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GENERAL INFORMATION
Date: October 13, 2007 ~ January 26, 2008

Time: Saturday, 2:20-6:00 PM
Venue: EEEERBTZIRAE xxx BE

Faculty:

EIr9 2%
BFEEE LABHITAT X lichung@management.ntu.edu.tw & 02-3366-4983

ISR 2%
EIE D 2 EhH5EAT X mhhsieh@management.ntu.edu.tw @ 02-3366-3850

NATURE AND SCOPE

"prgmla & TEFSS 3 AL ar- PEFTFTEFNGEF - Ll > 3
FEEFERBEGHOFR > LN EHREF L2 BT 2L o bldel THIAFH, (Niche
Marketing) ~ " #cg 7 4, (Micro Marketing) ~ " B % i 4/ | (Relationship Marketing) ~ T 7 #L
E {7 4/ | (Database Marketing) ~ " - #t- {74 ; (One to One Marketing) ~ " % # i+ 7 4 |
(Customization Marketing) ~ " s 7 4 | (Internet Marketing) %  f iz it & &3 E ~ 25754 4
SRS BT s v p gy A ? & TAEEM % F 2, (Customer Relationship
Management, CRM)®B*rg » 2z % > HE nenpre@ AR TREEZ B AR | 2R L THEELBAE | ?
CRMt g #a 2 8- 5%, L - B3 & 75 HA LPpFeRHL i eretailer o
22 AL TR (virtual) 2 BT 5 (reality) ? Bk b B 7 A RAT TR B R B AP
ALFE el GRS ) 2R FHPESSE ) o FLEg Ripw kit T4
LA AnFErman T FHPEF 232 ) Ao TFHPEE 2 ¢ {aE- HHER
CEATE LA e il HF RGP AVREFR LR A S0 AT g T AN F LA
P TREDS 2 T EH AR T -6 o d NEHEP IR R-PAEAE  F T
g gL YRS JERES PRI REST JRF o T AFT RS S F R
BARE AEFAREORFHRY Y hTP I Z  cBFIPIZPRTPLAREIUER
—ETRFL AT AFI ORI EIUPRELEREPRR  (EL PR BFRY R FeI
FrARATIED R4 gk oo

Az P £ (COURSE OBJECTIVES):

AP 2 et REFH AR AMEEDFH LR TR a FHALITRALEEE 1 RTE
ANERE S RIOTREUE S LI H R a2t 2 R EHFT AR B o
SRR (TR GFE R 0 B o AR T T I Ao Teri kKRR 0 R N it e
PRHEEL S L FHPFI R HFEPEE TR AR IR BE A RO RERE S 2
FAPM AT AR B R a2 S R AR T A K% R LY FeaniT e &
FIRAE -

7g 8 & % (COURSE OBJECTIVES):

Bt TiEgrgm, gk fge T4 (Decision Science):iic & a1 2 T 247§ O
PR A AR LR E PG (RS FY el Y S AT R R A g 2
il

-

22

Ko BEFRFARL Y APAEL o FH R F PR HT A FL A M KA 71
IR fLE Rk
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LEARNING MATERIALS

Textbook

1. Aaker, David A., V. Kumar, and George S. Day (2007), Marketing Research, 9" edition, John Wiley
& Sons, Inc. (Textbook, FEE % &)

2. Robert K. Yin, “Case Study Research: Design and Method”

3w E S (2000) (Ezpmay:mperdar) o S %4 - Stewart and Shamdasani
(Focus Groups: Theory and Practice. )

Reference Books

1. Lilien, Gary L. and Arvind Rangaswamy (2003), Marketing Engineering: Computer-
Assisted Marketing Analysis and Planning, 2™ ed., New Jersey: Prentice-Hall.

2. % % $(2002) > 5 % F A4 0 A% N AL o
3.% R E(1996) EMEY L Emersges 7K £3

pul"'

}%, o

4, 2 laif > 2000, &4 E HARLEFN o ST HE o
5. me (2002) ¢ (AEgFEFIFL) oA
6. % &% (1996)  (FHFAL 1 =BH 2 2 A LAPFTRE) > 240 Eine

Alasuutari, Pertti, (1995) - Qualitative Method and Cultural Studies. London:
Sage.

Yﬁi o

1=y

7.Miles, Mathew B. & Hubefrman, M. (1994). Qualitative data analysis: An expended
source book. Thousand Oaks, CA: Sage.

Cases

Supplementary Materials
Will be handed out at the beginning of each class session.
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COURSE REQUIREMENTS (OPTIONAL)
1. {74 § = (Marketing Management)
2. %zt ¥ (Statistics)—optional
GRADING PoLicy
1. Homework—(Case Reports) 30%
2. Case Study—(Class Participation) 20%
3. Term Paper— 50% (Report 30%, Presentation 20%)

REQUIREMENT

(ERFHREANF R EEPGRIGE - FEHRERENMEEEWH -
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TIME/ SCHEDULE

Module 1  Quantitative Analysis for Marketing Decision

Session1 October 13  The Nature of Marketing Research
Content
Material
Case
Session2 October 13 Research Approaches
Content
Material
Case
Session 3 October 27 Fundamentals of Data Analysis
Content
Material
Case
Session 4 October 27 Discriminant and Canonical Correlation Analysis
Content
Material
Case
Session 5 November 10 Factor and Cluster Analysis
Content
Material
Case

Session 6 November 10 Multidimensional Scaling and Conjoint Analysis
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Content
Material
Case
Session 7 November 24 Special Topics in Database Marketing
Content
Material
Case
Session 8 November 24 Continuity-Selling Strategies in Database Marketing

Content
Material

Case

Module 2 Qualitative Analysis for Marketing Decision

Session9 December 8 How to Apply Different Qualitative Methods to
Solve Marketing Problems

Content
Material
Case
Session 10 December 8 Observational Methods: Merits and Limitations
Content
Material
Case
Session 11 December 22 Focus Group Method: Merits and Limitations

Content
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Material
Case

Session 12

Content
Material
Case

Session 13

Content
Material
Case

Session 14

Content
Material
Case

Session 15

Content
Material
Case
Session 16
Content

Material

December 22 Linking Focus Group Method With Real-Life
Examples and Appreciating Exemplar Academic Research

January 5 Research-based versus Teaching-based Case
Studies Method: Merits and Limitations

January 5 Linking Case Studies Methods With Real-Life
Examples and Appreciating Exemplar Academic Research

January 19 Process Models in Longitudinal Research: Merits
and Limitations

January 19 Appreciating Exemplar Academic Researches
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Case
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