
 
  

  

Market Research 
 

Course Module in Marketing Management 
 
Course Modules help instructors select and sequence material for use as part of a course. Each module 
represents the thinking of subject matter experts about the best materials to assign and how to organize 
them to facilitate learning. 
 
Each module recommends four to six items. Whenever possible at least one alternative item for each 
main recommendation is included, as well as suggested supplemental readings that may provide a 
broader conceptual context. Cases form the core of many modules but we also include readings from 
Harvard Business Review, background notes, and other course materials. 
 
I. Overview of suggested content (HBS cases unless otherwise noted) 
 

Title Author Product 
Number 

Publication 
Year 

Pages Teaching 
Note 

1. Module Overview 
Market Research  
(HBS note) 

Dolan 592034 1991 17p -- 

Alternative: Note on Market 
Research (Stanford note) 

Chess E165 2004 11p -- 

2. Market Research Process 
TruEarth Healthy Foods: 
Market Research for a New 
Product Introduction 
(HBP Brief case) 
and 

Rangan & 
Yong 

4065 2009 12p 4066 

Harvard Graduate Student 
Housing Survey 

Wathieu 505059  2005 33p 506070 

Alternative: Ad-lider 
Embalagens, SA: Marketing 
Research for Drawstring 
Trash Bags in Brazil 
(Thunderbird case) 

Gerthner, 
Guthery,& 
Ettenson 

TB0141 2009 21p TB0142 

3. Sales Forecasting 

https://hbsp.harvard.edu/product/592034-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/E165-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/E165-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/4065-PDF-ENG?itemFindingMethod=Other
https://hbsp.harvard.edu/product/4065-PDF-ENG?itemFindingMethod=Other
https://hbsp.harvard.edu/product/4065-PDF-ENG?itemFindingMethod=Other
https://hbsp.harvard.edu/product/505059-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/505059-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/TB0141-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/TB0141-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/TB0141-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/TB0141-PDF-ENG?itemFindingMethod=Search


 
  

  

Toolkit: Market Size and 
Market Share Analysis  
(HBS note)  
and 

Steenburgh & 
Avery 

510081 2010 7p -- 

Forecasting the Adoption of 
E-Books (HBS exercise) 

Ofek & 
Wickersham 

505063 2005 4p 508091 

Alternative: Metabical: 
Pricing, Packaging, and 
Demand Forecasting 
Recommendations for a 
New Weight Loss Drug 
(HBP Brief case) 

Quelch & 
Beckham 

4183 2010 9p 4184 

4. Measuring Marketing Productivity 
Giant Consumer Products: 
The Sales Promotion 
Resource Allocation 
Decision 
(HBP Brief case) 

Bharadwaj & 
Delurgio 

4131 2009 14p 4132 

Alternative: Marketing at 
The Vanguard Group 

Quelch & 
Knoop 

504001 2003 21p 505023 

Supplement: Marketing 
When Customer Equity 
Matters (HBR article) 

Hanssens, 
Thorpe, & 
Finkbeiner 

R0805J 2008 10p -- 

 
II. Rationale for selecting and sequencing the items in this module 
 
The three main topics of this module are meant to replicate standard textbook treatments of market 
research, for example, in Kotler's Marketing Management: the market research process, sales 
forecasting, and measuring marketing productivity. In Section 1, Dolan's classic HBS note provides a 
comprehensive overview of the market research process, whereas the alternative Stanford note by Chess 
focuses on market research for entrepreneurs.  
 
Both notes will help prepare students for Section 2, the Market Research Process. The first case, 
TruEarth Healthy Foods, covers a wide range of the qualitative and quantitative research techniques that 
shape a new product launch. The second case, the Harvard Graduate Student Housing Survey, digs 
deeply into one market research tool, the survey, in all of its aspects: design, implementation, and 
interpretation. Like TruEarthy Health Foods, the alternative case, Ad-Lider Embalagans, SA presents a 
variety of market research methods, both quantitative and qualitative, crucial for making key decisions 
about a new product launch. 
 
Section 3 is concerned with the market research specific to quantifying market demand, which is in turn 
communicated to finance, operations, and human resources departments so that they may acquire the 
money, materials, technology, and expertise to satisfy that demand. Toolkit: Market Size and Market 
Share Analysis is a guide on how to measure market demand, company demand, market and product 

https://hbsp.harvard.edu/product/510081-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/510081-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/505063-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/505063-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/4183-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/4183-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/4183-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/4183-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/4183-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/4131-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/4131-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/4131-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/4131-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/504001-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/504001-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/R0805J-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/R0805J-PDF-ENG?itemFindingMethod=Search
https://hbsp.harvard.edu/product/R0805J-PDF-ENG?itemFindingMethod=Search


 
  

  

penetration rates, and market share. It includes Excel worksheets with models and sample problems. 
Forecasting the Adoption of E-Books is a short exercise in forecasting the adoption and diffusion of 
electronic books. The alternative Metabical case examines different methods for forecasting sales 
demand for a new product and draws consequences from those forecasts on profitability, packaging, and 
a full set of pricing models and decisions. Students are provided with a spreadsheet and asked to 
complete a quantitative assignment. 
 
Section 4 concerns the optimal use of market research to measure marketing productivity in order to 
guide resource allocation. Giant Consumer Products asks students to employ several market productivity 
metrics in order to decide which of several sales promotion initiatives is optimal. Students also get a taste 
of the positive and negative consequences of sales promotions. The alternative, Marketing at the 
Vanguard Group, discusses how Vanguard extended its corporate dashboard to include metrics for 
measuring the productivity of its marketing function. The supplementary Harvard Business Review article, 
“Marketing When Customer Equity Counts,” discusses how Wachovia Bank built a model that 
successfully measures the sales impact of its marketing actions and reallocates resources to those that 
work best. 
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