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REQUIREMENTS (SUBJECTS THAT ARE ASSUMED TO BE KNOWN)

Marketing

OBJECTIVES

The main objective of this course is that student should acquire an adecuate understanding of the marketing research
process and the different phases and thecniques to develop a market research project. To reach this objective,
students must acquire different knowledge, capabilites and aptitudes.

In regard to acquired knowledge, students at the end of the course should be capable of:
- To know the major sources of information for market research in marketing.
- To understand the market research process from the first set of objetives to the end of the final market research
report.
- To identify the best market research approach and study that is the most appropiate for the proposed objectives.
- To analyze and evaluate the statistical thecniques most appropiate for the research project.
- To summarize in a market research report the qualitative and quantitative information derived from the market
research program.

In regard to the specific capabilities, at the end of the course, the student should be able to:
- To design and implement a market research project.
- To apply the necessary statistical techniques to each project and type of reserch proposal.
- To write a final market research report with the necessary information, including the technical information and
conclusions.

In regard to general capabilities, during the course work, they should be focused on:
- To develop the capability to search for the necessary secondary information to rearch the proposed objetives.
- To develop the capability to design the proper research proposal and establish the appropiate techniques and
methodologies.
- To be able to develop skills to teamwork, with group presentations of a selected market research.
- To develop skills to summarize the market research findings and conclusions in a final document, that should be
presented at the end of the semester.
- Skills and capabilites to develop a good diagnosis to the situations as well as recommendations for actions to be
taken in terms of commercial and marketing activities for companies and institutions.

In regard to aptitudes, once the course is finished, the student should:

- Be creative in regard to recommendations and marketing actions to be taken based on the market research
outcomes.
- Have a ethical and responsable behaviour with his/her class colleagues, and specially, with his/her work group.

DESCRIPTION OF CONTENTS: PROGRAMME

1. Fundamentals of Market research.
2. Different phases of a Market research project.
3. Sources of information: General and specific (tourism) secondary sources of information.
4. Primary sources of informatio: Qualitative methdologies
a. Qualitative vs Quantitative methodology.
b. Reflexiones sobre las tendencias de la IM en el mercado actual.
c. Técnicas Cualitativas Directas: Entrevista en profundidad y Focus groups.
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d. Técnicas Cualitativas Indirectas: Observación y Mystery Shopper.
e. Experimental methods.
f. Metodología del análisis cualitativo: análisis de contenido.
5. Primary sources of information: Quantitative methodologies and research
a. Técnicas Cuantitativas: tipos de encuestas, investigación por suscripción, investigación y
nuevas herramientas ¿on line¿.
b. Types of studies.
c. Sampling: sample selection, types of probabilistic and non probabilistic samples
d. Questionnaire design
6.  Methodology for quantitative analysis: Statistical analysis using SPSS software programme.
a. Análisis univariante de los datos con SPSS
b. Análisis bivariante de los datos con SPSS
c. Análisis multivariante de los datos con SPSS
7. Final research written document and its presentation

LEARNING ACTIVITIES AND METHODOLOGY

During the course, students will participate to both theory lectures and practice sessions (based on case study
discussions, problem sets solving and use of software packages at computer lab), whose aim is that of transferring
conceptual and methodological knowledge.
In order to improve their personal capabilities, students will participate in a teamwork experience (each team being
composed by three to four members), by which all steps of a marketing research study are performed. At the
beginning of the course, each team will receive a firms marketing problem to face. Accordingly, students will have to:
a) identify the objective of the marketing research study; b) design the most appropriate methodology; c) collect and
analyze data; and, d) draw conclusions and present results of the study. For each step, a report has to be submitted to
the course lecturer. Finally, at the end of the course, each team is expected to make a short presentation of obtained
results to a (theoretical) audience composed of corporate executives.

ASSESSMENT SYSTEM

The assessment system of this course is based on two main components:
1) an individual, written exam; and, 2) a teamwork exercise.

1) The final exam accounts for 60% of the course grade. Its objective is to assess whether and how much each
student knows, understands and is able to put in practice the concepts and methodologies of marketing research.
Minimun grade in the exam: 3,9
2) The teamwork exercise accounts for the remaining 40% of the course grade. Each team is expected to perform a
marketing research study. Partial and final results of the study have to be disclosed by means of written reports and
oral presentations. Both analytical capabilities and communication abilities as establishe in the course goals will be
subject to assessment and evaluation.

% end-of-term-examination: 60

% of continuous assessment (assigments, laboratory, practicals…): 40
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