your Full Name, Group X)”.  
 
 
RESOURCES/MATERIALS 
 

 Burns, Alvin C. and Ronald F. Bush, Marketing Research. Upper Saddle River, NJ: Pearson 
Prentice Hall. 8th edition. ISBN-13: 978-0134167404. ISBN-10: 0134167406.  

 

 SPSS, a statistical program, is required for data analysis. Students are strongly encouraged to 
purchase and install SPSS on their own computers. To find information about purchasing the 
SPSS license at UIC, please go to: http://webstore.illinois.edu/home/. SPSS workshop at UIC is 
highly recommended. For workshop schedule, please refer to: 
http://www.uic.edu/depts/accc/workshops/ 

 

 You will need to use an online survey program for group project data collection. UIC has 
purchased the license for Qualtrics so have free access. Please register for a Qualtrics account 
on www.uic.qualtrics.com before the end of week 2. Do NOT use the free account from 
www.qualtrics.com to collect survey data for your course work because you will not be able to 
download everything you need from there. 

 
COURSE DESCRIPTION  
 
This course is an investigation of the gathering, analyses and interpretation of information used in solving 
marketing problems. Both 

mailto:etang@uic.edu
http://webstore.illinois.edu/home/
http://www.uic.edu/depts/accc/workshops/
http://www.uic.qualtrics.com/
http://www.qualtrics.com/
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qualitative and quantitative methods are employed in developing an analytical framework. 
 
Overall, the course will introduce students to marketing research, its applications to managerial decision-
making, and emphasize research as an aid to problem-solving in marketing management.  The course 
will take students through all the steps in the process of conducting marketing research and using the 
obtained insights to make well-informed decisions. The specific objectives are to: 

 Develop the participants’ problem analysis skills and ability to translate a management problem 
into a feasible research question 

 Provide participants with a working knowledge of the concepts and methods of marketing 
research 

 Increase sensitivity to the biases and limitations of marketing data 

 Introduce students to the utility of the internet in conducting marketing research 
 
 
COURSE LEARNING OUTCOME 
 
By the end of this course, students should understand the steps in the process of designing a research 
study that yields relevant and accurate information for decision-making.  This class introduce students to 
the role of marketing research within the overall framework of a firm's promotional and marketing mix. To 
equip students with the theoretical, practical, quantitative, and analytical tools that they will apply to a 
marketing research project. 
 
These goals will be achieved through several means – lecture and discussion, case analyses, individual 
assignments, a midterm research project, and a semester-long team-based marketing research project.  
Lectures and class discussions will be designed to introduce concepts.  The marketing research project 
involves a real-world marketing research problem. It will give students the opportunity to apply knowledge 
acquired in the class and gain hands-on experience in using research techniques to solve managerial 
problems.  Students will also learn to use the SPSS software (an industry standard in the marketing 
research field) for solving specific research problems through data analysis.  
 
 
ASSESSMENT METHODS 
 
Semester-long Group Project: Each student will participate in a marketing research project, which will 
be completed in teams. This will provide hands-on experience and illustrate the concepts and methods 
discussed in class. You will collaborate with your teammates closely throughout the semester to solve a 
real-world marketing research problem. A complete description of this project will be provided separately. 
 
Periodic project assignments are due throughout the semester. They will help to pace the task and 
provide me the opportunity to give you timely feedback. At the end of the semester, a final report is due. 
 
 
Individual Assignments: Individual assignments will be given throughout the semester. At the end of the 
semester, the lowest grade from all individual assignments will be dropped; so, if you miss only one (1) 
individual assignment other than the final one, it will not affect your grade. 
 
Quizzes: There will be quizzes throughout the semester. The questions will be drawn from the class 
discussions, class materials, and textbook. Note that materials such as PowerPoint presentations and 
required readings that are posted on Blackboard WILL be covered in the exam, whether or not they were 
explicitly discussed during class time. There will be no make-up exams unless written approval is 
received from the instructor one week in advance. At the end of the semester, the lowest grade from all 
the quizzes will be dropped; so, if you miss only one quiz it will not affect your final grade. 
 
ATTENDANCE POLICY 
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Regular attendance is expected. Six unexcused absence will be allowed. After that, five points will be 
deducted from your final score for every missed class.  
 
POLICY FOR MISSED OR LATE WORK 
 
All assignments should be submitted on time using blackboard. The deadlines are included in the 
schedule. Once the deadline passes, 5 marks will be deducted from the assignment score for every day 
after the deadline. Exceptions will only be made if the student has any sort of emergency and has 
communicated with the instructor. 
 
 
POLICY FOR MISSED EXAMS 
 
In case a student must miss a quiz, he/she should seek permission from the instructor at least a week 
before for a makeup test. The allowance of a makeup test will be decided by the instructor at her 
discretion. In the case of an emergency, such as a death in the family, or illness the student would be 
required to bring documentation. 
 
