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this course you will be introduced to all phases of the marketing research process by taking the role of both a manager
who seeks answers to questions on the translation of marketing decision problems into marketing research objectives,
the development of effective marketing research designs, and tuming marketing research designs into effective
marketing decision information.
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The purpose of marketing research is to help support managerial decision-making. As such it is
closely tied to the purpose of the decision, which can range from developing exploratory scenarios
of business situations to specific choices between alternatives. In this course you will be introduced
to all phases of the marketing research process by taking the role of both a manager who seeks
answers to questions on the translation of marketing decision problems into marketing research
objectives, the development of effective marketing research designs, and turning marketing research

designs into effective marketing decision information.
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1. Introduction to Marketing Research and Process.
2. Research Design.
3. Data Search, Collection and Questionnaire Design.
4. Complex Sampling Procedure.
5. Data Analysis Univariate, Bivariate, and Multivariate.
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® Mid-term proposal: 20%
® Assignments: 25%
® (Class participation: 10%
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® Final project: 30%
¢ Team participation; 10%

¢ Research participation 5%




