
 
 
 
 
 
 
 

THE HONG KONG UNIVERSITY OF SCIENCE AND TECHNOLOGY 
DEPARTMENT OF MARKETING 

 
 

MARK 3220 
MARKETING RESEARCH 

SPRING 2025 (February 3 ~ May 10, 2025) 
 

 
 
CLASS SCHEDULE: 
                  

• Section L1: Monday 12:00-13:20 and Wednesday 12:00-13:20, @LSK1001 
 

• Section L2: Monday 9:00-10:20 and Wednesday 09:00-10:20AM, @LSK1005 
         
SPSS Tutorials (2 sessions): Monday 18:30-19:50, 3/24 and 4/14, @ LSK G005  
 
Quizzes (3 quizzes): 18:30-20:00, 3/10, 4/07, and 5/07, Location TBA  
 
          
 
 
INSTRUCTOR AND INSTRUCTIONAL ASSISTANT 
 
Professor Mengze Shi (Yuk-Shee Chan Professor of Business, HKUST) 
                  Office              : LSK 4011 
                  Phone              : 2358-7650 
                  Email               : mengzeshi@ust.hk 
 
Instructional Assistant: Claudia (Xiaolin) Nong 
                  Office             : LSK4025 
                  Email              : mkclaudia@ust.hk 
                  Phone             : 2358-7705 
 

No regular office hour. Instructor will be available to answer questions after each lecture. 
Students may write an email to request an appointment with the instructor or the assistant.  
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Course Description and Objectives 

This course has three learning objectives for students:  

(1) Appreciate the value of marketing research to managers in making better decisions 
(segmentation, targeting, positioning, pricing, product design, advertising, and distribution);  

(2) Learn the process of conducting a marketing research project;   

(3) Develop research skills to conduct common types of market research. 

This course balances the theory and practice of marketing research and emphasizes hands-on experience. 
The course is structured like a practicum - you will learn theories and practice in the lectures and then apply 
them to the course project. Students will work on the projects in teams. The theme of the course project 
will be new products or ventures, an ideal setting to apply marketing research tools.   
 
Who Should Take Marketing Research Course? 
 
Virtually all companies conduct marketing research and rely on the findings to make informed decisions. 
This course is valuable to students who want to be specialized in marketing research. These students may 
consider careers in marketing research and consulting. This course is also useful to students who will need 
to understand marketing research reports. These students may consider careers in marketing management, 
product development, consulting, or communication design.   

 
Enrollment 

Prerequisite (strict): Mark2120 (Marketing Management) 

Registration: There are two sections (L1, L2) of the same course at different times.  You should choose 
one that better fits your schedule and attend the section throughout the course.  No change in the section 
will be allowed after the Add/Drop period.  
 
For all the inquiries about enrollment, please contact Executive Officer of Marketing Department, Miss 
Roxanne LAU (mkrox@ust.hk). 
 
Course Materials 

Required Textbook: Brown, Tom J., Tracy A. Suter, and Gilbert A. Jr. Churchill, Basic Marketing 
Research, 10th Edition, CENGAGE Learning.  

• Publisher Cengage will set up a booth at the beginning of semester on campus. 
• Students may purchase e-version of the textual book. 

Other Materials:  

Lecture slides and other course materials (cases, additional readings, project instructions, videos) will be 
posted on the course website (http://canvas.ust.hk) before class.  

Statistical Software: 

This course requires a statistical software to conduct data analysis. We will offer two tutorial sessions for 
software SPSS, a commonly used software in the industry.   

Supplementary material (Optional): 

For students who are interested in additional readings, below are two recommendations. 

(1). eBook for a more comprehensive marketing research textbook available at HKUST library. 
- Naresh K. Malhotra (2020). Marketing Research: An Applied Approach. 7th edition, Pearson. 

https://ebookcentral.proquest.com/lib/hkust-ebooks/detail.action?docID=5640382&pq-origsite=primo 
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      (2). A marketing scale book we will refer to in class. 
- Marketing Scales Handbook: Multi-Item Measures for Consumer Insight Research, Volume 7. 

https://ebookcentral.proquest.com/lib/hkust-ebooks/detail.action?docID=3339988&pq-origsite=primo 

Instructional Activities 
This course consists of lectures, tutorials, group research projects, and project presentations.  

Lectures. In the lectures, we will discuss the marketing research process and a variety of research tools 
commonly used by marketing researchers. You are expected to think critically and voice your opinions 
about the research methods and conclusions that marketing managers can draw. As outlined in the course 
grading section, your class participation will be graded. To exercise your critical thinking and to improve 
the quality of your class participation, you will need to come to class prepared. This means you should 
always read the assigned materials ahead of class. 

Tutorials. There will be 2 SPSS tutorials, 18:30-19:50, on Mondays March 24 and April 14, in computer 
lab LSK G005. During these tutorials, you will get the opportunity to learn SPSS software for data analysis. 
A TA will walk you through the basics of SPSS software as well as some of the analyses covered in class 
using the software. Attending tutorials is required.     

