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Marketing Research: Tools and Techniques for Data Collection and Statistical Analysis

Professor Priya Raghubir

F695, (510)-643-1899; raghubir@haas; www.haas.berkeley.edu/~market/
Prerequisites:

Marketing Management: BA206

Business Statistics

This course assumes a good understanding of the basics of business statistics and applies them to marketing research to solve marketing management problems. Students are strongly encouraged to review their business statistics course from Fall 2004 and be familiar with the concepts of hypothesis testing, testing of differences in proportions and means, correlation and regression.

Required Materials

1).
Aaker, Kumar, and Day, Marketing Research, Wiley (7th Ed)

2) 
Marketing Research Project Manual, James Molinari, McGraw Hill Irwin, 1st edition, 2005

3).
Case Reader

PRIVATE 
Course Objectives


Marketing Research is an elective course following the core concepts of BA 206.  Marketing research is an organized way of developing and providing information for managerial decision-making. As the complexity of problems facing managers increases, so does their need for information. It is a near certainty that whatever functional area you enter, and what industry, you will come in close contact with market research.  The basic objective of this course is to help you conduct, purchase, and use research to make more effective business decisions. The course will be taught from the point of view of helping you be a marketing research producer.

· Producers of Information include the market research manager within a company who works with a market research agency, as well as those in a market research agency, and those who are vendors of information.  They need to convert the business problem of the user of information into a research problem that they can answer. They need to know what use information will be put to so that they can design their research appropriately. The kinds of decisions they need to make include:

· Whether to conduct primary market research to:

· Segment a market

· Choose a target market to start with and grow with

· Choose a product design

· Identify appropriate promotional methods

· Set prices and other elements of the marketing mix

· Evaluate customer satisfaction 

· Diagnose reasons for slow growth

· What research to conduct and how to design it:

· Exploratory: e.g., focus groups, in-depth interviews, projective techniques

· Descriptive: Cross sectional and longitudinal Survey Research

· Causal: Experimental research and test marketing

· How to select a sample and decide on sample size

· What questions to ask, and How to design and structure a questionnaire

· How to analyze the data collected and draw conclusions to answer business problems

The course objectives are to:

· Demonstrate how research results can be used to make different types of marketing decisions

· Provide an understanding of research methodology and the logistics of conducting research.

· Provide practice in implementing research to solve a real business problem.

We will achieve these objectives via Case Analyses, Lectures and In-class workshops, Guest lectures, and a Marketing Research project 

PRIVATE 
Grading Criteria

Mid Term Exam-1





15%



Mid Term Exam-2





15%


Class Participation in Case Discussions 



20%


Homework Assignments 




10%


Group Research Project





40%

Examinations. 


The first mid-term will be a take-home quantitative data analysis exercise. The second mid-term will be in class and have a mix of multiple choice, fill-in-the-blanks, matching problems, short questions, and mini-case analyses. Please ensure that you will be in town during the dates of the mid-terms.

Class Participation. 



Class participation is required and will be graded for case discussions only. I will not take attendance on any day except for days when we have a case to analyze where you will be graded on whether or not you made a positive contribution to the class discussion. (You are encouraged to keep track of your own attendance and participation in every case discussed). Students participating in class do at least one letter grade better than those that do not. Effective class participation requires you to:

· Prepare the assigned materials before the class session.

· Prepare every class. I do "cold call". (If you are not prepared, let me know before the class.) 

· Quality of participation is what counts: If you do not have a response, say so. Do not waste your classmates’ time. Monopolizing a class will backfire and will hurt your participation grade. If you find that you are raising your hand and I am not calling on you in a specific class, you may assume that I am interested in getting other people in class to contribute.

· Regularity in participation is expected.  Aim at participating in every case. Do not feel offended if I cut you off in the middle of a comment.

· Attending class is a necessary, but not a sufficient condition for participation credit.

· Come in on time and stay in the same seats through the semester

You may prepare cases with your group.  You may also use your group’s help to complete homework assignments that will be graded only on whether they are turned in on time.  

Homework assignments need to be handed in on time. It is important that you clearly label your assignment with your name. Assignments without a name will not be given credit. While homework assignments can be done in groups, each individual needs to submit his/ her own homework assignment to receive credit.  Do not submit assignments as a group.

Group Research Project. Form a group of 5 people. Your project will involve a number of sub-steps that have been laid out in the attached schedule, with grading criteria attached. Choose a project that allows you to walk through all of the steps – e.g., qualitative as well as quantitative data collection. You will present on one of three days: the date will be chosen using a lottery: you should plan on being in class on all class presentation days. Your report is due one week after the final presentations have been made.

