Marketing Research
1. Basic information

Course code: 12113560-72
Total teaching hours: _40_, among which__30__ hours for lectures, _10__ hours for experiments
Credits: 2.5
Type of the course:  elective
Teaching terms:  autumn 
Owner of the course: Qi Xu， Department of Sociology, College of Humanities and Development Studies  
Majors applicable:  Sociology
Prerequisites: Research Methods in Sociology, Social Statisitics
Person in charge of the course:  Qi Xu
2. Course description 

    This course aims to teach students the methodology of marketing research. It also helps students to have some hands-on experience by practically conducting a marketing research project. So it is a good combination of theory and practices. The process of marketing research is thoroughly discussed, which includes data collection, data analysis and report. The marketing research project that students conduct goes through the whole course stages. In addition, this course also aims to improve the presentation skills of students. Each Students will have two opportunities to present their homework. In summary, it is a course which teaches students how to conduct practical marketing research project.
3. Design of each teaching section

(1) The main contents of each teaching section, basic requirements, and teaching hours 
  Chapter 1
The Nature of Marketing Research


（2  hours）

1. Marketing research concept 

2. Marketing research defined

3. The role of marketing research

4. Types of marketing research

Chapter 2

The Industry: Structure, Evaluation, and Ethics
（2 hours）

1. Historical perspectives of marketing research

2. The Structure of the marketing research industry

3. Ethical Issues facing the marketing research industry

Chapter 3

The Marketing Research Process



（2 hours）

1. Steps in the marketing research process

2. The marketing research process : a case study 

Chapter 4

Defining the Problem and Determining Research Objectives（2 hours）

1. Define the marketing research problem

2. Formulate the marketing research problem

3. The formal research proposal

Chapter 5

Research Design




（2 hours）

1. Research design

2. Three types of research design

Presentation for research design




（2 hours）

Chapter 6

Secondary Data Sources



（2 hours）

1. Sources of secondary data

2. Advantages and disadvantages of secondary data

3. Evaluating secondary data

Chapter 7

Observation, focus group, and other qualitative methods（2 hours）

1. Qualitative and quantitative research

2. Observation techniques

3. Focus group

4. Other qualitative research techniques

Chapter 8

Survey Data Collection Methods

（2 hours）

1. Advantages of survey

2. Three alternative data collection modes

3. Factors determining the choice of a particular survey

Chapter 9

Measurement in Marketing Research
（2 hours）

1. Basic question-response formats

2. Considerations in choosing question-response format

3. Basic concept in measurement

4. Levels of measurement of scales

5. Validity and reliability of measurements

Chapter 10

Designing Data Collection Forms


（2 hours）

1. The functions of questionnaire

2. The questionnaire development process

3. Questionnaire organization

Chapter 11

Determining the Sample Plan



（2 hours）

1. Basic concept in sample and sampling

2. Two basic sampling methods

3. Developing a sample plan

Chapter 12

Determining the Size of a Sample


（2 hours）

1. Methods of determining sample size

2. Computing sample size using the confidence interval approach

Chapter 13

Data Collection in the Field, Nonresponse Error, and Questionnaire Screening
       （2 hours）

1. Nonsampling error in marketing research

2. Possible errors in field data collection

3. Field data collection quality control

4. Nonresponse error

Chapter 14

Data Analysis: Descriptive Statistics

（2 hours）

1. Coding data and the data code book

2. Types of statistical analysis used in marketing research

Chapter 15

Presenting the Research Results


（2 hours）

1. Importance of the research report

2. Organization of the written report

3. Oral presentation of research report

Field survey






（4 hours）

Computer Lab






（2 hours）

Presentation






（4 hours）

(2) The contents and requirements of the sections of experiments and internship: 
    Field survey: students will be divided into several groups and each group contains three students which will fulfill a field data collection task.
Computer lab time: students will be using the SPSS in the computer lab to analyze the data they collected.

Presentation: An oral presentation will be arranged to present the final report.

4. Teaching materials or references: 

  Textbook: “Marketing Research”, Renmin University of China, Alvin Burns, 1998.
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