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Paper Description and Aims 
This paper deals with the applications of both quantitative and qualitative research methods to 

marketing problems. It will develop applied skills in research design and analysis. The purpose 

of this course is to provide an introduction to market analysis; a process that involves problem 

identification and formulation, research design, data analysis and interpretation and the 

reporting of results. 

 

         Semester Two            0.1667 EFTS    20 points  

  
 

Teaching Staff 
Paper Coordinator         

Name: Dr Loic Li 

Office: OBS 4.36 

Email: loic.li@otago.ac.nz 

Office Hours: Please refer to Blackboard 

 

Lecturer  

Name: Associate Professor Lisa McNeill  

Office: OBS 4.37 

Email: lisa.mcneill@otago.ac.nz 

Office Hours: Please refer to Blackboard 
 

Lecturer  

Name: Associate Professor Sergio Biggemann 

Office: OBS 4.33 

Email: sergio.biggemann@otago.ac.nz 

Office Hours: Please refer to Blackboard 

 

 



All requests for late submissions of assignments should be addressed to Dr Mathew Parackal  

Email:  mathew.parackal@otago.ac.nz 

 

Expectations for Staff Response Time to Email Enquiries – 9am to 5pm, Monday to Friday, 

email response will generally be within 48 hours.  Please be aware that staff are not available to 

respond to emails between 5pm Friday and 9am Monday. 

 

Paper Delivery 
Lecture Day/Time:  Monday 11:00-12:50 

Room:  OBS 4.26 

 

Every week students must attend one 2-hour (110 minute) seminar (please see detailed seminar 

schedule). 

 

Seminars will introduce you to research techniques that are suited to address a particular 

marketing problem. You will become familiar with academic as well as managerial 

interpretations of the outcomes. Some seminars are supported by article readings. 

 

MART 462 uses IBM SPSS to analyse quantitative data and interpret subsequent outputs. SPSS is 

available as part of Student Desktop and alternative ways of accessing the program will be 

discussed in the first two seminars. It is your responsibility to familiarize yourself with analysing 

basic data using SPSS – references to self-paced learning material is provided below. Some basic 

features of SPSS will be discussed in the first two seminars, but it is strongly recommended that 

you start early and budget additional time to familiarize with the basics. 

 

This course does not include formal Computer Labs, but SPSS exercises will be provided for some 

analysis techniques. Please also refer to Blackboard for updates. NB: new material may be 

introduced in practical handouts. 

 

Course Calendar details scheduling information. Note that this calendar may change as the 

course proceeds. Any changes will be announced at lectures and be detailed on Blackboard. 

Students are expected to prepare for and attend all classes to gain full benefit from the course 

 

These activities should be prepared for by reviewing information detailed on Blackboard and 

completing any assigned readings. Students unable to attend a lecture are expected to catch up 

on missed material. Unless stated otherwise, all aspects of the course are examinable. 

 

 

Expectations and Workload 
MART462 is a 20-point paper. As a general guide, 1 point represents study in formal instruction 

or independent study for 12 hours, made up of a combination of lectures, laboratories, tutorials 

assignments and readings. As a result, you should anticipate spending approximately 240 hours 

on this subject over the duration of the semester. 



Textbook Information 
This course makes extensive use of Blackboard with Seminar Handouts posted prior to every 

class. These will provide the foundations for the covered material. Recommended Textbooks 

(detailed below) provide information about basic statistical analysis techniques (a prerequisite 

for this course) as well as detailed information about multivariate data analysis techniques. 

 

Please note: It is your responsibility to be familiar with basic statistics (as taught in an 

introductory course as a prerequisite). To refresh your basic statistics knowledge, the first two 

seminars are provided to assist the relevant knowledge recap. Please also refer to an introductory 

textbook. 

 

− Hair, J. F., Ortinau, D. J., & Harrison, D. E. (2010). Essentials of marketing research (Vol. 2). 

New York, NY: McGraw-Hill/Irwin. 

