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	Course Objectives

	This course is an elective and advanced course for students. Specifically, the course provides a critical review of key marketing concepts and current practice, relating these to developments in the internal and external marketing environment. It addresses the nature and scope of marketing, strategic marketing frameworks, consumer behavior and segmentation, and the contribution of consumer behavior insights. It will be a very useful and practical course for those students who are interested in marketing research and consumer behavior.

By the end of this course, students will understand the marketing research process and the different types of marketing research, communication methods in marketing research, and survey techniques, be able to construct and implement a survey and will use computer for analyzing the data (Excel, SPSS). Meanwhile, students should be able to use the data to provide consumer behaviour insights in their research.

To be specific, there are five goals to reach: 

• To improve the student's ability to critically and conceptually analyze research results. 

• To develop the student's ability to critically evaluate alternative research designs and to develop and select the most appropriate one for a particular problem situation. 

• To provide the student with the necessary skills to implement a research design 

• To provide the student with an introduction to the various data analysis procedures that are most frequently used in marketing research. 

• To provide the student with an introduction to the statistics program SPSS-PC.

	Course Outline

	Marketing research is a pervasive function of modern organizations. If, in fact, the "marketing concept" is to be implemented, marketers must have a way of determining what it is that consumers desire. As the complexity of the problems facing the marketing manager has increased in recent years, so has his or her need for information -- about the market environment, about the competition and particularly about the customers. Marketing research techniques can broadly be separated into qualitative and quantitative approaches. Qualitative techniques include many methods, such as focus groups and in-depth interviews. Quantitative methods are numerous; although we will discuss qualitative techniques, in this class we will focus on experimental and survey research. In brief, this course is designed to make the contacts between management and marketing research as productive as possible by making each student an intelligent user of marketing research on consumer behavior analysis.

	Teaching Format

	Lectures /Class discussion /Video watching /Company visit /Group project discussion /Presentations

	Office Hours:

	Monday 10:00-12:00 ; Wednesday 16:00-18:00

	Grading Standard: 

	Term paper (Group project): 40% (written 25%+ oral 15%); Assignments (Individual): 20% (2 out of 8) ; Small cases (two people/per group): 20% (2 out of 8) ;Mid-term report ( 10%) ; Class participation (10%)

	Reference/Text

	1. Merlin Stone, Alison Bond, and Bryan Foss (2004), “Consumer Insight: How to Use Data and Market Research to Get Closer to Your Customer,” London: Kogan Page Limited, ISBN 0-7494-4292-1.

2. William G. Zikmund (2007), “Exploring Marketing Research,” 9th edition, South-Western College Pub. ISBN-10: 0324320884, ISBN-13: 9780324320886. 
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3. 曾光華著, 行銷管理 理論解析與實務應用, 前程企業, ISBN: 957411882-7. 

4. Kotler, Philip (2005), “Marketing Management,” International Edition, 12th edition, Prentice Hall, ISBN: 0-13-145757-8. 

5. Michael R. Solomon (2006), Consumer Behavior: Buying, Having, Being, Seventh edition, Prentice-Hall, ISBN: 0-13-218694-2.

	Course content/ Progress / Documents

	Week

Date

Content

1

2009/09/14~2009/09/20

Housekeeping issues and introduction to marketing research
2

2009/09/21~2009/09/27

Marketing Research Process
3

2009/09/28~2009/10/04

Problem Definition and Research Process
4

2009/10/05~2009/10/11

Exploratory Research and Qualitative Analysis
5

2009/10/12~2009/10/18

Secondary Data Research
6

2009/10/19~2009/10/25

Survey Research: Part I
7

2009/10/26~2009/11/01

Survey Research: Part II
8

2009/11/02~2009/11/08

Observation
9

2009/11/09~2009/11/15

Experimental Research
10

2009/11/16~2009/11/22

Test Marketing and Complex Experiments
11

2009/11/23~2009/11/29

Measurement
12

2009/11/30~2009/12/06

Attitude Measurement
13

2009/12/07~2009/12/13

Questionnaire Design
14

2009/12/14~2009/12/20

Sampling
15

2009/12/21~2009/12/27

Fieldwork
16

2009/12/28~2010/01/03

Editing and Coding
17

2010/01/04~2010/01/10

Descriptive Statistics
18

2010/01/11~2010/01/17

Communicating Research Results



