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MKTG 462 (CRN) 16656:  MARKETING RESEARCH 

Department of Managerial Studies 
College of Business Administration  

University of Illinois at Chicago  
Spring 2018  

COURSE INFORMATION 
  
 Instructor: V. James Grubisich   Phone: 312-848-2084…Email: vernong@uic.edu 

Time and Location: DH 330; M/W/F 1:00 PM – 1:50 PM 
 Credit Hours: 3.0 hours 

Prerequisites (Strictly enforced): IDS 270 Business Statistics I; MTKG 360 Introduction 
to Marketing 

 Office Hours: Following Class and By Appointment 
 
Note: There are two unlabeled ACCC labs on the fourth floor of SCE. SCE408 is the 
smaller room behind the elevators. Classes will occasionally meet at different locations 
(e.g., the Daley library IDEA Commons classroom). Refer to the latest announcement on 
Blackboard for updated information.  

 
When emailing me: 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, Assignment Y, Client Name)”. Emails are 
automatically sorted based on priority, with class-related emails at the top of the list. 
Emails should address the instructor using appropriate language and respect. Practice 
positive and professional communications skills. Refer to the communication protocol 
from UIC College of Business Administration Academic Advising Syllabus for further 
information. 

 
 
 
 
 
 
 
 
 
 
 
  

Communication Protocol 
 Due to privacy reasons, your UIC faculty and staff will communicate solely with your uic.edu 

email account. It is your responsibility to check your university email regularly to stay 
informed of opportunities, updates, and deadlines. 

 Include your full name and UIN in all email communication with UIC faculty and staff. 
 Professionally address all email correspondence. 
 Leave a voicemail on your first attempt to reach faculty and staff by phone. Clearly state your 

name, UIN, and a number where you can be reached. 



2 

 

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 you 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. 

 

 There is a Blackboard course website (https://uic.blackboard.com/). You should always 
check it for potential announcements the day before class.  

 
 
COURSE DESCRIPTION:  
 

The goals of the course will be for students to: 

(i) Acquire knowledge of concepts and techniques required to conduct marketing 

research, and 

(ii) Apply this knowledge in practice by solving real marketing research problems. 

 

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 

 

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 

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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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.  Working knowledge of the SPSS software is a 

valuable skill in marketing management, marketing research, and a variety of other managerial 

and technical/analytical positions. Previous students in this class have found this skill to be very 

helpful during job searches.   

 

As a result of taking this class, students should understand the steps in the process of designing 

a research study that yields relevant and accurate information for decision-making.   

 

This class will involve plenty of discussion and hands-on exercises. It is expected that you come 

prepared. Get and Stay Organized. Complete required readings and assignments (see course 

calendar and Blackboard announcements) prior to coming to class. I am confident that you have 

the ability to self-study some of the course material. Much of the class depends on your thorough 

preparation and active participation. At times, students will engage in the “flipped classroom” 

blended learning. This instructional method moves activities, including those that may have 

traditionally been considered homework, into the classroom. Students will be assigned to online 

lectures or other online materials, and will carry out research at home; then they will engage in 

guided discussions and exercises in the classroom. 

 

 
COURSE REQUIREMENTS 
 
Please write MKTG 462 assignment X, your name, (group number if it is group work), 
and date, in separate lines at the top of each assignment. An example is provided 
below. 
 
MKTG 462 Assignment 2 
FirstName LastName 
(Group 5) 
1/16/2018 
 
Semester-long Group Project: Each student will participate in a marketing research project, 
which will be completed in teams. Each team will choose a marketing topic that is of interest to 
the team as a whole.  Once teams are formed, you are required to be a fully collaborative and 
contributing member of your team throughout the semester (no free-riders or slackers 
permitted).  This means that you are to equitably share the workload and be fully engaged and 
participative in all activities related to conducting the fieldwork and analyzing and reporting on 
the research.  Each team will address a real-world marketing research problem or a business 
organizational topic of your choice.   
 
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.  
 

https://en.wikipedia.org/wiki/Blended_learning
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At the of the semester, each team will give a presentation to the class, reporting on the topic, 
research methodology, results, conclusions, and recommendations.  Group members will 
evaluate each other’s performance on the project. These evaluations are confidential and 
WILL affect the project grade for each group member.  
 
Individual Assignments: Individual assignments will be given throughout the semester. Turn 
in a hard copy of the assignment in class or complete it before the due date. Credit will be 
reduced for late assignments at a rate of 10% per school day. At times, you will receive individual 
assignments in class that are to be completed in class. If you miss the class, there will be no 
make-up for that assignment regardless of the excuse. At the end of the semester, the lowest 
grade from all individual assignments will be dropped; so, if you miss only one (1) in-class 
individual assignment, it will not affect your grade. 
 
