Market Intelligence: The Art and the Science (B8656)
Fall 2026

MBA Section (001)
MW 10:50-12:20 p.m., Geffen 420

Professors Robert J. Morais Kamel Jedidi
rm3075@columbia.edu kij7@gsb.columbia.edu
Kravis 580 Kravis 983

TA Abdullah Althenayyan
AAlthenayyan27@gsb.columbia.edu

Graders: Zoya Aziz
ZAziz27(@gsb.columbia.edu
Mary Samaha
MSamaha27@gsb.columbia.edu

Office Hours: By Appointment
Course Description

Marketing Intelligence: The Art and the Science is a comprehensive marketing research course predicated on the idea that
to understand customer attitudes, sentiments, and behavior fully, both qualitative and quantitative research are necessary
and should be applied complementarily. A distinguishing feature of this course is a recognition that effective marketing
research entails the discipline of science to produce reliable findings and the art of creativity to convert findings into
actionable business insights. The course covers both B2C and B2B research applications.

In this course, students learn how to define marketing problems and to design, conduct, and analyze research that
produces marketing insights. A wide range of qualitative research tactics are discussed in detail, including focus groups,
in-depth interviews, and ethnography. On the quantitative front, the course covers factor analysis, cluster analysis,
regression, logistic regression, and text mining. Generative Al is incorporated to assist students through every phase of the
marketing research process.

Marketing Intelligence: The Art and the Science addresses questions that marketers must answer whether they are
entrepreneurs leading start-ups or managers in large corporations: How do I begin to understand the market for my
product? How can I segment and target my customers? How do I know if customers need or want my product? How do |
develop my product and how can marketing research inform its design and improve the user’s experience (UX)? What are
the best ways to position my product in the marketplace? How do I generate insights for advertising and evaluate reactions
to my messages? How do I price my product? How many can I sell? What ethical considerations emanate from qualitative
and quantitative market research?

We take an experiential approach in this course. Students learn through cases, lectures, class discussions, and a course
project with real companies where they conduct qualitative and quantitative marketing research first-hand.

Course Materials

e Articles, Video, and Cases (Available on Canvas and/or links in this syllabus)
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o Qualitative Consumer and Marketing Research. Russell W. Belk, Eileen Fischer and Robert Kozinets. Sage.
2012. (BFK). Textbook is placed on Course Reserve

o Marketing Research: An Applied Orientation. Naresh K. Malhotra and Satyabhusan Dash. Prentice Hall. Seventh
Edition. 2018. (MD). Textbook is placed on Course Reserve

e Minitab:This link provides a tutorial for MBAs on how to use software to conduct various statistical analyses
Student Evaluation

e Opverall Class Participation and Attendance: 10%
o Class attendance will be taken through Acadly. Students arriving 20+ minutes late will be marked absent.

e In-Class Quizzes: 20% (10 in total; best 8 count)
o Based on previous 1-2 weeks of class
o 5 questions each at start of class
o No make-up for missed quizzes without valid reason per school policy

e Cases: 30%

e 12% (Individual): Layla’s Delicacies; All Nutrition (A); ALPAL. Read before class and engage with
CAISEY, an Al tool that will prepare you for the class discussion. Nothing to submit. Student evaluation
based on class participation. 4 points per case, including 1 point for CAiSEY.

e 18% (Group): All Nutrition (B); Freshpet; Artea. Read before class and upload your response via a Canvas
quiz. Students will be evaluated both on Canvas submission and participation in class discussion. 6 points per
case.

e Group Project: 40%
e 5%: Problem Formulation
5%: Progress Report #1
5%: Progress Report #2
25%: Final Report and Presentation

For group project, students will evaluate each other’s performance. These evaluations will be considered in assigning final
grades.
Class Participation

We will make a strong effort to get to know you personally and ensure that your course contribution is accurately
evaluated. Your level of attention and engagement and your contribution to class discussions will count toward your class
participation grade. Your active participation in the class benefits everyone involved, helping you stay engaged, get your
questions answered, and gauge your understanding of the class material. Cold calling will be a feature of class
discussions. We recognize that everyone has different comfort levels with speaking in class. If you have issues with
participating in the class discussions, please talk to us about it privately. There are many ways to participate that can count
towards your participation grade, e.g., asking questions on Canvas via Ed Discussion, responding to other students’
questions in that forum, and posting articles or websites that supplement course material.

Case Assignments

The case method is one of the most effective means of sharpening your decision-making abilities. The cases assigned do not
have a unique answer as they depend on how one interprets and uses the data and other information in the case. You are
permitted to use any means, including Al, to help you respond to the cases. Our expectation is that you will respond
thoughtfully to case questions whether you submit on Canvas or speak during class, giving reasonable justification for
your answers. and be prepared to engage actively in class discussions.
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Productive case discussion requires that you be an active participant in resolving a marketing problem. The discussion format
provides you with an opportunity to argue your position and to learn from others by listening to their comments, analysis, and
criticism. You will learn the most from the cases if you and your classmates prepare and participate fully. You all have
different experiences, insights and opinions, and a great deal of what you will learn from the cases will be from each other. It
is essential that you be fully prepared for all the cases and be ready for cold calling.

