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Today’s Handout 

• Course Syllabus & Schedule 

• Marketing Research: An 
Applied Orientation, 6/E 

• SAS Manuals (in disk) 

• One page Thesis Proposal 

• Malhotra: Chapters 1, 2 
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1-4 
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How to create a Masterpiece thesis? 

• Best Picture 

• Best Director 

• Best Original/adapted Screenplay 

• Best Actor/Actress/supporting role 

• Best Costume Design, Cinematography, Makeup and 

Hairstyling, Production Design 

• Best Sound editing, visual effects,  

• Academy Special Achievement Award  
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Examples for Durable topics 

跨越時空的劇本 

• 永續經營 vs.策略選擇 

• 持久性的競爭優勢 

• 差異化，低成本，品牌優勢 

• 市場開發(BD)與行銷投入(BP) 

• MM = 1E + 3C + STP + 4Ps 

• CRM, Marketing Analytics 

• Brand Equity, customer loyalty, Luxury 

branding,… 
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課程目標  

• Market Survey  市調方法  

• Marketing Research 行銷研究  

• Research Methodology 研究方法 

 
• Statistics (Linear Models, Multivariate Analysis, Baysian) 
統計方法與資料分析, 多變量分析   

• Marketing Models (Marketing Engineering) 行銷工程  

• Marketing Theory 行銷理論  

 

• Thesis/Dissertation 博碩士論文研究 
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Handouts 



5 

1-9 

1: Research Problems & Issues 

2: Literature Review 

3: Research Design, Theoretical 
Framework, marketing models 

4: Data Collection and Analysis 

 

5: Report Preparation, Presentation, 
managerial applications, and future 
studies 

課程目標 
Thesis as a science process  
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Handout  
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Other Free Download  
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Student Responsibility 
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Team Research Topics 

12/19 

1. Consumer Behavior Science: 

Luxury products and branding, conspicuous consumption, 

Prospect Theory, Social Networks, WOM, e-Community 

ANOVA, CATMOD, 

12/26 

2. Marketing Management and Modeling: Bass new product 

diffusion model, Disruptive Innovation, pricing theory 

marketing analytics, Bayesian epistemology, social-metrics 

RHREG, MapReduce, Bayesian 

01/02 

3. Strategic Marketing:Digital Marketing, platform and two-

sided market, ecological niche & habitats; CRM, LTV, FMCG, 

cross-elastics, 

FACTOR, FASTCLUS, DID 

01/09 

4. Finance, Organization, Strategy, and Innovation 

interfaces: Sustainable Competitive Advantage, Grounded 

Theory, Business model, Ambidextrous org.,   

DISCRIM, FMM, LGM 
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MSI 2018-2020 Research Priorities 

https://www.nersc.gov/assets/Uploads/AnalyticsFoundation5.0previewfor4.6.x-Guide.pdf
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Research Methodology 

Data Analytics/Science, 
Multivariate Statistics 

Thesis/Project Research 

1-20 

Chapter One 

Introduction to Marketing Research 
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A Classification of Marketing Research 

Marketing Research 

Problem  

Identification Research 

Problem Solving 

Research 

Market Potential Research 

Market Share Research 
Market Characteristics Research 
Sales Analysis Research 
Forecasting Research 
Business Trends Research 

Segmentation Research 

Product Research 

Promotion Research 

Distribution Research 

Fig 1.1 
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Problem Solving Research 

  Determine the basis of segmentation 

  Establish market potential and                   

    responsiveness for various 

    segments 

  Select target markets  

  Create lifestyle profiles: 

    demography, media, and  

    product image characteristics 

SEGMENTATION RESEARCH 

 

    Test concept  

    Determine optimal product design 

    Package tests 

    Product modification 

    Brand positioning and 

       repositioning 

    Test marketing 

    Control score tests  

 

PRODUCT RESEARCH 

Table 1.1 



12 

1-23 

Problem Solving Research 
Table 1.1 cont. 