PRIVATE 

Course Outline as On August 15, 2005: 

This may change, please follow in class announcements

Readings (Book chapters, Notes and Cases) should be completed Prior to Class.

Section 1: Whether to do Market Research and How to Use it. Key Takeaway: The Importance of Usable, Efficient, Valid and Reliable MR as a tool for Decision Making.

Week 1:
Introduction to Marketing Research




Reliability, Validity and Generalizability




The three research methods: Exploratory, descriptive and causal.

Note: “Backward” Marketing Research

Chapters: 1, 3, and 4

Week 2:
How to use Market Research for Customer Segmentation and Targeting

Note: 
Research Methods in Marketing

Case: 
TiVo (B): Consumer Behavior

TiVo appears to have a business problem.  What could be possible marketing problems?  What research could be done to identify what is going wrong with TiVo adoption?


Week 3: Statistics Review and Data Analysis workshop on segmentation and targeting

Chapters 16-19.

Homework: Exercises on Data Analysis. Case: PG & E (page 409, 494)

1. Describe the sample (use means, medians, modes, counts and percentages, as well as any other measure you feel appropriate to describe your sample).

2. What should PG&E’s target segment be? (That is, what demographic and psycho-graphic factors distinguish those interested in solar heaters versus those who are not).
3. What could PG & E do to encourage installation of solar water heaters?

a. Is the issue one of awareness? How will you determine this from the data? 

b. What percentage of people appear interested in the idea? 

c. What percentage of people just need to be prompted into purchase and what strategies would you use to persuade them to buy?

Week 4:
How to use Market Research for Product Design

Case: 
Introducing New Coke:

What went wrong with the most expensive taste test ever done? What were some of the limitations of the research process that compromised the validity and the reliability of Coke’s research process?

Could one have foreseen the problems?
In class exercise: Product Testing: Taste Tests

Week 5:
How to use Market Research for Promotional Design

Case: 
Boston Fights Drugs (A)

What are the threats to Validity, Reliability and Generalizability of this Research? 

1. Would you have selected focus groups as your research method? Why or why not? 

2. Evaluate the design of the prescreening questionnaires and the focus group interview protocols.

3. What do you think of the sampling plan? 

4. Are there data to support the team’s conclusions? Can alternative conclusions be drawn from the same data?
Case: 
Boston Fights Drugs (B)

Critique the experimental design.

Week 6:
Traditional and Contemporary Applications of Marketing Research 

Chapters 24 and 25.

Case:
Heineken N.V.: Global Branding and Advertising.

Evaluate the research.  What has been learned?  How can the Heineken brand be developed through marketing communications?
Week 7: Review and Mid Term

Mid Term 1: Take Home – Use the data set to identify customer segments and choose a target market.

Section 2: Research Methodology and logistics : Key Takeaway: Each design has its pros and cons –with each especially suitable for a given problem or situation. The ideal scenario is to mix and match designs sequentially or in a circular manner to gain the unique advantage each offers. The execution of a MR project requires as much care as its design: while questionnaire design is important for the reliability of results, sampling is key for generalizability. A mix of qualitative and quantitative measures allows rich analysis possibilities. The way in which a question is worded will affect the analyses that can be performed, and whether the MR questions can be answered.

Week 8:
Exploratory research

Chapter 8

Guest Lecture: Conducting Focus Groups

Week 9:
Descriptive Research

Chapter 9 and 10

Case:
Johnson Wax: Enhance

How well does ASSESSOR measure the impact of the marketing mix elements? Is its methodology appropriate given Sherman’s situation?

Week 10:
Questionnaire Design

Chapters 11 and 12

Homework: Critically analyze a questionnaire. 

· Identify a questionnaire of your choice (ideally choose something related to the company you are working with, e.g., their customer satisfaction questionnaire, a questionnaire of an earlier project they did) and critique it.  What do you like about it? What could be done better? You can submit the questionnaire with notes at the margins or write up your response. You may choose and discuss a questionnaire as a group, but each group member should write up their analysis separately.

Read Chapter 21: Data Analysis workshop on factor analysis and reliability

Week 11:
Sampling 

Chapters 14 and 15: Sampling

Week 12:
Causal Research

Chapter 13

In class exercise: Doing experiments.

Week 13: Review and Mid Term 2: In class. Based on Chapters 8 - 15. 

Weeks 14-15:
Complete Group Projects and In-class Presentations

Optional class in week 14 for those interested in advanced data analysis techniques: Multidimensional scaling and cluster analysis, analyses of covariance (ANCOVA), logistic regressions (regression where the dependent variable is a 0-1 categorical variable), discriminant analysis (where the DV is 0-1 and the predictors are scaled variables), mediation (3 different regressions/ ANOVAs) and moderation analyses (identifying interaction effects in an ANOVA). Chapters: 20-22.
Group Project Grading Sheet

	Deliverable
	Expectation
	Max. 