Group Project Overview
The group project is a major component of the course both in terms of helping you learn research (by doing it) and in its

weight in your course grade. Groups of 4-5 students will work together on the project. The professors will meet with
groups as needed by the group usually via Zoom throughout the semester to discuss their progress on their projects.

Project Schedule
Phase Due Date

Before the 2™ day of class, watch venture videos on Canvas. In the 2™ class, there will be a Q&A View Before 9/11
with ventures. You’ll rank your top 3 ventures to work with; the teaching team will form groups. Select 9/11
Meeting with your venture sponsor. Before 9/23
Project Problem Formulation: 2 PPT slides that outline your project focus and a rough preliminary
plan about how you will proceed. Think about the data required to answer your major questions. 9/23
Access secondary research and information provided by your sponsor venture.
Conduct 1 qualitative study, e.g., focus groups, IDIs, ethnographies, and analyze your findings. Before 10/28
Progress Report: #1: 4-5 PPT slides 10/28
Conduct 1 quantitative study, e.g., survey/alternative quantitative data collection, and analyze your Before 11/30
findings, if doable given your sample; if not you will field a 2™ round of qualitative research.
Progress Report #2: 4-5 PPT slides 11/30
Final Report: About 20 PPT slides with your methods, findings, insights, and recommendations, Presentations
supporting materials, e.g., qualitative research guide, survey questionnaire, quotations from 12/7 and 12/9
interviews, photos/videos, data file, code, etc. On the last day of the semester, your group will Final Report Due
present a summary of your report to the class and your sponsor. 12/9

Note: You will be evaluated more for the effort you put into the group project than for your ability to solve the problem
given your time and budget-constraints. As indicated above, you will grade your group members on their effort and
cooperation for this project. Individual project grades will be adjusted up or down depending on the evaluations. We will
also adjust the project grade based on our perception of your effort on behalf of the group. It is to your benefit to be
involved when your group meets with us to discuss the project and to make us aware of your contributions to the group
project along with any issues that arise in your group cooperation.

N.B. When you present to the class, speak your mind to the audience without reading directly from slides or notes.
Classroom Etiquette

Your participation grade will be based on:

Attendance: You must be present in class, on time, and prepared. Your attendance will be tracked via Acadly. Students

arriving in class more than 10 minutes late will be marked “Late.” Students arriving more than 20 minutes late should

refrain from entering the classroom and will be marked “Absent” unless acceptable reasons for tardiness are provided to
the teaching team. Given that engagement is central to your learning, missing class sessions without an excuse will lower




your grade. In-class quizzes will be administered in the first 5 minutes of class, so be sure to arrive on time. Students

will have assigned seats in this class.

Participation: We expect you to contribute to the learning of your classmates in class discussions.

Good participation is defined as:

e On time and fully present, e.g., attentive, in the class

e Actively participating in class discussions, pulling in insights from readings

e When guests are present, be respectful and ask thoughtful questions

Student Use of Devices

Students can take notes in class on paper

All in-class PPTs will be posted on Canvas after each class so there is no need to access them during class time
No use of electronic devices is permitted in the classroom except as allowed by the professors

Any student who needs an accommodation to take notes on or consult a device must let the professors know; we

may require students using devices to sit in the front two rows of the classroom

Guidelines for Using Generative Al in this Course

Generative Al tools are required for your work in this course, but only in the ways specified. Here are a few guidelines:

Verify the accuracy of Al outputs
Leverage Al to augment your research, not replace it
Focus Al on narrow, specific questions