Midterm Presentation: This will be a progress report on your team’s research project done in 
groups. It is different from the semester-long group project. A complete description will be 
provided to you two weeks prior to the first midterm project presentation. 
 
Exams: There will be two mandatory exams. They will consist of multiple choice, true or false, 
short essay questions and/or problems. 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.  
 
Class Attendance and Participation: Class attendance and participation are critical to the 
success of each student and to the course. Regular attendance is expected, and participation in 
class discussions will be rewarded. This will be a graded component of the class accounting for 
10% of your overall course grade.  
 
It is expected that you come to every class. Attendance is assumed, and absence will result in 
points deducted from the attendance and participation grade. I understand that “life happens” 
and that at times it will not be possible for you to attend the class. Hence, I will allow one 
unexcused absence (no questions asked) during the semester. Beyond that, the first two 
absences will each automatically result in a 1-point deduction in the attendance and participation 
grade. The third absence and each one after that will each result in a 1.5-point deduction, until 
all 12 points are deducted from the attendance and participation grade. For example, missing a 
total of 3 classes = 2-point deduction; missing 4 classes = 3.5-point deduction; missing 5 classes 
= 5-point deduction, missing 6 classes = 6.5-point deduction. So, if you earned 8 (out of 12) 
points for participation but were absent for three classes, you will receive 8-2=6 points for Class 
Attendance and Participation.  
 
If you miss a class, it is your responsibility to obtain, from a classmate, the materials presented 
and/or discussed in that class. Important announcements and assignments will always be 
available on Blackboard. So, missing a class is not an excuse for missing assignments given in 
that class. 
 
Assignments, exams, and presentations missed due to an unexcused absence may not 
be made up.  An excused absence is one that is provided to the instructor in writing and in 
advance of the class meeting that is to be missed. Written proof (e.g., doctor’s note, interview 
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invitation letter) is required. The ultimate decision as to whether an absence is excused lies 
entirely with the instructor. If you are late to a group presentation, you automatically lose a 
minimum of 10% of the presentation grade. Unless you gain written approval from the instructor 
one week prior to the presentation date, absence from a group presentation will result in a 
minimum of a 25% deduction from the presentation grade (even if you receive approval during 
the last week).  
 
In-Class Policies: 

 Be on time. If you come late to class and miss the attendance sheet, you can stay, 
work, and be instructed, but you will receive an absence. No exceptions. 

 Act professionally. 
o Treat all your peers, your instructor, and yourself with respect at all times. 
o Listen while others are speaking. 
o Be a willing participant for both your instructor and your peers. 
o Give feedback to peers in a constructive manner. 
o Approach conflict with peers or instructors in a cooperative manner. 
o Use positive and nonjudgmental language.  

 Use a name tent so I can keep track of your participation points. 

 Ask questions and take good notes.  

 Respect your partner’s or group members’ time when working on assignments.  

 Turn off your cell phone and tablet before class. 

 Computers and other electronic devices are not allowed during class, unless you 
are asked to take them out for an in-class exercise.  

 Disruptive behavior in class (e.g., using cell phone, chatting, reading irrelevant 
material) will result in a heavy penalty in participation grades.  

 
Course Evaluations: As a non-gradable, required assignment, students must complete a 
confidential online evaluation of the course known as an SIT evaluation at the end of the 
semester. These evaluations provide very important feedback to me and the college and will 
be used for course improvement. You will receive a confirmation email when you have 
completed the evaluation. Please email your Certificate of Confirmation to me PRIOR TO 
THE LAST DAY OF CLASS to provide proof of completion in order for me to issue your 
final grade for the course. Your answers will remain completely confidential and your 
identity will not be shared with me. 
 
