
Library Prize for Undergraduate Research  

Faculty Support form 

 

Faculty Name Anurag Pant     Date 02/14/2019 

 

Student Name: Group Project on Campbell Soup by Erin Cessna, Nolan 

Rhodes, and David Yankosky 

Grade awarded for this project (if applicable): ‘A’ 

 

Please attach a letter addressing how this student’s work meets the Library Prize 

for Undergraduate Research criteria.   

 

Selection Criteria: 

 

Submissions will be judged on how well they meet the following criteria: 

I. Depth and breadth in the use of library collections, including, but not 

limited to, print resources, online databases and Web resources, primary 

resources, and materials in other media.  
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This is one of the most exhaustively researched projects that I have seen in over a decade. The 

ability of these students to access, collect, and synthesize the quantity of data is extraordinary. As 

you can see from the project guidelines at the end of the attached syllabus of the class, this project 

is one of the most demanding in the business school. Rarely have students scored ‘A’s in the project 

part of the class, but this group of students have been a memorable group with very high 

achievement in class, especially in this project and presentations. 

 

I. They have used the library collections extensively. In particular, they have used Bloomberg 

database, Statista, and NetAdvantage to profile the firm Campbell’s Soup and the industry in 

which it competes. They have used Market Share Reporter to understand the competitive market 

structure of the industry. Their extensive online sources of information ranging from CNBC, 

Yahoo Finance, and Investopedia has been very impressive in understanding the current top-

level management problem facing the firm.  They have also accessed deeper information after 

getting initial leads from these sources. For example, they have obtained multiple years data 

from the one year data link they got initially. They also used databases like Lexis Nexis to 

identify news articles that they got partial access to online and EBSCO HOST to identify journal 

articles that pertained to their marketing problems. 

II. The best way to describe how this projects applies the principles of information literacy is to 

walk you through the stages of this project. 

a. In the initial one month of the semester, these students have to read copious amount of 

snippets of information. The problem in this stage is to cast a wide net to trap as much 

information as possible from as many sources as possible. Not all sources get used in the 

final report. But they most definitely have to try all outlets. This group collected an amazing 

amount of sources and multiple articles from them.  

b. In the next stage they have to evaluate the information and use only the most credible 

information and weave it into a logical framework that we use called the SWOT /PESTELC 

framework. It is in this part that their precision and carefulness is most evident. It is the 

proper synthesis of such secondary information that allowed them to construct what the 

firm’s problem is and what the narrower marketing problem is that they could solve using 

survey data in the second half of the report. It is this section where the library’s resources 

helped them to acquire first the data that provided the basis for the intuition that set up their 

hypotheses. 

c. Next, the students have to create an online survey (theirs was particularly long and well 

thought out) on perceived gaps in data, collect primary data (over 100 respondents), and then 

analyze it using tests of hypotheses on SPSS. This is the part where students balk or do things 

haphazardly due to the statistics involved. But this group did this superbly even though they 

were doing it for the first time this semester. 

d. They next had to summarize all that they had learned from secondary and primary data 

analysis. And based on the summary of these results they had to suggest creative solutions to 

the company’s problems.   

e. The final report not only provided professional references but also cited them suitably at all 

critical points within the report –especially in the first half of the report that pertains to 

assembling the extensive secondary research. 

III. This group demonstrates all that I seek to teach and hope that students learn in marketing 

research. Given how vast the field of marketing research is, they have excelled in class well 

beyond this project as well. For example, observation data is not something woven into the 

project due to time considerations. Yet this group has acquired an excellent understanding of it. 

Experimentation is not part of the project either and yet this group has tried to conduct 

experiments, as their survey will show by the manipulation of package design. 

IV. The research project is attached and my syllabus and project guidelines are also below this note. 

 

I strongly endorse this group project for the Library Prize for undergraduate research. 

Thanks. 
 

 



 

BUS-M 303, Fall 2018 

Marketing Research 

Instructor: Dr. Anurag Pant, Asst. Prof. of Marketing 

Phone: 520 4293      Email: anurag@iusb.edu 
Classes in DW1190 Every Tue and Thu from 4:00 pm - 5:15 pm 

Office hours: At 203G Administration Building, 5:30 pm to 6:30 pm T/Th and by appointment. 

________________________________________________________________________________

_ 

 

Course Objectives:  

The purpose of this course is to introduce you to the very important area of Marketing Research.  

