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  BUSI 614 

Note: 

Course content may be changed, term to term, without 

notice. The information below is provided as a guide 

for course selection and is not binding in any form, 

and should not be used to purchase course materials. 
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COURSE SYLLABUS

BUSI 614 
MARKETING RESEARCH 

COURSE DESCRIPTION 

This course will provide learners with a solid foundation of the theory, evaluation and 

application of marketing research techniques and practices. Students will apply marketing 

research through the use of tools and techniques to include data collection and report-generation 

software. 

RATIONALE 

Many successful firms learn and grow profitably through successful marketing research efforts. 

Marketing research efforts are geared toward obtaining consumer/customer insights that help 

guide firms toward new product development, additional or improved product features/benefits, 

and entry or expansion into new market segments. Therefore, MBA students must have a 

thorough understanding and competency in marketing research’s framework, quantitative data 

analysis techniques that transform data into important marketing information, and the 

management and direction of those efforts. 

I. PREREQUISITE

For information regarding prerequisites for this course, please refer to the Academic

Course Catalog.

II. REQUIRED RESOURCE PURCHASE

Click on the following link to view the required resource(s) for the term in which you are

registered: http://bookstore.mbsdirect.net/liberty.htm

III. ADDITIONAL MATERIALS FOR LEARNING

A. Computer with basic audio/video output equipment

B. Internet access (broadband recommended)

C. Microsoft Word

(Microsoft Office is available at a special discount to Liberty University students.)

IV. MEASURABLE LEARNING OUTCOMES

Upon successful completion of this course, the student will be able to:

A. Justify a marketing research project in relation to measurable business goals.

http://www.liberty.edu/academics/index.cfm?PID=791
http://www.liberty.edu/academics/index.cfm?PID=791
http://bookstore.mbsdirect.net/liberty.htm
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B. Use qualitative marketing research techniques in order to define superior

customer surplus.

C. Creatively apply quantitative marketing research modeling techniques in

developing products and services that outperform the competition.

D. Apply the proper application of SPSS, a statistical analysis tool.

E. Effectively communicate using the practical knowledge and language of

marketing research.

F. Make business choices based on the wealth-creating potential of a specified

marketing research project.

G. Evaluate all aspects of a proposed marketing research project from a Christian

worldview perspective and ensure that all choices are ultimately honoring to

Christ through our witness to the world.

V. COURSE REQUIREMENTS AND ASSIGNMENTS

A. Textbook readings and presentations

B. Course Requirements Checklist

After reading the Syllabus and Student Expectations, the student will complete the

related checklist found in Module/Week 1.

C. Discussion Board Forums (2)

The student will complete 2 Discussion Board Forums consisting of a thread and

1 reply to another classmate’s thread. The thread must be at least 500 words with

a minimum of 3 citations from academic journals in current APA format. The

reply must be at least 350 words. The instructor is looking for substantial,

thoughtful, and critical discussions.

D. Integration of Faith and Learning (IFL)

The student will be asked how he/she will integrate his/her faith, coupled with

marketing research, within a business world context. The student will write an

essay of at least 500 words. The essay must contain at least 2 biblical references,

be consistent with current APA guidelines, and submitted through SafeAssign.

E. Qualitative Assignments (4)

The student will analyze and respond to 4 Qualitative Assignments. The

assignments are based upon the marketing research theory found in the textbook

readings. Each of these assignments must be written at the graduate-level and

contain the requested amount of rigor and insights. These qualitative marketing

research assignments are designed to broaden the student’s knowledge about

providing superior customer value.

F. SPSS Quantitative Assignments (7)

The student will use SPSS, a statistical analysis software tool, to complete 7

Quantitative Assignments. The data sets will be provided. Using SPSS, the

student will run the appropriate statistical procedures and report the results. These

http://www.liberty.edu/index.cfm?PID=18202&printpage=y
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quantitative marketing research assignments are designed to broaden the student’s 

knowledge about providing superior customer value. 

VI. COURSE GRADING AND POLICIES

A. Points

Course Requirements Checklist 10 

Discussion Board Forums (2 at 65 pts ea) 130 

Integration of Faith and Learning (IFL) 50 

Qualitative Assignments (4 at 80 pts ea) 320 

SPSS Quantitative Assignments (4 at 50 pts ea, 3 at 100 pts ea) 500 

Total 1010 

B. Scale

A = 940–1010   A- = 920–939   B+ = 900–919   B = 860–899   B- = 840–859

C+ = 820–839   C = 780–819   C- = 760–779   F = 0–759

C. Disability Assistance

Students with a documented disability may contact Liberty University Online’s

Office of Disability Academic Support (ODAS) at LUOODAS@liberty.edu to

make arrangements for academic accommodations.  Further information can be

found at www.liberty.edu/disabilitysupport.

mailto:LUOODAS@liberty.edu
http://www.liberty.edu/disabilitysupport
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COURSE SCHEDULE 

BUSI 614 

Textbook: Malhotra, Marketing Research (2011). 

MODULE/

WEEK 
READING & STUDY ASSIGNMENTS POINTS 

1 

Malhotra: chs. 1–2 

1 presentation 

2 websites 

Course Requirements Checklist 

Class Introductions 

DB Forum 1 

Integration of Faith and Learning (IFL) 

10 

0 

65 

50 

2 

Malhotra: chs. 5–6 

1 presentation 

3 websites 

Qualitative Assignment 1 

SPSS Quantitative Assignment 1 

80 

50 

3 

Malhotra: chs. 9–10 

1 presentation 

2 websites 

Qualitative Assignment 2 

SPSS Quantitative Assignment 2 

80 

50 

4 

Malhotra: chs. 13–14 

1 presentation 

2 websites 

Qualitative Assignment 3 

SPSS Quantitative Assignment 3 

80 

50 

5 

Malhotra: ch. 17 

1 presentation 

6 websites 

DB Forum 2 

Qualitative Assignment 4 

SPSS Quantitative Assignment 4 

65 

80 

50 

6 

Malhotra: chs. 22–23 

2 presentations 

3 websites 

SPSS Quantitative Assignment 5 100 

7 

Malhotra: chs. 26–27 

1 presentation 

2 websites 

SPSS Quantitative Assignment 6 100 

8 

Malhotra chs. 30–31 

1 presentation 

1 website 

SPSS Quantitative Assignment 7 100 

TOTAL 1010 

NOTE: Module/Week one begins on Monday and ends at 11:59 p.m. (ET) on Friday.  

 Modules/Weeks 2-8 begin on Saturday and end at 11:59 p.m. (ET) on Friday. 