PRICING RESEARCH 

    Pricing policies 

    Importance of price in brand selection 

    Product line pricing 

    Price elasticity of demand 

    Initiating and responding to price changes 

$ALE 

PROMOTIONAL RESEARCH 

    Optimal promotional budget 

    Sales promotion relationship 

    Optimal promotional mix 

    Copy decisions 

    Media decisions 

    Creative advertising testing 

    Evaluation of advertising effectiveness 

    Claim substantiation 

0.00% APR 
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Problem Solving Research 
Table 1.1 cont. 

DISTRIBUTION RESEARCH 

Determine… 

  Types of distribution 

  Attitudes of channel members 

  Intensity of wholesale & resale coverage 

  Channel margins 

  Location of retail and wholesale outlets 
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Marketing Research Process (p. 9) 

Step 1: Problem Definition 

Step 2: Development of an Approach to 

the Problem 

Step 3: Research Design Formulation 

Step 4: Fieldwork or Data Collection 

Step 5: Data Preparation and Analysis 

Step 6: Report Preparation and 

Presentation 

Which step(s) is missing in academic research? 

1-26 

Selected Marketing Research 
Career Descriptions 

Vice-President of Marketing Research: The senior position in marketing 

research. The vice president (VP) is responsible for the entire marketing 

research operation of the company and serves on the top management 

team. This person sets the objectives and goals of the marketing research 

department. 

Research Director: Also a senior position. The research director has the 

general responsibility for the development and execution of all the 

marketing research projects. 

Assistant Director of Research: Serves as an administrative assistant to the 

director and supervises some of the other marketing research staff 

members. 

(Senior) Project Manager: Has overall responsibility for design, 

implementation, and management of research projects. 

Statistician/Data Processing Specialist: Serves as an expert on theory and 

application of statistical techniques. Responsibilities include experimental 

design, data processing, and analysis. 

Fig 1.4 
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Analyst 
• Handles details in execution of     

project 

• Designs & pretests questionnaires 

• Conducts preliminary analysis of 

data 

Junior Analyst 
• Secondary data analysis 

• Edits and codes questionnaires 

• Conducts preliminary analysis of data 

Fieldwork Director 
•Handles selection, training, 

supervision, and evaluation of 

interviewers and field workers 

Senior Analyst 
• Participates in the development of projects 

• Carries out execution of assigned projects 

• Coordinates the efforts of analyst, junior analyst, & other personnel in the 

development of research design and data collection 

• Prepares final report 

Fig 1.4 cont. 

Statistician/Data Processing 
• Serves as expert on theory and 

application on statistical techniques 

• Oversees experimental design, data 

processing, and analysis 

 

Selected Marketing Research Career Descriptions 

1-28 

Careers in Marketing Research 
• Career opportunities are available with marketing research 

firms (e.g., AC Nielsen, Burke, Inc., M/A/R/C) 

   

• Careers in business and non-business firms and agencies 
with in-house marketing research departments (e.g., Procter 
& Gamble, Coca-Cola, AT & T, the Federal Trade 
Commission, United States Census Bureau) 

 

• Advertising agencies (e.g., BBDO International, Ogilvy & 
Mather, J. Walter Thompson, Young & Rubicam)  

 

• Positions: vice president of marketing research, research 
director, assistant director of research, project manager, field 
work director, statistician/data processing specialist, senior 
analyst, analyst, junior analyst, and operational supervisor.   
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Chapter Two 

Defining the Marketing Research 
Problem and Developing an Approach 

1-30 

The anatomy of your story 

Marketing Theory 

Frequentist 
Vs. Bayesian 

https://www.ukessays.com/essays/psychology/explanation-of-the-concept-of-research-onion-psychology-essay.php
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實證主義 

存在主義 

 Ethnography人誌學 

建構主義 

現實主義 

實用主義 

1-32 

Components of an Approach 
(for a thesis topic)  

1. Objective/Theoretical Foundations 

2. Analytical Model 

3. Research Questions 

4. Hypotheses 

5. Specification of the Information 
Needed 
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1. The Role of Theory in Applied Marketing Research 

Research Task   Role of Theory   

1. Conceptualizing   

and identifying    

key variables     

1. Provides a conceptual foundation and understanding of the basic processes  

underlying the problem situation. These processes will suggest key dependent  

and independent variable s.   

2. Operationalizing   

key variables   

2. Theoretical constructs (variables) can suggest independent and dependent  

variables naturally occurring in the real world.   

