
Marketing 468 – Real World Marketing Inquiry 

CRN 40694 

Fall 2016 

  

Instructor: V. James Grubisich   Phone: 312 848 2084   vgrubisich@gmail.com  
Classroom: 2TH 208 
M/W/F  12:00 – 12:50 PM 
Credit Hours: 3.0 hours 
Prerequisites: MKTG 462 and IDS 270 
Office Hours: Following class and by appointment 
 
Textbooks 

Real World Research, 3rd ed. Colin Robson, John Wiley & Sons, 2011 
ISBN: 978-1-4051-8240-9 
 
Marketing Research: An Applied Orientation, 6th ed., Naresh Malhotra, Pearson 
Prentice-Hall, 2009  ISBN: 10: 0136085431 

 
Assigned Reading Material Sources (Posted on Blackboard) 
Journal of Consumer Research, Journal of Market Research, Journal of Marketing, 
Harvard Business Review, On-line articles and publications 
 
Resource Material 

 Ethnography for Marketers, A Guide to Consumer Immersion, Hy Mariampolski, 
Sage Publications, Thousand Oaks, 2006 ISBN: 0-7619-6947-0 

 

 SPSS, a statistical program, is required for quantitative data analysis.  It is 
installed on UIC on-campus computers in most computer labs. Students are 
strongly encouraged to purchase a license and install SPSS on their own 
computers. SPSS statistics workshop at UIC is highly recommended to students 
who have difficulties with SPSS. For the workshop schedule, please refer to: 
http://www.uic.edu/depts/accc/workshops/. These classes are free and often fill 
up quickly.  Please register with ACCC immediately if you plan to take some of 
these classes in the statistics workshop series.   

 

 You will use an online survey program for some data collection. UIC purchased 
the license of Qualtrics.  UIC students have free access. To register, please fill 
out at least one Qualtrics account verification form per group. Have it signed by 
your advisor and turn it in on August 28. You are welcome to apply for multiple 
Qualtrics account per group but make sure you turn in at least one form on the 
due date. Once the request is approved by the CBA IT group, you can open a 
Qualtrics account online. 

 
  

http://www.uic.edu/depts/accc/workshops/


Course Overview and Objectives: 
This course focuses on qualitative, quantitative, and new media market research as 
actually performed for making marketing decisions in the organizational setting. It offers 
students a hands-on opportunity to apply the knowledge and skills of theory and practice 
acquired in prior Market Research courses in an advanced and real-world context. It is 
designed to provide students background and experience that will be beneficial to a 
career in Marketing and Market Research Management. Specific course objectives: 
 

1. Identify strategic marketing research questions that advance the business 
undertakings of an organization 

2. Integrate the resources and strategic priorities of the organization in designing a 
market research study 

3. Design exploratory and descriptive research using qualitative data 
4. Organize and implement data collection procedures to ensure timely, quality, and 

cost-effective data 
5. Select qualitative and quantitative methodologies that are appropriate to 

addressing research problems and issues 
6. Gain interviewing experience 
7. Design and analyze causal research 
8. Design screeners, complex qualitative discussion guides, and quantitative survey 

instruments 
9. Apply sampling techniques 
10. Perform analysis using advanced statistical techniques 
11. Prepare and present research reports that present findings in an understandable 

and actionable format for decision makers 
 
Grading: 

Exams: 2 @ 100 points     200 
Homework Assignments     100 
Attendance         50 
Class & Team Participation    100 
Qualitative Research Report and Presentation  100 
Quantitative Research Report and Presentation 100 
Total Points       650 

 
Assignment of Letter Grade 

A     90% of total points 
B     80% of total points 
C     70% of total points 
D     60% of total points 

 
  



Examinations: 
There will be two written examinations. The first exam will be comprehensive, covering 
material presented up to the midterm. The second exam will cover material presented 
from the midterm to the end of the course. 
 
A makeup examination will be given only if a student cannot attend for a valid university 
excused reason, and then only if the student receives permission from the instructor in 
advance. 
 
