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This course concerns the use of marketing research as an aid to making marketing
decisions. Specifically, this course addresses how the information used to make

==l marketing decisions is gathered and analyzed. Accordingly, this course is

appropriate for both prospective users of research results and prospective
marketing researchers.

1. Should be able to translate a marketing problem into a feasible research question.

2. Should be able to understand appropriate marketing research as a process that involves a sequence of

FA S TT activities, each compatible with the preceding stage(s).
.1;'_._L 3. Should have a thorough understanding of the strengths and weaknesses of alternative research
=< designs.
"J:L‘}\l) 4. Should be aware of the many sources of marketing information and have some knowledge of the various

means for gathering such information.

5. Should be able to design and execute a basic research project.
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> The Role and Value of Marketing |The marketing research process and proposals
Research Information Ch. 2
3 Designing the Marketing Secondary data, literature reviews, and hypotheses
Research Project Ch. 3
Designing the Marketing Exploratory and observational research designs and data collection
4 Research Project Sﬁ?ﬁa“ms
5 Designing the Marketing Descriptive and causal research designs
Research Project Ch. 5
6 Gathering and Collecting Sampling
Accurate Data Ch. 6
7 Gathering and Collecting Measurement and Scaling
Accurate Data Ch. 7
. Exam Review
8 [Review and Exam MID-TERM Exanm
9 Gathering and Collecting Designing the questionnaire
Accurate Data Ch. 8
10 Data Preparation, Analysis, Qualitative data analysis
and Reporting the Results Ch. 9
11 Data Preparation, Analysis, Basic data analysis for quantitative research
and Reporting the Results Ch. 11
12 Data Preparation, Analysis, Examining relationships in quantitative research
and Reporting the Results Ch. 12
13 Data Preparation, Analysis, Communicating marketing research findings
and Reporting the Results Ch. 14
14 gig}egiesentatlon for Group Presentation
15 [Final Exam Review and final exam.
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ldentifying research problems,
designing research studies, 1-15 AR ZHO
implementing research, and reporting s
research results
Power point for presentation, word
AEHAE for reports, and statistics software|3-14 o=
for data analysis
ethical issues in relation to data 5
collection and plagiarism in writing 3-14 bt 4






