
MARKETING RESEARCH 
ACTIVITY/COURSE CODE: 5423
COURSE DESCRIPTION:  By conducting research, students in Marketing and Research Analysis will explore trends, needs, and challenges within a given target market. They will use various research methods and technology to analyze findings and present recommendations. Through the exploration of these methods, students will discover different techniques for the implementation of successful marketing research strategies.
OBJECTIVE: Given the necessary equipment, supplies, and appropriate software, the student will be prepared to successfully complete the following standards.

COURSE CREDIT: 1 Carnegie unit

RECOMMENDED GRADE LEVELS: 11–12

PREREQUISITE: Marketing
Computers reCOMMENDED: One computer per two students
RECOMMENDED SOFTWARE RESOURCES:  

MS Office 2007 or higher

Survey development/application software (e.g., Survey Monkey)

Data Analysis Software (e.g., SPSS)

A. SAFETY AND ETHICS

1. Identify major causes of work-related accidents in offices.

2. Describe the threats to a computer network, methods of avoiding attacks, and options in dealing with virus attacks.

3. Identify potential abuse and unethical uses of computers and networks.

4. Explain the consequences of illegal, social, and unethical uses of information technologies (e.g., piracy; illegal downloading; licensing infringement; inappropriate uses of software, hardware, and mobile devices).

5. Differentiate between freeware, shareware, and public domain software copyrights.

6. Discuss computer crimes, terms of use, and legal issues such as copyright laws, fair use laws, and ethics pertaining to scanned and downloaded clip art images, photographs, documents, video, recorded sounds and music, trademarks, and other elements for use in Web publications.

7. Identify netiquette including the use of e-mail, social networking, blogs, texting, and chatting.

8. Describe ethical and legal practices in business professions such as safeguarding the confidentiality of business-related information.
9. Discuss the role of codes of ethics in marketing research.
B. EMPLOYABILITY SKILLS

1. Identify positive work practices (e.g., appropriate dress code for the workplace, personal grooming, punctuality, time management, organization).

2. Demonstrate positive interpersonal skills (e.g., communication, respect, teamwork).

C. STUDENT ORGANIZATIONS

1. Explain how related student organizations are integral parts of career and technology education courses.

2. Explain the goals and objectives of related student organizations.

3. List opportunities available to students through participation in related student organization conferences/competitions, community service, philanthropy, and other activities.

4. Explain how participation in career and technology education student organizations can promote lifelong responsibility for community service and professional development.

D. marketing research in business and industry
1. Define marketing research. 
2. Describe the role and importance of marketing research as a marketing and management decision-making tool. 
3. Explain marketing research as a means for developing and implementing marketing strategies.
4. Compare and contrast basic and applied marketing research. 
E. PLANNING RESEARCH DESIGN
1. Describe data collection systems, decision support systems, and the system components of a marketing information system. 
2. Classify marketing research as exploratory research, descriptive research, or causal research. Distinguish between scientific observation and casual observation. 
3. Define experimentation and discuss the requirements necessary for making a true experiment. 
4. Identify the types of laboratory experiments and their applications. 
5. Distinguish between internal and external validity. 
6. Distinguish between standard test marketing method, controlled-store and mini-market tests, electronic test markets, and simulated test markets. 
7. Plan and conduct experiments that include the identification of research objectives, research design and collection methods, treatments, control groups, experimental units, random assignments and replication as well as the identification of possible sources of bias and placebo effects. 
F. primary and secondary research

1. Differentiate between primary and secondary data.
2. Identify the advantages and disadvantages of primary data (e.g., credibility, availability, cost in dollars, cost in terms of time).
3. Identify the advantages and disadvantages of secondary data (e.g., availability, relevance, accuracy, sufficiency).
4. Identify various internal and external sources of primary and secondary data.
G. stages in the marketing research process

1. Explain why a purpose is essential to effective marketing research.
2. Explain the importance of identifying marketing information needs and challenges.
3. Diagram the steps in the marketing research process.
4. Ascertain the process by which management defines essential problems and major challenges.
5. Translate current business problems and challenges into research objectives.
6. Begin implementation of the marketing research process.

H. identifyING DEMOGRAPHIC information

1.   Define demographics, psychographics, market segmentation, and target market.
2.
Discuss the difference between psychographic-based research and demographic-based research.
3.
Identify and interpret sources of demographic data (e.g., U.S. Census Bureau, Department of Labor).
4.
Develop customer profiles based on identified target markets.

I. Constructing samplE designs
1. Describe issues concerning target population identification and selection of sampling design.
2. Identify various sampling designs.
3. Identify methods for determining sample size and explain the concept of sample distribution.
4. Explain the concept of census versus sample including types of sampling situations. 
5. Distinguish between random sampling and systematic (non-sampling) errors. 
6. Discuss the advantages and disadvantages of the various types of probability and non-probability samples. 
7. Construct an appropriate sample design for an identified target market.
J. elements of survey techniques AND research instruments 
1. Identify various strategies for data collection.
2. Determine survey content.

3. Identify various types of question phrasing (i.e., define the issue, use ordinary words, avoid ambiguous words, avoid leading questions, and use positive and negative statements).

4. Identify response formats and strategies for sequencing questions.
5. Identify the differences among ranking, rating, sorting, and making choices to measure attitudes and preferences. 
6. Evaluate and discuss Likert scales, semantic differentials, and other types of attitude scales.
7. Recognize that decisions about data collection methods and measurement scales influence the format and layout of questionnaires. 
8. Create and distribute a survey for an identified target market.

K. DATA ANALYSIS

1. Distinguish the major multivariate data analysis procedures commonly used in marketing research and their typical uses (e.g., regression, factor analysis, clustering).
2. Identify dependent and independent variables.
3. Search and retrieve data from database sources with computers and Internet technology.

4. Utilize a computer spreadsheet software or SPSS designed for descriptive analysis.
5. Interpret the findings from basic data analysis.
6. Make data usable by organizing and summarizing data into frequency distributions, proportions, and measurements of central tendency.
7. Identify the frequencies distribution and use of cross-tabulations to explore data including trends, unexpected findings, contradicting data, extreme values, data that raises questions.
L. COMMUNICATING RESEARCH
1. Describe the transitions from analysis of data to the formation of information, to the development of conclusions, and development of recommendations based upon research.

2. Describe the role of graphics in business presentations, explain the typical types of graphs used in marketing research, and discuss the appropriate use of each type of graph.
3. Give examples of actionable, business-oriented recommendations, and contrast those with examples that are not actionable and business-oriented.

4. Contrast the difference between presenting facts and opinions and how each should be handled in a research presentation.

5. Identify options available for online reporting and the implications for both provider and recipient.

6. Deliver oral presentation of research findings based on analysis of information including preparation process and methods of collecting raw data.

M. career opportunities
1. Identify appropriate individual career titles and career paths within marketing research. 
2. Determine the skill requirements and educational qualifications to enter a selected marketing research. 
3. Create a career plan to obtain the skills and educational qualifications to enter a selected marketing research career. 
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