This is the most basic course that explains different ways of identifying, collecting, and 

analyzing information about consumers, competitors, and the environment.  Such information is 

critical to make future marketing strategies more efficient and effective.  Taking examples from 

a number of different business sectors, this course will highlight the importance of marketing 

research in the business world today and for your marketing careers. 

 

At the end of this course, you should be able to conduct basic marketing research to solve day-to-

day marketing problems and write a professional report.  It is also my aim to increase your 

awareness about local and global business marketing trends especially those that pertain to 

marketing research. 
 

Course Text :  
 

Required: 

MARKETING RESEARCH-W/ACCESS | Edition: 10TH by Carl McDaniel, Jr. and Roger Gates.  

Copyright 2014 John Wiley and Sons Inc. ISBN: 9781118808849. Additional materials will be 

prescribed as needed or made available. 
 

Recommended: 

It is highly recommended that students gain access to the “market section” of the Wall Street 

Journal or any other marketing publication (like Marketing Research by the AMA) and read 

about the different marketing research strategies that have been used in the past and that continue 

to be developed.   
 

Course Requirements :   

 

1)  Active participation is expected from ALL students, who are also encouraged to contribute 

relevant examples relating to their backgrounds. In view of the current trends towards the 

globalization of business, I encourage all students with international exposure to try to contribute 

to the issues raised in class by taking examples from their knowledge of other countries. 

2)  Assigned text chapters/cases must be read before class, as class participation evaluations will be 

done regularly.  

3)  Homework will include the readings, the data analysis assignments, practice questions, and the 

final marketing research report. Your marketing research report serves as your final exam and 

hence should be done as diligently as possible. 

 

Grading :  Final grades will be based on the following scoring scheme : 
 

Quiz 1 to 12 (Best 10 out of 12 will be considered. 50 points for each quiz):  Quizzes will be of 

varying formats (PLEASE THINK OF THEM AS MINI-TESTS) and may include multiple 

choice and/or descriptive questions testing your ability to remember and understand definitions 

and concepts, and to apply them in given situations.  Some data analysis quizzes may be take-

home ones.  All quizzes are OPEN BOOK tests BUT TIME LIMITED.  Some quizzes may be 

weighted more to highlight the importance of that topic. In this case, your score in such 
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assignments will apply to more than one quiz. YOU SHOULD BUDGET AT LEAST 7 HOURS 

FOR THE WEEK IN WHICH A TAKEHOME SPSS QUIZ IS GIVEN. 

 

Class Participation (150 Points):  Quality and regularity of attendance and participation will count 

towards this score.  Some practice homework and other assignments may be part of this 

evaluation.  Bonus questions will be used to reward class participation.  

 

Final Marketing Research Report (250 points + 100 points presentation):  The report should at the 

very least use the theoretical concepts covered in this course and should be a professional, 

original and creative work. It should also demonstrate understanding of marketing research 

concepts, awareness of the problem and the environment it is based in, and methodical well-

paced work.  Most importantly, you must also show that you can analyze quantitative data and 

glean meaningful insights from it.  The report should be limited to a maximum of 20 pages 

excluding all appendices, tables, outputs, graphs, etc.  Please refer to the Writing Center for help 

on general instructions for formatting reports.  Peers of your group will evaluate your group 

performance and I will lower your individual grade accordingly, if you receive any credible 

negative feedback. 

 

Your total score out of the possible total of 1000 points will determine your final grade. Grades 

given will be A, B, C, D, W, or F using the standard +/- scaling.  Any curving will be at the end 

of the semester and at the discretion of the instructor. 

 

Marketing Research Project:  PLEASE SEE THE GUIDELINES FOR THE PROJECT 

1) Identify a marketing problem to investigate by the 2nd week of class and get it approved by me. 

2) Research this problem thoroughly using the course material + the multiple resources available to 

you online from the library’s home page and catalog, the web-based databases, etc. PLEASE 

SEE THE ATTACHED “HELPFUL TIPS”. 

3) Suggest solutions that would apply to this problem.  Identify solutions that fulfill the marketing 

objective (e.g. market share, profits, brand repositioning, etc). 

4) Devise SPECIFIC strategies (4 Ps) that would implement the solutions identified above using 

your market research data as justification.   
 

- Refer to your notes regularly and try to apply lessons learnt to your specific project. 