Class Structure and Participation 
Classes are a combination of lecture and classroom discussion, f ieldwork,  
analysis, and report ing. The lecture portion of the course will focus on principles 
and theoretical materials with application to marketing decision-making.  Classroom 
discussion is designed to explore concepts, methodologies, and analytical 
techniques in the context of the course project and what is done in the organization.  
Fieldwork provides the opportunity for hands-on experience in data collection, 
analysis, and reporting of results. 
 
Class attendance and participation are mandatory for you to succeed in this course. 
Regular attendance is expected and constitutes part of your course grade.  Class 
participation and preparedness are not just a function of reading and mastering the basic 
material, but being actively and fully engaged in discussion with your classmates and 
professor, and with your team mates in the course research project. Class participation 
requires asking questions, offering suggestions, and assisting teammates in all aspects 
of research design and execution. The discussion portion of the class is focused on 
applying and communicating your working knowledge of concepts, theory, and method 
into practice. You are expected to think and act analytically. You will also be required to 
present your research findings and recommended plans of action in a PowerPoint 
presentation at midterm and also at the end of the semester. You are expected to do as 
much work during and outside of class as you do to prepare for the class. Frequent 
questioning is the rule of thumb. Overall, the class format is intended to strengthen your 
knowledge and build experience so you can effectively utilize market research to support 
the decision-making process in your career. 
 
Research Reports and Presentations 
Students will analyze the data gathered in the fieldwork and prepare research reports with 
realistic recommended plans of action. Reports will be prepared and presented in 
PowerPoint format. A report and oral presentation of qualitative research will be made at 
midterm. A report and oral presentation of quantitative research will be made at the end 
of the semester. All team members are required to participate in report writing and making 
a standup presentation of the report and results to the class. Presentations will be a 
maximum of 40 minutes in length including Q & A to reinforce the idea that they should  
  



be concise, maintain listeners’ attention, and focused on the delivery of findings that are 
pertinent to research issues and making marketing decisions. 
 
Major Topics 
 
1. Research problem definition 
2. Strategic considerations in market research 
3. Research design options 
4. Qualitative research overview 
5. Depth interviews (individual and group) 
6. Ethnographic methods 
7. Qualitative data analysis 
8. Survey research 
9. Experimental research 
10. ANOVA testing 
11. Linear and multiple regression 
12. Conjoint analysis 
13. Social media market research 
14. E-marketing and mobile data 
15. E-marketing performance metrics 
16. Web analytics 
17. Ethical and legal issues 
18. Reporting research findings 
19. Presenting research findings 
 
 
Course Evaluations 
As a non-gradable, required assignment, students must complete a confidential online 
evaluation of the course known as a 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. Your answers will 
remain completely confidential and your identity will not be shared with me. 
 
 
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 Harassment 
UIC policy regarding sexual harassment can be found at: 
http://www.uic.edu/depts/oae/Harassment.html. 
 
 
Other General Information 
September 2, 2016 – Last day to complete late registration; last day to add a 
course or make section changes; and last day to withdraw from the course. 
Administrative Policy 
 
Requests for grade changes should be submitted in writing and will be 
considered only if the instructor made a procedural or administrative error. 
 
I will only assign an incomplete grade to students that have medical 
documentation showing that they were unable to complete more than 50% of 
the course assignments. 
 

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


Cell phones must be turned off and put away before entering the classroom. 
 
Computers, tablets and other electronic devices are not allowed during class unless 
permission is given by the instructor. 
 
It is expected that you come to every class unless otherwise noted. I understand that 
“life happens” and that at times it will not be possible for you to attend class. Therefore, I 
will allow for one (1) unexcused absence (no questions asked) during the semester. An 
excused absence is one that is provided by the instructor in writing AND in advance of 
the class meeting that is to be missed.  Written proof (e.g., doctor’s note, interview 
invitation letter) is required.  The ultimate decision as to whether an absence is excused 
lies entirely with the instructor. If you miss a class, it is your responsibility to inquire with 
a classmate for the material presented/discussed in that class. 
 
Once groups are formed, you must be a fully contributing member of your group.  This 
means that you are to equitably share the workload and be fully engaged and 
participative in all activities related to conducting, analyzing and reporting on the 
research. 
 
