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 UNDERSTANDING CUSTOMERS AND MARKETS THROUGH RESEARCH 
Mgmt X461.1 (3 units) 

Summer 2008 
 
Instructor:  Matthew Disston, DMG Economics    (949) 858-8069 
Lectures: July 8, 2008 – September 9, 2008 

6:30pm - 9:30pm 
 
Course Description 
Overview of marketing research.  Marketing research and its applications as input to 
management and policy decisions.  Problem definition.  Research purpose and objectives.  
Secondary, qualitative and quantitative research.  Study design, sampling, experimental 
techniques.  Questionnaire design, data collection, analysis, interpretation. 
 
Course Objectives 
The major objectives of the course are to provide a conceptual and pragmatic understanding of 
the research process and its role in aiding market planning.  Specific objectives are to: 
 

• Develop participants' abilities to translate management problems into feasible 
research objectives 

• Familiarize participants with the marketing research process, covering: problem 
definition, research design and implementation, data collection and analysis. 

• Provide illustrative case studies to develop in participants a working knowledge 
of concepts and methodology which are integral to the analytical framework of 
market research. 

• Explore applications and characteristics of secondary market information, 
identifying exemplary sources. 

• Develop sensitivity to biases and limitations inherent in market research. 
• Introduce participants to traditional and innovative approaches to market 

segmentation, product positioning, advertising research, tracking and public 
policy creation through market research. 

 
These objectives will be achieved through lectures, guest speakers, readings, group discussions 
and case studies.  The class will include two exams and an individual project consisting of a 
research proposal. 
 
Textbook:  Basic Marketing Research, by Gilbert Churchill, published by South-Western 
College 
 
The final course grade will be based on two exams (25%), class participation (25%) and the 
project (50%). 
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CLASS SCHEDULE 

 
 

Sessions/ 
Exams 

 
                             Class Topic 

 
Readings 

1 The role and scope of marketing research Ch. 1, 2 

2 Overview of the marketing research process Ch. 3, 4 

3 Secondary data – Sources, methodology, 
applications, limitations – Internet 

Ch. 7, 8 

4 Qualitative and exploratory research – 
methodology, applications, limitations.  
Meeting held in Irvine at Discovery Research 
Group – focus group facility 

Ch. 5, 6 

5/Midterm 
Exam 

Review for midterm, 1 hour, open notes – 
Introduction to the proposal 

Ch. 9, 10 

6 Questionnaire design continued, experimental 
design/errors, sampling – proposal discussion – 
midterm review 

Ch. 11, 12, 18 

7 Measurement – Descriptive research –- 
introduction to survey methodology, 
questionnaire design 

Ch. 13, 14 

8 Sampling continued, data tabulation, analysis Ch. 15, 17 

9 Data reduction, ethics in market research, 
proposal review, Case Study 

Ch. 19, Handouts 

10/Final Review/final exam, 1 hour, open notes, 
proposal due 
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