GRADING POLICIES   
 
Course performance will be measured according to the following weightings: 

 

Midterm Exam 25% 

Final Exam 25% 

Midterm Presentation 10% 

Individual Assignments  10% 

Group Project  20%  

Attendance, Team Evaluations and 

Class Participation  

10% 

TOTAL 100%  
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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) 

 
 
ACADEMIC INTEGRITY 
 
This course and its associated coursework are being administered under the policies of the 
University of Illinois at Chicago (UIC) College of Business Administration Honor Code. All 
students are expected to respect and uphold the CBA Student Code of Ethics found on pages 
8-9 of the UIC Business Student Handbook:  
http://catalog.uic.edu/ucat/colleges-depts/business-administration/#j4 
 
In keeping with university policy, evidence of academic dishonesty may result in a failing 
grade for the course and disciplinary review by the University.  
Academic dishonesty includes, but is not limited to, cheating (giving or receiving aid), 
fabrication/falsification, plagiarism (including not accurately referencing source material), bribes, 
favors or threats, examination by proxy (taking an exam for someone else), grade tampering 
and submitting non-original works authored by someone other than the student. Refer to the 
student handbook or Student Disciplinary Procedures for definitions and details: 
http://www.uic.edu/depts/dos/docs/Standards%20of%20Conduct.pdf and 
http://www.uic.edu/depts/dos/docs/Disciplinary%20Actions.pdf 
For a complete review of UIC policies regarding intellectual integrity and academic honesty, 
please visit: http://www.uic.edu/depts/dos/conductforstudents.shtml 
 
 
ACCOMMODATION FOR STUDENTS WITH DISABILITIES  
 
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 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://www.uic.edu/depts/oaa/disability_resources/index.html. 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. 
 
SEXUAL HARRASSMENT 
 
UIC policy regarding sexual harassment can be found at: 
http://www.uic.edu/depts/oae/Harassment.html. 

http://catalog.uic.edu/ucat/colleges-depts/business-administration/#j4
http://www.uic.edu/depts/dos/docs/Standards%20of%20Conduct.pdf
http://www.uic.edu/depts/dos/docs/Disciplinary%20Actions.pdf
http://www.uic.edu/depts/dos/conductforstudents.shtml
http://www.uic.edu/depts/oaa/disability_resources/index.html
http://www.uic.edu/depts/oae/Harassment.html
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Class Schedule (SUBJECT TO REVISION) 
 

Date Topic Assignment 

Week 1 
1/17 - 19 

Course introduction 
Introduction to Market Research 

The Research Process 
Form Project Teams (Number and 

composition determined by enrollment) 

Ch. 1 & 3 
Team Project Topic Due 1/14 

Week 2 
1/22 – 26 

Problem Definition 
Qualitative Research 

Ch. 3 (Continued) & 6 

Week 3 
1/29 – 2/2 

Research Design 
Survey Research 

Ch. 4 & 7 

Week 4 
2/5 - 9 

Secondary Data Analysis 
Measurement 

Questionnaire Design 

Ch. 5 & 8 
Individual Measurement 

Assignment Due 1/14 

Week 5 
2/12 - 16 

Questionnaire Design (Cont’d) 
Work on Team Project Questionnaire 

 

Ch. 8 
Team Questionnaire Due 2/21 

Week 6 
2/19 – 23 

Sampling 
Determining Sample Size 

Ch. 9 & 10 
Prepare Team Midterm Project 
Presentations Due Weeks 7 & 

8 

Week 7 
2/26 – 3/2 

Managing Data Quality 
Team Midterm Project Presentations 

Ch. 11 
Begin Team Project Fieldwork 

Using Qualtrics – Fieldwork 
and Database Completed By 

3/30 

Week 8 
3/5 - 9 

 

Team Midterm Project Presentations 
(Cont’d) 

MIDTERM EXAM 

 

 
Week 9 
3/12 - 16 

Descriptive Statistics 
SPSS Practice 

Ch. 12 
SPSS Assignment Due 3/16 

 
Week 10 
3/19 - 23 

Statistical Inference 
Data Entry and Code Book 

Continue Practice with SPSS 

Ch. 12 

 
Week 11 
3/26 – 30 

 
SPRING BREAK – NO CLASS 

 

 
Week 12 

4/2 - 6 

Team Data Analysis Clean Your Data 
SPSS - Use Your Project Data 

 
Week 13 
4/9 - 13 

Basic Difference Tests 
T & Z Tests 

Differences Between Groups (Independent 
Samples) 

Analysis of Variance 

Ch. 13 
SPSS- Use Your Project Data  

 
Week 14 
4/16 - 20 

Association Among Variables 
Linear Regression 

Ch.14, 15 
SPSS – Use Your Project Data 
Begin Preparing Your Team’s 
Research Report Due Week 16  
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Date Topic Assignment 

 
Week 15 
4/23 – 27 

Preparing the Research Report Ch. 16 

Week 16 
4/30 – 5/4 

Team Project Research Reports  

 
Week 17 
5/7 – 11 

 
FINALS WEEK 

 
Final Exam TBA 

 
 
 
 
 