 
EXTRA CREDITS 
 
You have the ability to earn 2% extra credit (6 points) via participation in the Department of Managerial 
Studies’ Study Pool or via the alternative methods on the Menu of Extra Credit Alternatives. Note that a 
student may not exceed 2% extra credit through participation in study pool research and/or research 
alternatives.  Complete information is on Blackboard. 
 
1.  Participation in The Department of Managerial Studies’ Study Pool 
 
The department of managerial studies’ study pool gives you an opportunity to participate in research 
going on in the department. A representative from the department will visit the class to give more 
information. 
 
2. Article Summary  
  
Using Harvard Business Review, The Economist, The New York Times, or the Wall Street Journal, find 1 
article published in the current semester on a topic relevant to the course you wish to apply the Study 
Pool extra credit toward. Write a summary of this article (approximatly one page single spaced) and 
explain how it relates to the course material. A copy of your article must be stapled to your summary. 
Please ensure your full name (First and Last), UIN, UIC Email address, and course number to which you 
are applying credit are on the document or you will not receive extra credit.  
If a student decides to complete any of the above extra credit alternatives, he or she must submit them, 
delivered in paper form, to Dr. Robert C. Liden’s mailbox on the 22nd floor of UH.  
 
 
3. Integritas Institute for Ethics Lecture  
  
Ethics in business is a growing concern and has been for some time. Integritas Institute for Ethics offers 
ethics lectures near campus several times per semester. To that end, alternative extra credit can be 
earned through attendance at one of these ethics lectures. The student must attend, and check in with 
the Integritas Institute director or his representative in order to indicate attendance. Date and lecture title 
should also be indicated.  
 
 
ELECTRONIC COMMUNICATION 
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Use of the social media, texting and checking emails is prohibited in class unless it is related to class 
activities because it distracts everyone else present in class. If you must communicate with anyone not 
present in class please step outside the classroom to do so. 
 
 
GRADES 
 
Grade Division 
 
 

Quizzes  6X10= 60 

Individual assignments 5X15= 75 

Final Individual Assignment 1X30= 30 

Group Project submissions  5X15= 75 

Presentation  1X20= 20 

Group information 1X5 5 

Class Participation 15 15 

Total  275 

 
 
Grading Scale 
 
Performance will be evaluated and grades assigned based on the following scale: 
 
A = 90% and above (Outstanding) 
B = 80% to 89.99% (Good) 
C = 70% to 79.99% (OK) 
D = 60% to 69.99% (Needs Help) 
F = Below 60% (Not Good / Fail) 
 
All grades are final and no discussion will be entertained 
 
 
 
COURSE SCHEDULE (tentative and subject to change) 
 
 
 

Week Day Dates Topic Readings Assignment Deadlines 

1 M 8/28 Introduction & Syllabus No reading   

 W 8/30 Introduction to 
Marketing Research 

Chapter 1   

 F 8/1 Introduction to 
Marketing Research 

Chapter 3a Group 
information 
submission 

Sunday, 11:59 pm 

2 M 9/4 No class    

 W 9/6 Problem Definition; 
Consumer Research 

and Advertising 
Research 

Chapter 3b   
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 F 9/8 Quiz 1 Chap 1 & 3   

3 M 9/11 Research Design Chap 4   

 W 9/13 Research Design Chap 4   

 F 9/15 GP-1: Research 
Problem Draft 1 

 IA-1 Sunday, 11:59 pm 

4 M 9/18 Data sources + 
Qualitative research 

Chap 5, 6   

 W 9/20 Qualitative research + 
Survey Research 

Chap 6, 7   

 F 9/22 Quiz 2, GP-1: Research 
Problem + 

Questionnaire 

Chap 4-6   

5 M 9/25 Measurement 
(Important!) 

Chap 8a   

 W 9/27 Measurement 
(Important!) 

Chap 8a   

 F 9/29 Questionnaire Design Chap 8b GP-1 Sunday, 11:59 pm 

6 M 10/2 GP-2: Questionnaire 
design feedback 

   

 W 10/4 Sampling: Introduction, 
Probability 

Chap 9a   

 F 10/6 Quiz 3, IA-2, GP-
2:Pretest, 

Chap 7,8 IA-2 Sunday, 11:59 pm 

7 M 10/9 Sampling: 
Nonprobability, 

Conclusion 

Chap 9b   

 W 10/11 Sample size Chap 10   

 F 10/13 GP-2,3: Pretest, Sample 
Size feedback 

 GP-2 Sunday, 11:59 pm 

8 M 10/16 Sample size Chap 10   

 W 10/18 Quiz 4, IA-3 Chap 9,10   

 F 10/20 No class  IA-3 Sunday, 11:59 pm 

9 M 10/23 Data Quality Chap 11   

 W 10/25 Data Quality Chap 11   

 F 10/27 GP-3: Codebook 
feedback 

   