- Be specific in identifying your market research problem.  Broad marketing problems are beyond the scope 

of this class assignment (e.g. DO NOT CHOOSE: How to increase profits at General Motors?  INSTEAD 

CHOOSE well-specified narrow problems: Will rebranding Chevy help its sales and improve the trust in 

it? Or which competitor affects Walmart the most and why?) 

- You must use primary and secondary sources of information to collect data. 

- Try to gauge the reliability of the information and use multiple sources of information. 



TENTATIVE SCHEDULE OF CLASSES, QUIZZES AND READINGS 

 

DATE  TOPIC TEXT  READINGS AND ASSIGNMENTS 

08/21/18 Marketing Plan Overview See documents in Canvas files section 

08/23/18 -----“continued”-----  

08/28/18 -----“continued”-----  

08/30/18 General Introduction to 

Marketing Research and its 

relation to Marketing 

MG - Ch 1;  

09/04/18 The Marketing Research Industry MG - Ch. 2 

09/06/18 Problem Definition and the 

Research Process Overview 

MG - Ch 3; Distribution into groups 

09/11/18 -----“continued”-----  

09/13/18 Writing a Marketing Research 

Report 

MG - Ch 19 

09/18/18 Secondary Data MG - Ch 4  

09/20/18 -----“continued”-----  

09/25/18 Primary Data 1: Qualitative 

Research 

MG - Ch 5, Interim Group Evaluations 

09/27/18 -----“continued”----- Schedule 1st Group Meeting With Me 

10/02/18 Basic Data Preparation and 

Representation; Simple Data 

Analysis: 1-sample t-test, 

independent samples t-test, and 

correlation 

MG - Ch 15, Bring Qs on your chosen Datasets; BRING YOUR 

SPSS CD AND LAPTOPS to class, if you wish. 

10/04/18 -----“continued”-----  

10/09/18 -----“continued”-----  

10/11/18 More Data Analysis: Paired 

samples difference testing and 

Linear Regression 

 

10/16/18 FALL BREAK  

10/18/18 -----“continued”-----  

10/23/18 Primary Data 2: Survey Research 

on the Internet 

MG - Ch 6, 7 

10/25/18   

10/30/18 -----“continued”-----  

11/01/18 Primary Data 3:  Observation MG – Ch 8 

11/06/18 -----“continued”----- Schedule 2nd Group meeting With Me. 

11/08/18 Primary Data 4: Experimentation MG - Ch 9 

11/13/18 -----“continued”-----  

11/15/18 Measurement Concepts MG – Ch  10 & 11 

11/20/18 Questionnaire Design MG- Ch 12 

11/22/18 THANKSGIVING  

11/27/18 Choosing a Sample  MG- Ch 13 

11/29/18 Sample Size Estimation MG- Ch 14 

12/04/18 -----“continued”-----  

12/06/18 Project Data Analysis MG- Ch 16 (reading optional), Bring Qs on your Project to 

discuss 

12/13/18 FINAL MR REPORT DUE  Report due before presentation starts 

 Group Presentations 4:00 pm to 7:00 pm; Final group evaluations due 

MG  McDaniel and Gates textbook 



General Instructions: 
 

1)  Cell phones or other electronic devices may not be used in class at all unless explicitly approved by the instructor.  Please 

keep them switched off during class. 

 

2)  If you have a question, please email me directly from your email to my address Anurag@iusb.edu rather than through 

Canvas.  

 

3)  Attendance and class participation will be regularly recorded. Missing an exam without adequate verifiable reason and/or prior 

notice will result in a zero for that exam. I will try my best to accommodate you in case your exam clashes with another exam 

during the same period. Hence please check your schedules and inform me in advance. 

 

4)  Make-up notes, from fellow students for missed classes, will be the responsibility of the student. 

 

5)  Written arguments challenging any exam question can be used for grade appeals. This must be done within two days of the 

exam. 

 

6)  ACCOMMODATIONS FOR RELIGIOUS OBSERVANCES STATEMENT: If any student will require academic 

accommodations for a religious observance, please provide me with a written request to consider a reasonable modification for 

that observance by the end of the second week of the course.  Contact me after class, during my office hours, or by individual 

appointment to discuss the issue.  If after discussion we reach no consensus, either party or both can seek the advice of the 

Department Chair or the Dean, and if no consensus is reached, then the advice of the Vice Chancellor of Academic Affairs 

(“VCAA”).  Either the instructor or the student may appeal the VCAA’s decision to the Office of Affirmative Action within ten 

business days of the determination. 