	1. Form groups and identify a business 
	This could be in any industry, any aspect of business.  Ensure they will cooperate with you.
	

	2. Identification of the business problem
	Your clients may need help in explicating their problem. Note: the company does not need to have a “problem” – but may need to make a decision. Many companies will simply want you to get a “feel” of their customers/ market. This is a good example of a company that needs help in identifying their problem. Ask them what they would like to do once they have this feel – introduce a new product, change prices, change advertising, etc. – with this decision focus in mind, it is fine to get a “feel” of the customers as you know what exactly you will do with this understanding – without it you are wasting your time and theirs.
	__/ 2

	3. Conduct secondary research
	Identify what information you can get without incurring the cost of primary research (5 points). Clearly include what you already know and what you still need to find out. Identify the gaps that primary data needs to fill (5 points).
	__/ 10

	4. Translate the business problem into a research problem
	Some problems are very large (e.g., market entry decisions) and need a research program. Convert the problem into sub-pieces that an individual project could tackle. Choose from the above list of primary data needs and make a decision as to which of those data needs YOU will satisfy.
	__/ 2

	5. Design a Research Plan
	Evaluate the various research methods to identify which of those would be most appropriate. Discuss the role of all three research methods at various stages of your research project and mention one strong reason as to why you are using one method over another (or are using a mix of methods).
	__/ 8

	6. Conduct exploratory primary research
	This could be a focus group or in-depth interviews. Use a small convenience sample (n < 10 is adequate). Provide details as to what the primary goal of the exploratory research is (e.g., is it to identify later research directions, is to get complementary data to help with understanding quantitative results, is to assess whether a questionnaire to be fielded later is comprehensive in the issues it deals with, etc.). Provide a written script of the focus group/ IDI questions. You must code the data and present the qualitative responses in both qualitative and/ or quantitative form. At the end, evaluate what you learned from the exploratory research and how this will specifically help you design your descriptive or experimental research.
	__/ 20

	7. Design a questionnaire
	For survey or experimental research. You should have an introduction (2), ask the right questions (6), in the proper order (4), worded correctly (4), using suitable open-ended/ closed-ended scales (4). BE SURE THAT THE QUESTIONS YOU ASK AND THE MANNER IN WHICH YOU ASK THEM WILL ALLOW YOU TO DO THE ANALYSIS YOU WOULD LIKE TO DO AND ARE REQUIRED TO (See point 11 below).
	__/ 20

	8. Pretest the questionnaire
	Use a small convenience sample (n = 2-5). Record the changes made (if any) in the questionnaire.
	__/ 2

	9. Identify sampling method
	Justify your choice of method of choosing the sample (convenience/ mall intercepts/ etc.: 2), assess sample size required, and include an estimate of costs of conducting the entire study (2). List the limitations of your sample and be specific what aspect of your conclusions this affects (and why this is still ok to do in terms of time and person costs versus research benefits: 2 points).
	__/ 6

	10. Conduct a “pilot” (or full) study 
	Depending on sample requirements, conduct the full-scale research, or simply a “pilot.” (n ˜100)
	

	11. Analyze the data
	Use STATA, SPSS or similar package for descriptives, frequencies and cross-tabulations (between two or more variables). You will be graded on the correctness and comprehensiveness of your analyses.

Hypothesis testing methods should include the following: 

1. Tests of mean differences (t and z tests to examine differences between 2 groups for a construct, Analysis of variance to examine differences between 3 or more groups, and paired t-tests to examine whether a group differ between two different constructs: such as importance of price versus importance of quality);  

2. Tests of proportion differences in the count of number of people in a group (binomial z tests for two groups, and chi-squares for more than 2 groups).

3. Correlations (between two variables), factor analyses (to assess whether a group of items all tap into the same construct), and scale reliability (to assess the extent to which indices – such as overall satisfaction -- based on a group of items are correlated to each other within the scale). 

4. Regressions (assessing the extent to which a range of predictor variables, e.g., attitudes, can predict a dependent variable such as purchase intention, the sign and the magnitude of the relationship).
	__/ 20

	12. Write a research report and identify research limitations.
	10 pages + exhibits.  Address to what extent, and how the research helped answer the business problems. Make recommendations to your client based on the research you have done. You are not expected to have conducted the perfect research.  You are expected to know its limitations, without which you will not know how much in error you may be. You may include areas of future research if they are required.
	__/ 10

	Present the research.
	In class: 10 minutes per group (+ additional 5 minutes for set-up and questions and answers).  All group members do NOT need to present.
	