You may use the tutorial time of other weeks to work on group project or course preparation/review.  

Project. Group research project is a critical part of this course.  As outlined in the course grading, the 
research project forms the most important part of your grade. Your group will be assigned a marketing 
problem facing a company. You will execute a full marketing research project professionally. As in reality, 
such a research project consists of several steps and feedback moments in which your group has to hand 
in a research report. Your group is also expected to present one research report in class. Similar to business 
situations, to deliver a good research project and to not disappoint your teammates, all group members are 
expected to contribute equally to the research project. Any dispute should be handled amicably and among 
yourselves. The formation of groups will be discussed in class. Teams are meant to last throughout the 
entire semester. 

Grading  
1. Breakdown 

Component Points 

(Individual) Quizzes (2 
best scores out of 3) 

Quiz 1 100 Points (20%) 

Quiz 2 100 Points (20%) 

(Individual) Class Participation 40 Points (8%) 

Marketing Experiment 10 Points (2%) 

Group Project  

• Research proposal  60 Points (12%) 

• Exploratory research  60 Points (12%) 

• Final Report 70 Points (14%) 
• Presentations 60 Points (12%) 

Total 500 Points (100%) 
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2. Quizzes 
There will be three quizzes. Quiz questions cover materials addressed in the lectures. Lecture notes and 
readings are most useful when preparing for the quizzes. Quizzes will be given during tutorial hours on 
Mondays.  

• Quiz 1 (3/10, L1~L7); Quiz 2 (4/7, L8~L12); Quiz 3 (5/7, L13~L16).  

We understand that personal circumstances (e.g., illness, accidents, interviews, etc.) may sometimes cause 
students to miss or underperform during a quiz. To help protect your grade against such unfortunate events, 
only your best 2 (out of 3) grades will be counted.  Therefore, and also out of fairness towards other students, 
there will not be a make-up quiz.  

3. Class Participation 
Class participation is evaluated on the quality and the frequency of your comments, i.e., on your 
contribution to the learning experience of the class. Note that, first, quality is not the same as quantity. 
Second, all questions are relevant because some other students are likely to have the same question. In each 
lecture you will be evaluated according to the following 4-point scale: 

• Very Good (3): The student asks questions, gives good answers to questions, and provides excellent 
insights that elevate the discussions during the lectures. 

• Good (2): The student asks questions and gives reasonable answers to questions during the lectures.  
• Satisfactorily (1): The student participates in the lecture.  
• Unsatisfactorily (0): Absence from the class, not paying attention, or showing disruptive behavior (e.g., 

by chatting, not switching off mobile, arriving late). 
 
Class attendance will be recorded separately. 
 
The final class participation grade will be a summary of participation grades throughout the course. Due to 
the large class size, a student does not need to get a high score in every class in order to achieve a good 
participation grade. 
 
4. (Participation in) Marketing Experiment 
In accordance with HKUST’s research mission, students in all marketing courses are expected to complete 
a research requirement during the semester. The purpose of this assignment is to give you a brief 
acquaintance with the type of research conducted in behavioral sciences. You can fulfill this requirement in 
either one of the following two ways:  

1. Sign up for two marketing experiments. See the document Marketing Experiment on the course 
website for detailed instructions. You are advised not to wait until the final weeks of the semester 
to participate in the marketing experiment. 

2. Write two 2-page critiques of academic articles. You can find articles from top field journals, Journal 
of Marketing Research, Journal of Consumer Research, and Marketing Science.  

Detailed instructions for participating in the research experiment will be distributed on the course website. 
Please email markexpt@ust.hk for further enquiry.    

5. Group Project 
The group project provides you with an opportunity to conduct a marketing research project professionally 
for a client firm.  

Form your groups and submit Group Form 
• Each group should have 6 members from the same session. If you need help finding teammates, 

e-mail the TA and we will match randomly.  
• Create groups on Canvas, submit Group Form online (Canvas, “Assignment”) by Feb 17.  

mailto:markexpt@ust.hk
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• No change of group members after Feb 17.  
 
Research topic  

• There can be two sources of project topics: topics generated by the groups and topics from the 
instructors.  

• Teams are encouraged to work on their own topics. Self-proposed topic should be submitted 
together with group form by Feb 17 for approval. The topic description should include 3 paragraphs: 
(1) background, (2) decision problem, and (3) research questions. There will be a consultation 
session on Feb 19 for the instructor to discuss topics with each group. 

 
The project has 3 deliverables: 
 
Step 1: Research proposal (Due: March 3) 

• Based on the research topic, write a research proposal. More details will be provided on the course 
website and during classes. 

 
Step 2: Exploratory research report (Due: March 26) 

• Teams conduct exploratory research to address proposed research questions. 
• Results of exploratory research may help design a survey or an experiment for confirmatory 

analyses. 
 

Step 3: Final report (Due: April 30) 
• Teams analyze the data collected through a survey or an experiment.  (This follows the study 

design developed in the previous step.)  
• Based on the results of the analysis, teams draw conclusions and implications for the marketing 

decisions - problems outlined in the project’s mandate. 
 