 

7)  DISABILITIES STATEMENT:  If you have a disability and need assistance, special arrangements can be made to 

accommodate most needs.  Contact the Director of Disabled Student Services (Administration Building, room 149, telephone 

number 520-4832), as soon as possible to work out the details.  Once the Director has provided you with a letter attesting to 

your needs for modification, bring the letter to me as early in the semester as possible. For more information, please visit the 

web site for Office of Disabled Student Services www.iusb.edu/~sbdss/services.shtml 

 

8)  ACADEMIC HONESTY STATEMENT: It is the responsibility of the student to know of the prohibited actions such as 

cheating, fabrication, plagiarism, academic, and personal misconduct, and thus, to avoid them. All students are held to the 

standards outlined in the code. Please reference the entire code for a complete listing (www.dsa.indiana.edu/Code/). Any 

violation may result in serious academic penalty, ranging from receiving a warning, to failing the assignment, to failing the 

course, to expulsion from the University. 

 

9)  IU South Bend Attendance and Course Commitment Policy 

This course has been approved to enforce the IU South Bend Attendance and Course Commitment Policy and the full text of 

this policy is available at http://registrar.iusb.edu/attendance. 

As a student in this course, you are expected to attend scheduled class meetings and actively participate in all class 

activities.  Students who miss the first week of the semester or who do not attend 50% of the scheduled class meetings before 

the end of the fourth week of the semester may be subject to administrative withdrawal.  Regardless of attendance, students who 

do not actively participate in this class by not submitting a majority of their assignments by the posted due date are subject to 

administrative withdrawal.  Students who are administratively withdrawn from this class after the fourth week will not be 

eligible for a tuition refund.  Administrative withdrawals may have an impact on the student’s financial aid awards and visa 

status 

 

10)  Sexual Misconduct:  

What you should know about sexual misconduct:  IU does not tolerate acts of sexual misconduct (which includes all forms of 

sexual violence, sexual harassment, domestic and dating violence, and stalking).  If you have experienced sexual misconduct, or 

know someone who has, the University can help.  It is important to know that federal regulations and University policy require 

faculty to promptly report possible sexual misconduct known to them to the campus Deputy Title IX Coordinator to ensure that 

appropriate measures are taken and resources are made available.  The University will work with you to protect your privacy by 

sharing information with only those that need to know to ensure the University can respond and assist.  If you are seeking help 

and would like to speak to someone confidentially, you can make an appointment with a Mental Health Counselor on campus at 

the Student Counseling Center by calling 574-520-4125. Find more information about sexual violence, ways you can report 

incidents as well as campus and community resources at http://stopsexualviolence.iu.edu/ 
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Helpful Tips on Finding the Information for ALL Assignments including 

The Final MARKETING RESEARCH Reports 

 

Project Reports:  Reports should use the course material covered in class at the least and should be a 

professional, original and creative work. It should also demonstrate understanding of marketing 

concepts, awareness of the product area chosen, and methodical well-paced work. The report should 

be limited to a maximum of 20 pages excluding annexure(s). The marketing research hypotheses 

should flow one to the other and should be relevant to the marketing problem and research objectives 

identified. 

 

Project Objectives: To learn to make and present a marketing research report AND to learn to work in 

groups. 

 

Research Resources: The following databases MUST be researched at the very least by each group. 

However, depending on the marketing problem, the specific source within these databases would 

change. Please make time to do this early, as later you may not get time to do adequate research.  For 

a quick start and an overview of a Marketing Research report, please see Chapter 18 in your textbook. 

However, your final report is more than that. The chapters covered in class (refer syllabus) and the 

topics covered therein along with the outline of project are the BEST guide for your report.  

 
1) Internet: Use multiple web sites. Go to any association website that may govern that product. For 

example, go to AAA for information on travelers, Recording Industry Association of America for 

information on music-lovers, and so on. You may also get information from other detailed websites 

for a market. For example, Use WEBMD in addition to the American Medical Association for 

information on different types of patients. Often the government websites come in handy. Many of 

the federal ones like the very important US Census Bureau data can be accessed through a combined 

website like the firstgov.gov. State level data may similarly be accessible.  

 

2) On the internet one of the best sources to track who is visiting your sites, how many are visiting your 

websites, who is referring people to your site, and where people go from your website, come from 

sites like quantcast.com (you can also check Google analytics free version, similarweb.com, 

Alexa.com, etc).  

