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BRI AL Marketing Research addresses the practice how to systematically and logically
gather and analyze the information that is relevant to the objective of making
marketing decisions. The main objective of this course is to equip students with
the key concepts and methods of marketing research, and allow student to
understand how to apply those tools to solve real-life business problems. Both
qualitative and quantitative research methods are covered through the lectures. We
also discuss real life application through various mini-cases. A small-scale project
report demonstrating students’ learning at this course is required where students
identify and solve a real business problem using marketing research methods.
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The course will cover the following important topics:

1. Introduction to Marketing Research

2. Research Process and Problem Formulation

3. Basic research process and four major steps of a marketing research project
4. Marketing research in the social media, TV industry, In-store shopper, and
brand perception

5. The Marketing 4-Ps: pricing, promotion, product design, positioning

6. Exploring company competitive advantages using M. Porter’s Five Forces
Analysis.

7. Introducing process of marketing quantitative research

8. Sampling, questionnaires, survey design, and data analysis

9. Making conclusion and marketing suggestions.

The course will conclude with student presentations of their group-based
marketing research project.

PART 1I:THE ROLE AND VALUE OF MARKETING RESEARCH
INFORMATION

Ch 1 Marketing Research for Managerial Decision Making

Ch 2 The Marketing Research Process and Proposals

PART 1II: DESIGNING THE MARKETING RESEARCH PROJECT
Ch 3 Secondary Data, Literature Reviews and Hypotheses

Ch 4 Exploratory Research Designs and Data Collection Approaches
Ch 5 Descriptive and Casual Research Designs

PART 1III: GATHERING AND COLLECTING ACCURATE DATA
Ch 6 Sampling: Theory and Methods

Ch 7 Measurement and Scaling

Ch 8 Designing the Questionnaire

PART IV: DATA PREPARATION, ANALYSIS AND REPORTING THE
RESULTS

Ch 9 Qualitative Data Analysis

Ch10 Preparing Data for Quantitative Analysis

Ch11 Basic Data Analysis for Quantitative Research

Ch12 Examining Relationships in Quantitative Research

Ch13 Reporting and Presenting Results
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BRI A Please check "my e-learning™ from time to time and see if any announcement from

the teacher.