 

For SPSS knowledge, the basic navigation and operation of SPSS will be covered in the first two 

seminars. Advanced SPSS functions for specific analytic needs will be covered in corresponding 

sessions. There are a number of SPSS help books available – you are welcome to use any book 

that suits your needs and learning styles. Other sources will be discussed in class. 

 

− Sallis, J. E., Gripsrud, G., Olsson, U. H., & Silkoset, R. (2021). Research Methods and Data 

Analysis for Business Decisions: A Primer Using SPSS. Springer International Publishing. 

 

Please note: Hair et al.’s Multivariate Data Analysis provides the foundations for this course. You 

are expected to have access to the textbook (Otago library provides access) and are strongly 

encouraged to read relevant chapters prior to the seminar session. You can choose any edition, 

starting from edition 5, of this book. 

 

− Hair, B. J. F., Black, W. C., & Anderson, R. E. (2018). Multivariate Data Analysis, 8th, 

Cengage Learning, EMEA Cheriton House, North Way Andover, Hampshire, SP10 5BE 

United Kingdom Cengage. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



Calendar 

Week 
Week 

Commencing* 
Topic Lecture 

1 11 Jul 
Course Intro; Review of Basic Statistical Techniques 
& SPSS Exercises 

Loic Li 

2 18 Jul Hypothesis Testing and t-Tests Loic Li 

3 25 Jul Analysis of Variance (ANOVA) Loic Li 

4 1 Aug Correlation and Regression Analysis Loic Li 

5 8 Aug Factor Analysis I: Exploratory Factor Analysis Loic Li 

6 15 Aug Factor Analysis II: Confirmatory Factor Analysis Loic Li 

7 22 Aug In-class Test Loic Li 

29th Aug to 2nd Sep Mid Semester Break 

 

8 5 Sept Introduction to Thematic Analysis (TA) Lisa McNeill 

9 12 Sept Applying TA to forms of Qualitative Data Lisa McNeill 

10 19 Sept A Flexible Six-Phase Process for TA Lisa McNeill 

11 26 Sept 

Part 1: Limitations & Common Problems of TA 

 

Part II: Qualitative Comparative Analysis 

(Introduction) 

Lisa McNeill 

 

Sergio 

Biggemann 

12 3 Oct 
Qualitative Comparative Analysis (Applications of 

the Methodology) 

Sergio 

Biggemann 

13 10 Oct In-house Exam Lisa McNeill 

 

* First week of Semester 2 is ACADEMIC WEEK 28 

Lectures end Friday 14 Oct 

University Exam Period First Semester Begins Wednesday 19 Oct 

Ends Saturday 12 Nov 

 

 



Assessment 
All material presented is examinable (except where stated otherwise) by assignments and the 

final examination. All-important assessment information such as due dates and times, content, 

guidelines and so on will be discussed at seminars and, where appropriate, detailed on 

Blackboard.  Students are responsible for ensuring that they are aware of this information, keeping track 

of their own progress, and catching up on any missed classes. 

 

Assessment Format 

Assignment (30 %) 

Students will be required to complete a marketing research assignment that encompasses data 

analysis, interpretation of research results, and formulating a written research report in a 

managerially useful way. More details relating to the assignment will be given in the class. 

 

In-class Test (20 %) 

This test requires you to interpret SPSS output (provided) and answer a number of short answer 

questions regarding content covered from week 1 to week 6. 

 

In-house exam (50 %) 

This exam requires you to answer questions regarding content covered from week 8 to week 12.   

The final exam will focus on the contents of the second part of the paper. You will be expected to 

demonstrate a sound understanding of the topics discussed in sessions 8 to 12. 

 

Referencing Style 

For this paper the referencing style is APA.  Here is a link to the style guide via the University 

Library: https://www.otago.ac.nz/library/referencing/ 
 

Late Assignments 

Assignments received up to 24 hours after the deadline will have 10 marks deducted from the 

available grade for the piece of assessment (i.e. a 78% becomes a 68%). Assignments received 

between 24 - 48 hours after the deadline will have 20 marks deducted from the available grade. 