 

3) Lexis-Nexis and other databases subscribed to by the libraries are a very rich source of information. 

Again don’t stick to only one file under lexis to search for information. Try different files and 

multiple searches to come up with the most informative, relevant and comprehensive articles. For 

example use industry wide studies reported by the Wall street journal, not just small articles from it. 

Try to find out about your project in different files like current news, market reports, and patent 

records.  

 

4) The library offers many encyclopedias with detailed information on how different segments of the US 

population can be approached through different media. Again use multiple sources like Gale’s Market 

Share Reporter, Simmons, Nielsen’s, Media Market Research, etc to get the exact information you 

need.  Also there are a number of market and product reports here with a lot of useful information that 

you can use either directly or indirectly.  



 

5) Don’t forget that the library catalog here holds large number of books on many topics. In general the 

product and market will suggest to you what books/databases you can access for information.  For 

example if you are marketing an educational product like continuous education you may want to look 

up the ERIC database. The reference desk at the libraries will save you time by helping you to zero in 

on the relevant databases or books. Your textbook’s website also offers some other interesting leads. 

 

6) For other marketing problems and solution read the “Real-Life Research” cases at the end of your 

textbook. 

 

7) American Marketing Association’s Website has a number of links to Marketing Research issues, 

cutting edge techniques for collecting and analyzing data, etc.  Go to www.marketingpower.com for 

more information. 

 

8) I am always available to help guide you in your marketing projects. However please note that the 

project report is an assignment and you are responsible for adequate research into it. 

 

 

Other General Instructions: 

 

1) Please meet at least two times every week for an hour each. It is the least time you should put in 

to do your group assignments. 

2) Select judiciously the material you download or else you will be overloaded with data after a 

semester. Do not try to save/print everything you get about a topic. Only when you get a 

substantial/important article should you try to save/print it. When you do get something 

worthwhile, save all the pages/articles you plan to use or note down the exact source (book name, 

webpage address) since later this will save you time. 

3) Divide your research work by all means BUT DO NOT WRITE THE REPORT IN PARTS. Put 

together the report when you are all together. You are expected to know ALL parts of your group 

report regardless of your share of the work. 

4) Split the workload judiciously. If a group member is not doing his/her share of work, be frank and 

tell them so right at the beginning. Also let me know the same as soon as possible.   

5) Every group member will rank other group members twice during the course. I will accordingly 

negatively evaluate anyone getting less than their fair share of points, if the group members’ 

reasons are justified. For example, if a student has been given 0% of points by all his group 

members, I may give that student 0 too on the project. 

6) Exact data is hard to find. You may use approximate or surrogate data, insight or reasoning to 

supplement your statements. However over the whole report, evidence of research is necessary and 

it is your responsibility to demonstrate this adequately. 
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Final Project Guidelines --- UnderGrad 
 

The Marketing Research Report must indicate your understanding of the following: 

 

a) A detailed description of the importance of your chosen marketing problem  

b) The process of doing Marketing Research 

c) Qualitative interview with key informants 

d) Some evidence of descriptive research 

e) Some manipulation within an experimental setup [Optional] 

f) Choice of measures used in data analysis and a self-critique of these measures [Optional] 

g) Tests of hypotheses 

 

AT THE VERY LEAST, you MUST use the following sources for your project: 

a) Gale Market Share Reporter 

b) Simmons  

c) HBR/ECCH cases 

d) Lexis-Nexis and Lexis-Nexis Statistical 

e) Hoover’s Company Profiles / Net Advantage/ Bloomberg 

f) Census Bureau or any other federal database from USA.gov  

g) National/International level product manufacturer’s association or the service organization 

governing your brand. 

 

Specifically, the total points [Total 250 points] will be distributed as follows: 

 

1) Conduct a VERY DETAILED situation analysis {SWOT }+ environmental analysis 

{PESTELC} of your topic.  ONLY THEN, identify the 4 SPECIFIC levels of problem definition 

[AT LEAST 1 management problem, 2 marketing problems, 3 research objectives, and 7 sets of 

hypotheses]. The lower level problems may be associated with one or more upper level problems. 

