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COURSE SYLLABUS


I-Course Information :

	Title of the course 
	Marketing Research

	Department
	Information Management

	Specialization
	Data Science 

	
	

	Academic Year
	2025-2026

	Semester Duration 
	13 Weeks

	Credit Number 
	5

	Number of Hours 
	

	
	

	Course Instructor 
	Dr. Hussein Nassar

	Email 
	Hussein.nassar@gmail.com

	Office Hours
	Wednesday 3:30-17:00




II- Course Description
This course introduces students to the concepts, methods, and applications of marketing research. It emphasizes problem formulation, research design, measurement, data collection and sampling. Students will learn how to conduct and evaluate marketing research projects that support managerial decision-making. Practical exposure to survey design, data interpretation, and reporting will be integrated throughout the course.
III-Course Objectives
This course aims to provide students with/allows students to:	
  Understand the role of marketing research in decision-making and strategic planning.
  Formulate a marketing research problem and translate decisions into researchable questions.
  Design qualitative and quantitative research studies, including the choice of appropriate research design.
  Develop measurement instruments, including questionnaires and scaling techniques.
  Understand sampling methods and determine appropriate sample sizes.
  Collect, prepare, and analyze data, with focus on descriptive and basic inferential techniques.
  Interpret findings and prepare a professional research report.
  Critically evaluate marketing research ethics and data quality issues.







In order to achieve the objectives of the course, the following requirements must be met by the student:
- Scientific activities
- Academic regulations
- Academic work and perseverance
- 70% attendance and participation

IV- Course Outline and Calendar

	
Learning Objective

	
Session(s)
	
Learning Content
	
Pedagogical Strategy& Tools


	Introduction to Marketing Research
	2
	  What is marketing research?
  Marketing research process
  Applied vs basic research
  Basic steps of research
	Lectures

	Problem Definition
	2
	  Defining the decision problem
  Developing research objectives

	Lectures

	Research Design
	2
	  Exploratory, descriptive, causal research
  Choosing the right design

	Lectures

	Exploratory Research & Qualitative Methods
	3
	  Focus groups
	Lectures + in-class demonstrations 

	Secondary data
	3
	Secondary data types and uses
	Lectures

	Midterm

	Qualitative research – In-depth techniques 
	2
	  In-depth interviews
  Projective techniques 
	Lectures

	Survey methods
	6
	  Survey and observation
  Measurement and Scaling
  Noncomparative Scaling   Techniques
  Questionnaire design 
	Lectures
In class exercise 

	Case study
	2
	
	In class case study on general topic of marketing research with Q & A

	Make-up/Revision and wrap-up
	2
	
	

	Final Exam


P.S.: The course outline above may be modified during the semester.

V- Teaching approach & methods

This course will use a blended approach that combines lectures for conceptual understanding, case studies to connect theory with real marketing research situations, and in-class exercises that allow students to practice designing surveys and solving research problems. Short online quizzes will be used to reinforce key concepts and ensure continuous engagement. Together, these methods create an interactive learning environment that promotes both analytical thinking and practical application.
VI- Assessment Methods
The success of the student in this course is based on:
1- His/her active participation in class.
2- His/her scientific contribution through research done outside the classroom.
3- His/her reading notes, research reports and practical applications as requested by course instructor.
The assessment of the student is carried out according to the following grid:
	Dates/Deadlines
	Final Grade Weighting (%)
	Assessment Type

	
	%10
	Participation (projects, research paper, oral presentation, etc.) 

	
	%30
	Midterm Exam 

	
	60%
	Final exam 

	
	100%
	Total 



VII- Specific Course Requirements

1- Regulations concerning deadlines for written and applied work submissions
The teacher has the right to:
- Refuse to receive written applied work outside the deadlines.
- Give the student additional time after omitting up to 25% of the mark awarded to the concerned activity.

2- Academic measures in case of plagiarism
The student shall be liable to the following penalties in case of any attempt of illicit scientific citation:
- Cancellation of the student's contribution, activity or scientific article and reduction of the final mark.
- If the same offense is reported in other courses, cancellation of the final exam and failure in the relevant course(s).

VIII- Reference Book
Malhotra, Naresh K. Marketing Research: An Applied Orientation. 7th ed., Pearson Education.
IX- Bibliography& Additional Sources
[bookmark: _GoBack]Supplementary materials and handouts will be provided in class to support key concepts and enhance practical understanding.
· --




4

image1.jpeg




