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Marketing research(MR) is an integral part of marketing. It is a systematic
process. Tasks in this process include designing methods for collecting
information, managing the information collection process, analyzing and
interpreting results, and communicating findings to decision makers, MR task
is to assess information needs and provide management with relevant,
accurate, reliable, valid, and current information to aid marketing decision
making,
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BZREE/AZAEM | The purpose of this course is| ¢4 | BCD
il Fﬁ%fﬁmz EJJ Z 1% m%,| simply to equip/enhance

B A ERE ;]3?? $4#F 72| students with the capability
AT AL 3T 36, AZEAZ| of conducting research related
2 A REAAITHHEEE | to marketing subject matter,

o For the achievement of this
purpose, students are
requested to read marketing
articles and open discussion
are welcome during the class.
By the end of this course,
students ought to complete a
marketing research,
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100/02/14~

100/02/20 Course Orientation & Intrduction to Marketing

Research

100/02/21~

100/02/27 Marketing Research Problem and Approach

100/02/28~

100/03/06 Secondary Data, Literature Reviews, and Hypotheses




4 122;22;?? Exploratory and Observational Research Designs
5 122;22;;? Descrptive and Causal Research Designs

6 122;22;;? Measurement Scaling and Sampling Methods

7 123;3%? Analysis of Variance and Covaiance

8 122;21;?? Correlation and Regression Analysis

9 123;212? Logit Analysis
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11 122;2;%? Factor Analysis
12 122;22;2? Cluster Analysis
13 122;22;?? Discriminant Analysis
14 122;22;;? Multidimensional Scaling
15 122;22;;? Conjoint Analysis
16 122;22;2? Structural Equation Modeling
17 123;22;?? Structural Equation Modeling
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Malhotra, N.K. (2010), Marketing Research: An Applied Orientation, 6th

¥ A edition,. Prentice Hall.
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