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Background 

 

$ Marketing Research Students, n= 50-60/semester 

 

$ Typically Teams of 2 to 4 student for projects 

 

$ Course Requirements include Ahands-on 

research@element, e.g., research for client(s)B 

 

client screening 

problem definition 

research design 

sampling 

data collectionB 

data analysisBSPSS 

interpretation/presentation of results 

 



 

 

 

 

 

Some Big (well-known) Clients: 

Ford Motor,  

Johnston=s Yogurt, 

Carnation/Nestle 

Ethel M=s Cholocates   

 

Some Small Local Clients: 

Mike=s Pizza 

Common Grounds (coffee klatsch) 

Lulu=s Restaurant, Northridge 

       Sea View Restaurant, Ventura 

Panorama Shopping Mall 

 

Good News: 

$ Real Hands-On Experiences 

$ Looks Good on Student Resume, 

especially the Big Clients 

$ Impresses Media & Public Relations 

 



Difficulties with using off-campus clients: 

 

$ Time Issues BProjects have to be able to be 

completed within one semester and at a pace 

which allows time for classroom coverage of 

critical topics (e.g., sampling error).  

 

Sometimes the bantering back and forth over 

the problem definition and goals of the 

project takes up nearly half the 

semesterBespecially with the bigger clients. 

 

$ Money Issues BClient=s must be willing to cover 

the research expenses.  Photocopying and 

Report Binding expenses alone can easily exceed 

$500 on a simple survey research project.  Focus 

group expenses (pizza, beverages, tapes, etc) also 

mount up fast.  

 

Small mom & pop, and sometimes big clients 

sometimes think the Marketing Department 

should be covering these expenses. 

 

$ Safety Issues Be.g., Panorama Mall gang 

shooting.       

 
 
Tradeoffs, Tradeoffs, Tradeoffs 
    



 Big Well 

Known 

Clients 

Small Mom & 

Pop Clients 

On-Campu

s Clients 

 
Status:  But Will it 

Look Good on My 

Resume? 
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 
 
 

 
Time:  to define 

research problem 

and goals 

 

 
 

 
 
 

 
Time: schedule 

accommodating to 

student semester 

 

 
 

 
 
 

 
$$: to cover basic 

research expenses 

($500-$1000) 

 

 
 
 

 
 

 
Student Safety 

 

 
 
 

 
 

 
Learning 

Experience 
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Some On Campus Clients: 

 

University Finance Bsurvey of students and faculty to evaluate 

photocopying behavior and preferences...led to opening of new 

copy shop in student union and to the closing of an ineffective one. 

 

University Finance Bfocus groups of students to assess reactions to 

using various web page designs for paying student fees.   

 

Special Interdisciplinary Committee of the President Bto 

evaluate student and faculty audiences of Sports, Art, and Drama 

events.  Recommendations ignored by President.   

 

University Library B focus groups of students and faculty on their 

perceptions of the library 

 

Marketing Department Bsurvey of marketing alumni=s attitudes 

toward the Dept and University...led to creation of marketing 

mentors for the AMA chapter and majors. 
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