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EXPLANATORY NOTF. 

The purpose of' the academic discipline "Marketing Research" is lo develop the 
theoretical knowledge and practical skills or ruture specialists in the field of 
marketing research . 

The main tasks ol'the academic discipline arc: 
I. To characterize the types or marketing research; 
~. To cover the topic of process or marketing research; 
3. To master the stages or marketing research planning; 
4. To study the peculiarities of methods or marketing research; 
5. To master the approaches to the analysis of marketing in formation. 
The content or the academic discipline can be the basis ror the theoretical and 

methodological support or master's theses and scicnti lie works. 
Mastering the academic discipline 'Marketing research" should ensure the 

development or academic and prol'essional competencies, provided by the 
educational standard of the specialty. 

J\s a result of studying the academic discipline, students should 
KNOW 

Basics or marketing researches; 
Methods or marketing research; 
Approaches to the analysis or marketing in formation. 

131'. /\BLE TO 
Carry out marketing research using different methods; 
J\nalyze the data collected during the marketing research; 
Draw conclusions and recommendations based on the marketing research 
data. 

II/\ VI : SKILLS OF 
Conducting interviewing, observation and experimentation; 
or statistical analysis or marketing research data. 

The academic discipline "Marketing Research '' is based on knowledge of 
students in the field of marketing management and business statistics. 

The curriculum for the academic discipline pro ides 230 hours (total), 
including 72 auditory study hours, lectures - 42 hours, and workshops - 30 hours. 

The recommended form or control -· exam (6 credit units). 



CONTENTS OF EDlJCATIONAL MATERIAL 

Topic I. Basics of marAeting research 
Introduction to marketing research : problem definition. Essence of marketing 

research. Classification or marketing research. Marketing research process: scienti fie 
approach. Phase wise marketing research process. Defining a research problem. 
Process or defining or research question. Study or management problems. 

Topic 2. Del'elopme11t of a research plan 
Determination or methods for conducting marketing research. Types of research 

designs. Exploratory research design: analysis of secondary in formation, in-depth 
interviews, focus groups, and projective techniques. Descriptive research design: 
cross-sectional design , longitudinal design, forecasting methods. Causal research 
designs : pe rsonal, telephone, mail, and online interviews, observation, 
experimentation . 

Determination or types and sources or information. Primary and secondary 
information. Advantages and disadvantages or primary and secondary information. 
Sources and methods of collecting or primary in formation. Quantitative and 
qualitative marketing research. I nlcrnal and external sources of secondary 
information . The classical method or analyzing secondary in frm11ation. In formative­
targeted analysis. Content analysis or documents . 

Types or errors or marketing research. Lrrors by planning of research process. 
Errors by data collecting . l:rrors by input, analys is and interpretation of data. 
Approaches lo reducing errors in marketing research. 

Topic 3. Preparation for collection ofprimar_J information 
Sampling. Delinition or sampling in the field or marketing research. 

Determining sample si:1.e. Classilication or sampling techniques. Probability and 
sampling design: cluster sampling, s imple random sampling, stratified sampling, 
systematic sampling. Nonprobability sampling design: convenience sampling, 
judgement sampling, quota sampling, snowball sampl ing. 

Scaling. Types pf scales in marketing research. Comparative scaling in 
marketing research. Paired comparison. Rank order. Constant sum scale. Non­
comparative scaling. Likert Scale. Stapel scale. 

Topic 4. /11terviewi111: 
Questionnaire design. Process of questionnaire design: specification of the 

infonnation needed in researchable f'ormat, selection or interview method, 
determination or question compos ition and content, pilot testing the questionnaire. 

Structured and unstructured interview. Direct and indirect interview. Depth 
interview. Focus group. Protocol ana lys is. Projection methods. Telephone, mail, 
onlinc interview. Probability and nonprobabilily online research . The strategy of 
onlinc data co ll ection. Panel studies. 

Reducing of inaccuracy and ambigui ty of' responses. Telescoping, investigator 
expectations, investigator unwillingness, time costs, perceived losses of prestige, 
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invasion or privacy. Ambiguity in communication. Reducing or ambiguity in 
communication . J\lternative question wording. Pretesting. Verification by 
ohservation . Reducing internet survey error: coverage erro r, sampling error, 
nonrcsponsc error, measurement error. 

Topic 5. Observation and e.v:perimentatio11 
Essence or obser ation. Types of observation . Field and laboratory observations. 

Perspective and sclcct ive observation. Structured and unstructured observations. 
Open and sccret observations. Sample selection and sizes. The validity of the 
lindings. 

Nature: of experimentation. Natural and controlled experimentation. Parallel and 
sequential experimentation. The process of the experimentation. Elimination of 
extraneous variables. Sources or invalidity of experimentation. t:xternal and internal 
validity or experimentation. Models or experimental design. Pre-experimental 
design, true experiments, quasi-experiments, statistical models. Developing 
experimental designs in on line surveys. 

Topic 6. Data ana(l sis 
I lypothesis testing. Process or hypothesis testing. Data tabulation process. 

Formulating hypotheses. Research question. /\lternati e hypotheses. ull hypotheses. 
Statistically significant.. 

Bivariate data analysis. Cross-tabulation. Interpretation or the percentage 
change. 

Testing or multiple group means. J\nalysis of variance. Nypothesis in /\NOVA. 
F-test. One-way (single factor) ana lysis of variance. Two-factor analysis of variance. 
N-factor analysis or variances. 

Correlation analysis. Regression analysis. onparametric tests. 
Soltwarc ror statistical data processing. Computer program SPSS Statistic. 
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INFOl~MATION AND METllODOLOGICAL PART 

Metltodological recommendations of the organization of i11tlepe11de11t work of 
.\·tudenlsf{1r the academic discipline "Marketing Research" 

The main stage by the mastering or academic discipline is the independent work 
of students. It is recommended that the time for independent work is on average 4-4,5 
hours for a two-hour auditor study. 

The main directions of the student's independent work arc: 
initially detailed acquaintance with the curriculum; 
acquaintance with the list or recommended literature for the discipline in 

general and for the topics, its availabi lity in the library and from other sources, study 
of the necessary literature by the topics, selection or additional literature; 

studying and expanding the lecture material through special literature and 
consultations; 

preparation for the workshops with specially developed plans through the 
stud or main and additional literature; 

preparation for the implementation or diagnostic forms or control (quizzes, 
colloquiums, tests, etc.); 

preparation for the exam. 
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