Group project presentation: 

Each group will give one presentation during the course. You will present only one of three deliverables 
or milestones of the research project (i.e., one of above steps).  

After all the groups are formed, the TA/instructor will determine by a random lottery which part of the 
research your group will present. For the presentation, you have a maximum of 10 minutes, and 5 
minutes for class discussion. Although groups present different topics, the grading criteria for each topic 
are the same. Each group may decide which team members will present. However, all group members are 
responsible for the presentation and will obtain the same grade. 

Project Consultation: We will provide interim feedback to help you improve the project.  There are two in-
class opportunities (Feb 19 and March 31) for groups to meet with the instructor in person to discuss the 
project and resolve any questions related to the project.  

Peer Evaluation: Every student in a group will receive the same project grade. As in professional research 
projects, every team member should invest appropriate time and effort. During the semester, peer 
evaluations will be conducted to give each student a chance to evaluate the teammates’ contribution to the 
group project. Results of the peer evaluation may be used to adjust the final project grade. 

Questions about the course  

Your teammates are your number one source of help. You will need to work together a lot. If you need any 
additional help, please contact TA (Claudia Nong), your teaching assistant (TA). Note that your TA assumes 
responsibility for many other students, including students in other courses. Hence, please respect her time. 
This means checking the syllabus or your classmates first if you are uncertain about general class issues. 
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If there are things for which you think only the instructor can help you, please talk to the instructor after 
class (Monday or Wednesday). If you prefer a meeting at a different time, please email the instructor for 
appointment. You may include “[MARK3220 L#]” in the subject line, where “#” is your section number.  
 

Policy on use of generative artificial intelligence (AI) for assessment 

• Quizzes: not allowed. Quizzes are close-book close-note. 
• Course project reports: you are allowed to use generative artificial intelligence (AI) in any manner. 

However, at the end of each report, you should include a statement briefly (in a couple of sentences) 
indicating how you have used generative AI to aid you. Using (or not using) generative AI will not 
affect your grade. 
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Course Schedule (M: Monday, W: Wednesday, L1@LSK1001, L2@LSK1005) 
Date Topic Assignments and Readings 
2/03 M L1. Introduction Chapter 1  

2/05 W L2. Marketing Research Process and Problem Definition Chapters 2 and 3 

2/10 M L3. Research Design I: Exploratory Research Chapter 4 

2/12 W L4. Research Design II: Descriptive & Causal Research  Chapters 8 and 9 

Add/Drop Ends on Feb 16 

2/17 M L5. Data Collection: Measurement and Scaling (I) Chapters 10 and 11 
Due Feb 17: Group form 

2/19 W Project Discussion Session I (@Prof.’s office, Room 4011) 

2/24 M L6. Reporting Research  Chapters 19 and 20 

2/26 W L7. Data Collection: Measurement and Scaling (II) Chapters 11 and 12 

3/03 M Student Project Presentation I (Proposal) Due (March 3): Research Proposal 

3/05 W L8. Data Collection: Questionnaire Design Chapter 13 

3/10 M • No class (Quiz preparation; Class Time as Office Hour @ Zoom)  
• Quiz 1 (L1~L7, During Tutorial Sessions, 6:30 PM– 8 PM, Location TBA) 

3/12 W L9. Data Collection: Sampling Chapters 14 and 15 

3/17 M L10. Data Analysis: Preliminary/Descriptive Analysis Chapter 16 

3/19 W L11. Data Analysis: Hypothesis Testing (Part 1) Chapter 17 (Hypothesis testing) 

3/24 M 
L12. Data Analysis: Hypothesis Testing (Part 2) Chapter 18 (Independent and paired 

samples t-test) 

Tutorial 1 (Computer Lab, 6:30 PM– 8 PM, @LSK G005) 

3/26 W Student Presentation II (Exploratory Research) Due (March 26): Exploratory Research 

3/31 M Project Discussion Session II (@Prof.’s office, Room 4011) 

4/4 (Ching Ming), April 1- April 5 (Mid-term Break) 

4/7 M • No class (Quiz preparation; Class Time as Office Hour @ Zoom) 
• Quiz 2 (L8 ~ L12, During Tutorial Sessions, 6:30PM–8 PM, Location TBA) 

4/9 W L13. HSBC Case Discussion/Conjoint Analysis (I)  

4/14 M 
L14. Data Analysis: Regression Analysis (Part 1) Chapter 18 (Regression) 

Tutorial 2 (Computer Lab, 6:30 PM– 8 PM, @LSK G005) 

4/16 W L15. Data Analysis: Regression Analysis (Part 2) Chapter 18 (Regression) 

4/21 Easter Monday 

4/23 W L16. Conjoint Analysis  

4/28 M Guest speaker (Evening time, 6:30 – 8PM)               Location: TBA 

4/30 W Student Presentation III Due (April 30): Final report 

5/7 W • No class (Quiz preparation; Class Time as Office Hour @ Zoom) 
• Quiz 3 (L13 ~ L16, 6:30 PM– 8:00 PM, Location TBA) 
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