Assignments received 48 hours after the deadline will not be marked and there will be no grade 

given. 

 

If you are required to submit both an electronic and hardcopy of your assignment both need to 

be submitted on time. If only one of the versions of your assignment (i.e., hardcopy or electronic) 

is submitted on time and the other version is submitted late then you will receive half of the 

penalty associated with the respective late submission. 

 

Assessment Due date 
% of 

final 

grade 

Requirements to pass 

this paper 

Assignment 12pm, Friday, 5th Aug 30% Students MUST 

complete ALL pieces of 

assessment AND 

achieve an overall 

mark of at least 50%. 

In-class Test During seminar, Monday, 22 Aug 20% 

In-house Exam During seminar, Monday, 10th Oct 50% 

https://www.otago.ac.nz/library/referencing/


Learning Outcomes 

Learning Outcome 

A
ssig

n
m

en
t 

In
-class T

est 

E
x

am
 

T
o

tal 

Skills to identify appropriate analysis techniques that help you with a 
specific marketing problem. 

x x x  

Skills necessary to analyse and interpret market intelligence. x x   

The ability to communicate statistical results in a managerially useful 

way. 
x x   

Be able to examine a research problem area and then critique, 

compare and contrast the inferences and outcomes following from 

alternative analysis approaches, state the strengths and limitations, 

important requirements, assumptions, key indicators (and their 

typical critical levels) of each technique. 

x x x  

Understand and explain how different combinations of two or more 

constructs explain marketing phenomena; be able to apply common 

frameworks for analysis to data sets in a reliable and sound fashion. 

  x  

Total 30 20 50 100 

 

 

Academic Integrity 
Students should ensure that all submitted work is their own. Plagiarism is a form of academic 

misconduct (cheating). It is defined as copying or paraphrasing another’s work and presenting it 

as one’s own. Any student found responsible for academic misconduct in any piece of work 

submitted for assessment shall be subject to the University’s dishonest practice regulations, which 

may result in serious penalties, including forfeiture of marks for the piece of work submitted, a 

zero grade for the paper, or in extreme cases, exclusion from the University. The University of 

Otago reserves the right to use plagiarism detection tools.  
 

Students are advised to inform themselves about University policies concerning dishonest 

practice and take up opportunities to improve their academic and information literacy. If 

necessary, seek advice from academic staff, or the Student Learning Centre. The guideline for 

students is available at this link:  https://www.otago.ac.nz/study/academicintegrity/index.html 
 

Further information about the Academic Integrity Policy, the Student Academic Misconduct 

Procedures and the Academic Integrity can be found through the links below.  The Academic 

Integrity website in particular has a number of useful inks and suggestions as to where students 

can get help with referencing issues. 

https://www.otago.ac.nz/administration/policies/otago116838.html 

https://www.otago.ac.nz/administration/policies/otago116850.html 

https://www.otago.ac.nz/study/academicintegrity/index.html
https://www.otago.ac.nz/administration/policies/otago116838.html
https://www.otago.ac.nz/administration/policies/otago116850.html


Concerns about the Paper 
We hope you will feel comfortable coming to talk to us if you have a concern about the paper.  

The Paper Co-ordinator will be happy to discuss any concerns you may have.  Alternatively, you 

can report your concerns to the Class Representative who will follow up with departmental staff.  

If, after making approaches via these channels, you do not feel that your concerns have been 

addressed, there are University channels that may aid resolution.  For further advice or more 

information on these, contact the departmental administrator or head of department. 

 

 

Disclaimer 
While every effort is made to ensure that the information contained in this document is accurate, 

it is subject to change. Changes will be notified in class and via Blackboard. Students are 

encouraged to check Blackboard regularly. It is the student’s responsibility to be informed. 

 

 