  [25 points] 
 

2) To justify and support your hypothesis, please…   [20 points] 

-describe and cite articles that support your conjectures 

-present charts and tables of different styles 

-present all "RELEVANT" descriptives [e.g. mean, median, mode, range, correlation, (co)variance, 

percentages, per unit estimates, sum, difference, etc, etc] 

-present data in any other lucid form that you can think of (being creative counts)  

-Interpret the chart/tables/etc and add your conjecture to justify the hypotheses 

 

 

 

 

 



For some hypotheses that focus on understanding the marketing problems, you can use 

secondary datasets to support your hypotheses.  For the other hypotheses, you will need 

primary data for doing the same.  Some hypotheses may be testable by both secondary and 

primary data. 

 

3) Use at least three different sources of data to put together your secondary datasets. Read across 

tables in the three sources and draw some insights. Include all relevant portions of the RAW 

dataset as an appendix and show all intermediate and final processing that you may have referred 

to in your report. Label all tables, charts appropriately.  PLEASE EMAIL ME A SPREADSHEET 

OF YOUR relevant DATA and OUTPUTS along with the project report in electronic and hard 

copy formats.  

          [40 points] 

 

4) Find at least one firm that is selling a database of interest to your research [Identify the database, 

variables, and cost and why you would like to have bought it..........YOU DONT HAVE TO BUY 

IT]      [10 points] 

 

5) Identify in your report, the Primary Data you will need to collect to test hypos not answered by 

secondary data.  Identify what design and measurement method you have used to collect data so 

far and what you will do in future.  Think of a design (descriptive/experimental) that will let you 

achieve your objectives. (Note: Experimental design is optional)     

 [20 points]. 

 

a. Choose appropriate observation/experimentation technique  

b. Specify control group in experiments 

c. Specify what you are comparing results to 

d. Estimate Sample Choice and size (But get at least 50 completed surveys) 

 

6) Design a survey to collect data that will support your hypotheses. Survey must be designed online 

and data collected online.  [25 points]. 

 Use some self-designed measures as well as at least two pre-validated measures 

 Collect at least two each of all four types of variables (nominal/ordinal/interval/ratio) 

 There must be at least 4 dependent and 4 independent variables  

 Use multiple items (at least 2) for measuring each variable 

  

7) Code, clean and validate your collected data in SPSS. Find out basic descriptives [including mean, 

median, mode, variance, standard deviation, correlation (Pearson)] of relevant variables in the 

hypotheses]      [10 points]. 

 

8) Test your hypotheses using ANY OF THE relevant tests of hypotheses including… 

 1-sample t-test 

 Independent samples t-test 

 Paired samples t-test 

 Correlation 

 Regression         [35 points] 



 

9) Present a summary of the conclusions learned from your understanding of the primary and 

secondary research results.  Specifically, please provide reasons (based on research and conjecture) 

for any stronger than expected or contradictory results.   Suggest creative solutions that would 

solve this problem.  Identify solutions that fulfill a marketing objective (e.g. market share, profits, 

brand repositioning, etc). Devise strategies (4 Ps) that would implement the solutions identified 

above using your market research data as justification.       

          [50 points] 

 

10) Please ensure that the report is a professional document [put down all sources of information, 

labels, legends, references, no spelling mistakes, etc].  Professional formats of any Writing Manual 

(if you have never seen one please check with your writing center about writing formats like the 

American Psychological Association, etc) will be acceptable.       

  [15 points] 

 

 

 

Other General Instructions 

 

1) All hypotheses must be supported by some data analysis. Do not choose obvious, irrelevant, 

or trivial hypotheses. 

 

2) Hypotheses must cover demographic and psychographic data.  

 

3) Tables and charts are in addition to the 20 page double-spaced prose report that will be in Times 

Roman 12 point font with one inch margins. 

 

4) You must embed all tables and charts within your report (DO NOT PUT THEM ALL IN 

APPENDIX), but the prose paragraphs will be strictly limited to 20 pages double spaced (I will 

estimate). 

 

5) Since space in the report is at a premium, please do not present IRRELEVANT data (w.r.t. your 

hypothesis). Only those that are related to your hypotheses need be presented [hint: Make some 

hypotheses w.r.t. the secondary and primary data that you have but that are related to the marketing 

problems identified] 

 

6)  Try to use multiple credible sources of information when doing any research. 

 

7) Remember to keep the flow of your research.  Each hypothesis must logically lead to the next 

one. Explain reasons for your hypotheses and its results in such a way that the report flows 

logically. 

 

8) This sheet will be updated based on the questions groups ask in class with respect to their specific 

hypotheses and based on tools we take up in class in addition to these listed.   

 

 