Be transparent about using Al: Don’t pass off Al-generated work as your own

Class Schedule
Suggested Readings
Session Topics Cases Assignments
Guest Speakers
1 Reading: Watch venture pitches; identify
Wednesday | Course overview e Backwards Marketing Research | projects that most interest you;
Sept 9 e How Gen Al Is Transforming prep questions to ask in class #2.
Market Research
2 Q&A with ventures Watch: At the end of class submit your
Friday e Venture videos on Canvas if you | venture preferences using the
Sept 11 Student venture preference haven’t yet supplied survey link. Group
Make-up | selection assignments before next class.
3 Market research for Reading: Read Layla’s Delicacies case
Monday | developing a marketing e Case: Layla’s Delicacies before class. Nothing to submit.
Sept 14 strategy Come to class ready to discuss.
4 Reading:
Wednesday | Statistical sampling e MD, Chapters 11-12
Sept 16 e Optional:
https://journals.sagepub.com/doi/
10.1177/16094069241296206
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5 Quiz #1 Reading: Read All Nutrition (A) case before
Monday e Case: All Nutrition (A) class. Nothing to submit.
Sept 21 Qualitative research for e BFK, Chapter 1-3 Come to class ready to discuss.
insight and segmentation Optional Video:
Focus groups & in-depth e Conducting Focus Groups Be sure your group meets with
interviewing your venture sponsor.
6 Quiz #2 Reading: Problem formulation PPT due on
Wednesday e MD, Chapter 20 Canvas.
Sept 23 Segmenting customers
Cluster analysis
7 Quantitative research for Reading: Read All Nutrition B case before
Monday | segmentation e Case: All Nutrition (B) class and upload your group
Sept 28 Optional Reading: response via a Canvas quiz and be
Survey design e MD, Chapter 10 prepared to discuss in class.
e How to Design a Product Survey
(on Canvas)
8 Quiz #3 Reading: Create qualitative research plan
Wednesday e  https:/tinyurl.com/akmpffkd and discuss it with Prof. Morais.
Sept 30 Customer journey mapping
9 Product positioning and Reading: Read Freshpet case before class
Monday | marketing research e (ase: Freshpet and upload your group
Oct 5 Consumer ethnography e BFK, Chapters 4-5 response/video link via a Canvas
quiz and be prepared to discuss in
class.
10 Quiz #4 Reading:
Wednesday e MD, Chapter 19
Oct 7 Factor analysis Optional Video:
e Factor Analysis with XLSTAT
11 Quiz #5 Field qualitative research;
Monday Guest Speaker: Bolong Li incorporate CJM.
Oct 12 Market research
experimentation
12 Reading:
Wednesday | Regression analysis e MD, Chapter 17
Oct 14
Break
13 Quiz #6 Reading:
Monday e MD, Chapter 18 (pp.584-587)
Oct 26 CRM analytics
Logistic regression
14 Reading: Progress Report #1: Qualitative
Wednesday | Conjoint and MaxDiff MD, Chapter 21 (pp. 681-688) and plans for quantitative PPT due
Oct 28 on Canvas
No class
Nov 2 Day before Election Day
15 Quiz # 7 Reading: Read Artea case before class and
Wednesday e (Case: Artea: Designing Targeting | upload your group response via a
Nov 4 Digital marketing Strategies Canvas quiz and be prepared to

discuss in class.



https://caseworks.business.columbia.edu/pdf-download/112/14481121750181333QXV0aG9yaXplZCBmb3IgdXNlIG9ubHkg
https://www.youtube.com/watch?v=xjHZsEcSqwo
https://caseworks.business.columbia.edu/pdf-download/112/14491121750181333QXV0aG9yaXplZCBmb3IgdXNlIG9ubHkg
https://caseworks.business.columbia.edu/pdf-download/112/13791121750181519QXV0aG9yaXplZCBmb3IgdXNlIG9ubHkg
https://tinyurl.com/akmpffkd
https://caseworks.business.columbia.edu/pdf-download/112/22151121750181613QXV0aG9yaXplZCBmb3IgdXNlIG9ubHkg
https://www.youtube.com/watch?v=O0T9OrgcU0I
https://courseworks2.columbia.edu/courses/231841/modules/items/3114098
https://courseworks2.columbia.edu/courses/231841/modules/items/3114098

16 Reading:
Monday Design and UX research e  What Is Design Thinking?
Nov 9 Consumer anthropology e How to Ask Good UX Questions
17 Quiz #8 Reading: Send quantitative survey draft to
Wednesday Using Market Research to Assess professors and TA via email in MS
Nov 11 Measuring willingness to Willingness to Pay for Pricing Word.
pay for pricing decisions Decisions
18 Quiz #9 Reading: Read ALPAL case
Monday e (Case: ALPAL before class. Nothing to submit.
Nov 16 B2B go-to-market strategy Guest: Bianca Robinson, ALPAL Come to class ready to discuss.
19
Wednesday | Text mining Guest Speaker: Yegor Tkachenko Field quantitative research
Nov 18
20 Quiz #10 Reading:
Monday From Reviews to Actionable Insights:
Nov 23 Analyzing Customer An LLM-Based Approach for
Reviews with LLMs Attribute and Feature Extraction
Wednesday
Nov 25 Day before Thanksgiving
No Class
21 Al and qualitative market Guest speaker: Andrew Konya, Progress Report #2: Quantitative
Monday | research: Remesh Remesh research PPT due on Canvas
Nov 30
22 Market research ethics
Wednesday
Dec 2 Market research trends
23 Final Project Presentations: Note: Schedule of presentations
Monday | Part 1 will be randomly assigned
Dec 7
24 Final Project Presentations: Submit final group project report
Wednesday | Part 2 on Canvas
Dec 9

Honor Code and Academic Integrity

The Columbia Business School Honor Code calls on all members of the School community to adhere to and uphold the

notions of truth, integrity, and respect both during their time in school, and throughout their careers as productive, moral,
and caring participants in their companies and communities around the world. All students are subject to the Honor Code
for all of their academic work. Failure to comply with the Honor Code may result in Dean’s Discipline.

Course materials (videos, assignments, etc) or use in this course only. You may not upload them to external sites, share
them with students outside of this course, or post them for public commentary without the instructors’ permission.
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