 
 
 
 
 
 
 
 
 
 
 
 
  



Class Schedule (SUBJECT TO REVISION) 

Date Topic Assignment 

Week 1 
8/22 - 26 

Course introduction 
Team creation & selection of research topic 

Market research in the real world 
Social and E-marketing research 

Generational, and ethnic/cross-cultural research 
Ethical & political considerations 

Robson: Ch. 1, 2 & 9 
Connor & Tucker articles on 

Blackboard 

Week 2 
8/29 – 9/2 

Problem definition & formulating research strategy 
Formulating research design 

Preparing the market research proposal 

Robson: Ch. 3, 4 & 15 
Malhotra: Ch. 2 

Goswami article on Blackboard 
Prepare team research proposal 

(Due 9/9) 

Week 3 
9/5 - 9 

LABOR DAY HOLIDAY 9/5– NO CLASS 
Formulating research design (Cont’d) 

Robson: Ch. 5, 6, 7 & 8 
Malhotra: Ch. 3 

Week 4 
9/12 - 16 

Conducting secondary research 
Sampling 

Designing the qualitative discussion guide 
Qualitative research techniques and 

methodologies, including IDIs, duos, triads, and 
focus groups 

Robson: Ch. 11, & 13 
Malhotra: Ch. 4 

Long article on Blackboard 
Conduct secondary research on 

team project (Ongoing) 
Prepare team discussion guide 

(Due 9/23) 

Week 5 
9/19 - 23 

Qualitative research techniques and methodologies 
(Cont’d) 

Ethnographic methodologies 
Web/Digital Marketing analytics 

Business Intelligence 

Robson: Ch. 14 
Malhotra: Ch. 5 

Johnston & Research News articles 
on Blackboard 

Begin qualitative research on 
team project (Report 

due 10/14) 

Week 6 
9/26 – 30 

Analyzing qualitative research data 
The data capture grid and analysis 

Robson: Part IV, V  & Appendix B 
Blunt and Kauner articles on 

Blackboard 

Week 7 
10/3 - 7 

Analyzing qualitative research data (Cont’d) 
Preparing the qualitative research report 

Robson: Ch. 16, 17 & 18 

Week 8 
10/10 - 14 

 

Qualitative Report and Presentations 
MIDTERM EXAM 

 

 
Week 9 

10/17 - 21 

Introduction to quantitative market research 
Sampling 

Designing the quantitative survey instrument 

Robson: Ch. 10 
Malhotra: Ch. 10, 11 & 12 

Bathia and Kaden articles on 
Blackboard 

Prepare team quantitative survey 
proposal 

(Due 10/28) 

 
Week 10 
10/24 - 28 

Conducting quantitative fieldwork 
Scaling techniques 

Robson: Ch. 12 & Appendix A 
Malhotra: Ch. 8. 9 &13 

Azzara article on Blackboard 
Prepare team quantitative survey 

instrument 
(Due 11/4) 

 

  



 

Date Topic Assignment 
 

Week 11 
10/31 – 

11/4 

Data preparation 
Frequency distribution and cross-tabulation 

Analysis of variance and covariance 

Malhotra Ch. 14, 15 & 16 
Cain, et. al. Article on Blackboard 

Begin survey research (Ongoing) 

 
Week 12 
11/7 - 11 

Correlation and regression analysis 
Discriminant and Logit analysis 

  

Malhotra: Ch. 17 & 18 

 
Week 13 
11/14 - 18 

Factor analysis, Cluster analysis, 
Multidimensional scaling and Conjoint analysis 

 

Malhotra: Ch. 19, 20, 21 & 22 
Schweidel & Moe and Tirunillia & 

Tellis articles on Blackboard 

 
Week 14 
11/21 - 25 

MaxDiff analysis 
Modeling and Path analysis 

THANKSGIVING HOLIDAY 11/24 & 25 – NO 
CLASS 

Malhotra: Ch. 23 
Argaez and Bryant articles on 

Blackboard 

 
Week 15 
11/28 – 

12/2 

Preparing the quantitative research report 
Quantitative Report Presentations 

Analysis & report due 12/2 

 
Week 16 
12/5 – 9 

 
FINAL EXAM 

 
Final Exam TBA 

 


