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Course Syllabus

Each course syllabus must contain the following elements.

Instructor Dr. Jamie Pleasant; Ph. D.______________________________________________

	Office Hours
	OFFICE HOURS: M.W.F. 12-1pm, Wed. 2-5pm, Fri. 2-6pm  

	Office Location
	OFFICE:  Clement Hall, Room  231

	Office Telephone
	404-880-6359

	Email
	jpleasant@cau.edu




Course Information (must be same as listed in Catalog)
	Course
Number/Sect
	Course Title
	Credit
Hours
	Semester
	Time
	Level
(U/G)

	CBUS 445
	01
	Marketing research
	3
	Fall 10
	T/Th1:40-2:55
	U

	Brief Description
	An examination 0f the principles of marketing research methods and analysis utilizing SPSS
		

	Prerequisites
if applicable
	Principles of Marketing, Statistics



	Course Description:
This course entails understanding, synthesizing and implementing sound marketing research skills in a real-world market place.  The student is expected to develop skills that will come from sound case analyses, research projects, computer SPSS software and class room exercises.


						







	Course Objectives:
Upon successful completion of this course, a student will be able to:
(1) understand the nature and scope of marketing research 
(2) master case analysis techniques and research data collection skills
(3) develop sound analytical skills and research design techniques exhibit practical marketing research skills in a real world environment









	Learning Outcomes:
More specifically, upon completing this course, a student will be able to:
1. Understand the role of marketing research within the firm and in the society.
2. Understand what marketing research functions are and be able to relate marketing strategic planning to national and regional markets.
3. Understand the role of marketing research in marketing information systems
4. Develop insight into the creative selection of target markets
5. Understand the importance of creating satisfying marketing mixes 
6. Know the role of the marketing manager: how the manager analyzes, plans, implements and controls marketing programs and evaluates consumer satisfaction.
7. Apply key marketing concepts to real world situations.
8. Analyze case studies utilizing theoretical guidelines.

ASSESSMENT: Learning outcomes will be assessed according to the following:

	Outcome
	Activity/Instrument

	1.
	Exam 1 

	2.
	Exam 1, Exam 2

	3.
	Exam 2,  

	4.
	Exam 2, case study, internet assignments

	5.
	Exam 2, case studies, 

	6.
	Exam 3, case study, research data analysis

	7.
	Case studies, Final Exam

	8.
	Written Case analyses; SPSS assignments, contributions to class discussions












	Teaching/Learning Methods: (lectures, videos, outside speakers, etc.)
Research conducted utilizing SPSS.  Class delivery will be a combination of lecture, class discussion and assignments, including Internet assignments. Videos and short case studies that accompany the chapters are also utilized to enhance the learning









	Grading and other policies and expectations:
Grading:
Event					Percent of Grade
Exams				               40
SPSS assignments/ partic.	                             15 
Research Projects			               20
Final Exam				 25
Total Percentage Points 		             100

Exams:	
Three (3) exams will be scheduled throughout the semester. A final exam will be given at the university scheduled times.

In-class mini Case discussions:
In-class mini cases will be given during the class with time to look at the case and prepare responses. This portion of the class meets the participation requirements and helps the student sharpen his/her case analyses skills. 

Written Cases:
Cases will be assigned and questions will be provided that must be answered thoroughly. The cases are to be typed and written in business writing only.  The format for the cases are as follows based on the Harvard Case Method:
I. Executive Summary
II. Statement of the Problem
III. Recommendations
IV. Implementation Strategies
V. Next Steps





Team Research Projects:
The class will be divided into teams and given an assignment.   The groups will have to (1) make a presentation accompanied with a (2) typed document written in research reporting form concerning the assigned project and (3) hard copy of actual presentation being given.  Please note that each team member will evaluate each other on participation and preparation of work.  I will provide the scoring sheet to each member of the group for this.  I will then average the ratings and it will count 20% of the individual grade of the team project component for each person. Thus, you will receive a team grade (70%) and a personal grade (30%) to determine overall grade of 20% per person.

Physical or learning disabilities:
If you have any disability that places you at a disadvantage compared to other students, please advise me as soon as possible to assure you an equal opportunity for proper accommodations.








	Required Texts & Readings:
(1) Basic Marketing Research, Naresh K. Malhotra & Mark Peterson; 2nd edition, Pearson/Prentice Hall, ISBN 0-13154865-4.

(2) “Advertising Principles: How to effectively reach African Americans in the 21st century”, Pleasant, Jamie T.; Biblion Publishing, ISBN 978-0-984374854
(This book will be used for Marketing Research Project Purposes Only  (available in CAU bookstore)








	Supplemental Readings/Additional Bibliography:










	Course Outline and Schedule: (dates, weeks, topics)
Class schedule:
Date			Event
Week 1	Intros., Overview of syllabus, Case Method Overview

Week 2	Chapter 1 

Week 3                               SPSS assignment #1 

Week 4                               Chp. 2,  SPSS assignment due 2/1
	
Week 5                               Chp. 2 & Chp. 3

Week 6	                             Chp. 3 &4,  Exam#1

Week 7                               SPSS   assignment #2, Chp. 5 

Week 8                               Chp. 5, SPSS assignment due 3/1 

Week 9                                Spring Break 

Week 10  	               Chp. 5,  research project reporting updates 

Week 11	Chp. 5 and 6, Exam #2, Team Project Assignment update
  
Week 12	Chp. 6, In-class mini case discussion, SPSS assignment #3
 
Week 13 		Chp.6 & 7,  SPSS assignment due 4/5

Week 14	Chp. 7 & 8, Exam 3

Week 15	Chp. 8, Team project presentations, SPSS assignment #4

Week 16	Chp. 9, Team project presentations, SPSS assignment due, Review for finals

 Week 17		Final exam week

Assignments:
All cases and projects must be TYPED and handed in at the beginning of class on the due date or they are officially late.  If the cases are late, a letter grade per day will be lost starting immediately past the beginning of the class deadline.  

Special cases:
If for some reason you are unable to make a quiz, exam or other assignment please notify me in writing, telephone call and email.  Always include your personal telephone number and email.  For deaths and surgeries, please include a telephone number and address of the deceased or injured party so I can call to wish my condolences etc. This is required being that I am concerned for all my students.
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