
Course Ɵtle MarkeƟng Research and Data AnalyƟcs 

Course code MKTG-396 

Course type Major Requirements 

Level 1st Cycle 

Year / Semester 3rd / Fall  

Teacher’s name MarkeƟng Faculty 

ECTS 6 Lectures / week 1 (2.5 hrs) 
Laboratories / 
week 

NA 

Course purpose and 
objecƟves 

This course equips students with the skills to collect, analyze, and interpret 
data to make informed markeƟng decisions. Students will explore both 
quanƟtaƟve and qualitaƟve research methods, learn how to design surveys, 
conduct experiments, and analyze consumer data. The course emphasizes 
the use of staƟsƟcal tools and soŌware for data analysis, allowing students 
to extract acƟonable insights from complex datasets. Through case studies 
and pracƟcal applicaƟons, students develop the ability to enrich markeƟng 
strategies and adapt to a rapidly evolving business data analysis 
environment. 

 

The main objectives of the course are to: 
 Introduce markeƟng research. 
 Provide an overview of the markeƟng research process. 
 Explain research design and its major types. 
 Provide knowledge on both qualitaƟve and quanƟtaƟve research 

methods used in markeƟng research. 
 Discuss the types of measures used in markeƟng research and the steps 

involved with the design of a quesƟonnaire. 
 Understand the basic concepts involved with samples and sampling. 
 Discuss different types of staƟsƟcal analyses used in markeƟng research. 
 Interpret SPSS results (t-test, ANOVA, CorrelaƟon). 
 Discuss different use cases of digital marketing and interpret results 

from digital marketing analytics. 

Learning outcomes AŌer compleƟon of the course students are expected to be able to: 



1. Understand the basic principles of markeƟng research and how it 
assists in offering valuable insights to decision makers. 

2. Understand the steps of the markeƟng research process, as well as how 
to define the problem and formulate research objecƟves. 

3. Comprehend what research design is and disƟnguish between the 
three major types of research design: exploratory, descripƟve, and 
causal. 

4. Evaluate the various research methods available for conducƟng 
markeƟng research and know how and when to use them for gathering 
informaƟon  

5. Design good quesƟonnaires, use correct measurement scales and apply 
sound sampling principles in order to gather valid and reliable 
informaƟon. 

6. Analyze research results and communicate results to decision makers 
and other stakeholders. 

7. Understand the importance of digital markeƟng and apply the 
fundamentals of digital markeƟng analyƟcs. 

Prerequisites MKTG-292 Required X 

Course content 

SECTION I: Introducing markeƟng research   

 MarkeƟng research explained 

 The need for markeƟng research  

 ConducƟng markeƟng research ethically 

SECTION II: Planning and designing markeƟng research 

 MarkeƟng research process 

 Defining the problem 

 FormulaƟng research objecƟves 

 Research design 

SECTION III: Secondary data 

 Sources of secondary data 

 EvaluaƟng secondary data 

SECTION IV: QualitaƟve markeƟng research 

 QualitaƟve research methods  

 Doing qualitaƟve markeƟng research  

 Analysing qualitaƟve data 

SECTION V: QuanƟtaƟve markeƟng research 



 Methods of data collecƟon 

 Designing markeƟng research quesƟonnaires 

 SelecƟng the sample 

 Determining the size of a sample 

 Understanding data from causal research 

 Analysing and interpreƟng data from causal research 

SECTION VI: Digital MarkeƟng AnalyƟcs 

 Understanding digital markeƟng 

 InterpreƟng digital markeƟng analyƟcs 

Teaching 
methodology 

Lectures, Study & Analysis of bibliography, Project, Essay WriƟng, 
InteracƟve Teaching. 
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Assessment Class ParƟcipaƟon, PracƟcal Exercises, Project, Final Exam. 

Language English 

 