3. Selecting a   

research design   

3. Causal or associative relationships suggested by the theory may  indicate whether  

a causal or descriptive design should be adopted.   

4. Selecting a   

sample     

4. The theoretical framework may be useful in defining the population and  

suggesting variables for qualifying respondents, imposing quotas, or stratifying  

the population  (see Chap. 11).   

5. Analyzing and    

interpreting data   

5. The theoretical framework (and the models, research questions and hypotheses  

based on it) guide the selection of a data analysis strategy and the interpretation  

of results (see Chap. 14).   

6. Integrati ng   

findings   

6. The findings obtained in the research project can be interpreted in the light of  

previous research and integrated with the existing body of knowledge.   
  

1-34 

• Framework 

• Construct 

• Hypothesis 

• Theory 

• Theorem, axiom, law 

• Rule vs. Rule of thumb 

• Idea, insight, thought, 
concept, algorithm,  

  flows, eureka … 

Academic Terminologies on 
Theoretical Framework 
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2. Analytic Models (Constructs) 
 An analytical model is a set of variables and 

their interrelationships designed to represent, in 
whole or in part, some real system or process. 
(e.g., ambidextrous organization, “smiling curve”)  

 

 In verbal models, the variables and their 
relationships are stated in prose form.  Such 
models may be mere restatements of the main 
tenets of a theory. 

1-36 

a. Graphical Models 
Graphical models are visual. They are used to 

isolate variables and to suggest directions of 

relationships but are not designed to provide 

numerical results. 

Awareness 

Understanding:  Evaluation 

Preference 

Patronage 
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37 

b. Statistical Model 

1-38 

c. Mathematical Models 
Mathematical models explicitly specify the 

relationships among variables, usually in 

equation form. (e.g., E = MC2 ,Bass diffusion, price elasticity) 

 

 

 

Where 

y   =  degree of preference 

 
=  model parameters to be estimated statistically  
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d. Qualitative Model & Case writing 
哈佛經典個案  

Marketing 

Apple 2012 

Aqualisa Quartz 

BMW films 

Dove Evolution 

elBulli: taste of innovation 

Harrah’s Entertainment 

HTC 2012 

Inside Intel Inside 

Lady Gaga 

Samsung Electronics 

 

Operation Management 

Business Intelligence at SYSCO 

Flextronics International, Ltd. 

GE talent machine 

IDEO Product Development  

Microsoft AdCenter 

SK-II Globalization 

Southwest Airlines  

Toyota Motor Manufacturing 

Zara: Fast Fashion 

Zipcar 

1-40 

3. Research Questions and Hypotheses  

• Research questions (RQs) are refined 
statements of the specific components of the 
problem.   

• A hypothesis (H) is an unproven statement or 
proposition about a factor or phenomenon that 
is of interest to the researcher.  Often, a 
hypothesis is a possible answer to the research 
question (conjecture statement of the relation 
between two or more variables).  
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4. Examples of Hypotheses 

• Consumer satisfaction contributes to higher 
brand loyalty (one way) 

• Opportunism increases transaction costs 

• Culture has no effect on purchase behavior (null) 

• Online shoppers are more skillful than non-
shopper in marketing information navigation 
(group difference) 

• Consumers are willing to pay higher price in 
conspicuous consumption 

• The “take away” from case analysis 

1-42 

Examples of Thesis Topics 

• Asset-light strategy 

• Scanner: Package size vs. branding; substitute vs. supplement 

• IT product channels in China  

• 3C products channel strategy in China 

• Product models, pricing, and profit analysis on MP3 player  

 

• Information Overload (Blocking)  

• RFM, life-time value, and consumer equity  

 

• Churn rate on Survival Analysis  

• Takeoff effect on Multi-generation Product Diffusion  

 

• Procurement and Opportunitism in China 
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Concluding Remarks 

• The multivariate nature of marketing research 

and problems 

• Research problems and hypotheses direct 

investigation 

• A problem cannot be scientifically solved unless 

it reduces to hypothesis form 

• If the problem and hypothesis is too general, it is 

usually too vague and cannot be tested. 

• A hypothesis is a prediction 


