	Course title
	Marketing research

	Lecturer
	dr Marcin Haberla

	Level
	bachelor

	Length
	30 / L: 15, W: 15

	Type
	major course

	Form
	lecture and workshop

	Content
	1. The concept of marketing research. Classification of marketing research. The role of marketing research in decision making

	
	2. Marketing information system (MIS). Structure and functions of MIS.

	
	3. Stages of marketing research process. Formulating the marketing research problem. Method of inquiry. Research method. Research design.

	
	4. Stages of marketing research process. Sample design process. Sampling techniques. Sample size determination.

	
	5. Stages of marketing research process. Data collection. Analysis and interpretation. The marketing research report.

	
	6. Construction of research questionnaire. Principles of construction of a research questionnaire. Types of questions.

	
	7. Methods of data collection. Types and sources of secondary data. Types and sources of primary data. Survey methods.

	
	8. Definition of the market position of the company. Analysis of the market share. The use of SWOT analysis in the marketing research.

	
	9.  Product related research. Needs and expectations of customers research. New product development. Market tests.

	
	10. Price research. Price testing methods. Price Sensitivity Meter.

	
	11. Distribution system testing. Analysis of competition. Evaluation of the effectiveness of the distribution system.

	
	12. Advertising research. Target audience research. Communication, behavioral and economic effects research. Media research. Advertising testing. Advertising effects tracking.

	
	13. Marketing research on international markets. EMIC and ETIC approach. Business Environment Risk Index (BERI).

	
	14. Marketing research in praxis – student’s presentations

	
	15. Marketing research in praxis – student’s presentations

	Prerequisites
	•
English language proficiency

•
completing course “principles of marketing” preferred but not required

	Learning outcomes
	Knowledge – Student knows and understands the importance of gathering market information, necessary in a decision making process. 

	
	Skills – Student has the skill to choose right research techniques and methods,  that are adequate in the process of market information gathering.

	
	Competences – Student has an ability to assess the market situation of a company using the collected data and is able to take right decisions based on them.

	Selected literature
	1. Burns A. C., Bush R. F., Marketing Research, Prentice Hall, New Jersey 2010

	
	2. McNeil R., Business To Business Market Research : Understanding And Measuring Business Markets, Kogan Page, London 2005

	
	3. Malhotra N. K., Basic Marketing Research, Prentice Hall, New Jersey 2011

	
	4. Aaker D. A., Kumar V., Day G. S., Marketing Research, J. Wiley, New York 2004

	
	5. Churchill G.A., Marketing Research, The Dryden Press, New York 1995

	Teaching tools
	lecture, case studies, exercises

	Form of examination
	project work, written test