10 M 10/30 Introduction to data 
analysis 

Chap 12a   

 W 11/1 Descriptive Statistics Chap 12a   

 F 11/3 Quiz 5, GP-4: Data 
cleaning 

Chap 11 & 
12a 

GP-3 Sunday, 11:59 pm 

11 M 11/6 Inferential statistics Chap 12b   

 W 11/8 Inferential statistics Chap 12b   

 F 11/10 IA-4,5 , GP-4: Data 
cleaning feedback, data 

analysis 

 IA-4, 5 Sunday, 11:59 pm 

12 M 11/13 Testing Group 
differences 

Chap 13   
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 W 11/15 Testing Group 
differences 

Chap 13   

 F 11/17 Quiz 6, GP-4: Data 
analysis feedback, 

results 

Chap 12b & 
13 

IA-6 Sunday, 11:59 pm 

13 M 11/20 Association Among 
Variables (a) (SPSS) 

Chap 14   

 W 11/22 Association Among 
Variables 

Chap 14   

 F 11/24 No class    

14 M 11/27 Linear regression Chap 15 GP-4 Monday, 11:59 pm 

 W 11/29 Quiz 7, IA-7,  GP-5: 
results & conclusion 

feed back 

Chap 14 & 
15 

  

 F 12/1 Final review    

15 M 12/4 Final presentations    

 W 12/6 Final presentations    

 F 12/8 Final presentations    

16 M 12/11   GP-5, IA-7 Monday, 11:59 pm 

 W 12/13     

 F 12/15     

Notation: 
GP: Group Project 
IA:  Individual Assignment 

 
ACADEMIC INTEGRITY POLICY  
 
As an academic community, UIC is committed to providing an environment in which research, learning, 
and scholarship can flourish and in which all endeavors are guided by academic and professional 
integrity.  All members of the campus community–students, staff, faculty, and administrators–share the 
responsibility of insuring that these standards are upheld so that such an environment exists.  Instances 
of academic misconduct by students will be handled pursuant to the Student Disciplinary Policy: 
http://www.uic.edu/depts/dos/studentconduct.html 
 
 
RELIGIOUS HOLIDAYS 
 
Students who wish to observe their religious holidays shall notify the faculty member by the tenth day of 
the semester of the date when they will be absent unless the religious holiday is observed on or before 
the tenth day of the semester.  In such cases, the student shall notify the faculty member at least five 
days in advance of the date when he/she will be absent.  The faculty member shall make every 
reasonable effort to honor the request, not penalize the student for missing the class, and if an 
examination or project is due during the absence, give the student an exam or assignment equivalent to 
the one completed by those students in attendance.  If the student feels aggrieved, he/she may request 
remedy through the campus grievance procedure. 
http://www.uic.edu/depts/oae/docs/ReligiousHolidaysFY20122014.pdf 
 
DISABILITY ACCOMMODATION 
 
Concerning disabled students, the University of Illinois at Chicago is committed to maintaining a barrier-
free environment so that individuals with disabilities can fully access programs, courses, services, and 
activities at UIC. Students with disabilities who require accommodations for full access and participation in 
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UIC Programs must be registered with the Disability Resource Center (DRC). Please contact DRC at 
(312) 413-2183 (voice) or (312) 413- 0123 (TDD). More information may also be found at the DRC 
Website located at http://drc.uic.edu/. 
Students requesting accommodation must provide each instructor with a letter outlining the specific 
accommodations requested for a specific course. These letters are developed by the DRC in coordination 
with the student and presented to the instructor by the student prior to the start of each semester.  
http://www.uic.edu/depts/oar/current_students/calendars/final_exam_schedule.html 
 
GRIEVANCE PROCEDURES 
 
UIC is committed to the most fundamental principles of academic freedom, equality of opportunity, and 
human dignity involving students and employees. Freedom from discrimination is a foundation for all 
decision making at UIC. Students are encouraged to study the University's “Nondiscrimination 
Statement”.  Students are also urged to read the document “Public Formal Grievance Procedures”. 
Information on these policies and procedures is available on the University web pages of the Office of 
Access and Equity: www.uic.edu/depts/oae. 
 
UIC RESOURCES 
 
If you find yourself having difficulty with the course material or any other difficulties in your student life, 
don’t hesitate to ask for help! Come to me, or if it is about an issue beyond this class, please contact your 
college advisors, or get help from any number of other support services on campus. You can get a 
referral to the right place, or help on the spot, from concerned advisor in the Undergraduate Success 
Center (USC) at usc@uic.edu.  
 
 
 
 
 
 


