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#4237 5 (COURSE PURPOSE):

CHTER A BT RIERRY T A BT — IR AT R BV AC LR - SEfT AR - B AIRE
RN ENET) > KASFHALHEE . EEmAE - fa0 0 T FETES ) (Niche Marketing) -

T FERTTEY | (Micro Marketing) ~ " BH{47784 , (Relationship Marketing) ~ " &iHE{THY | (Database
Marketing) - —¥}—17$5 ,(One to One Marketing) " Z#I(L1T$5 (Customization Marketing) ' 4gE&
{T#4 | (Internet Marketing) % - fE 52 Se&n B8  IPIP O EAVARE ~ L1557 T » EMAVACBLGR (T EEIE 2
1 " BAZ {4 E T | (Customer Relationship Management, CRM)SIE A ZE > 2 » HEFAVZ OB
B EEREE 7 B EEEHE 2 CRMEH NS T S B FE 2 ik
RAPEA R AT R > e-retailerYEETL FRE " HEBE | (virtual) ? 322 T BT | (reality) ? §F47 - ulifd
T TH RN BAS B E NI R B B U0 AN T TTE8 22 ny B4 B g TR IR 0L - R Ry
MEEMRIZRTIEMERY T ITEN T 2 B4 | A eI T TSR R 0 IR EN T ITes R T
PRSP EEIR T ITE TR A | B o AERAE 2 B S SRS S (S T R
HRERENZEENOEIMER "R ITE ) DIEETITEAER -

#42 P #(COURSE OBJECTIVES):

T8 IE 2 HAVIER TR I TEASR A BRESBEAVITIR R R EEN » T TIARE RN IS AERN 8
MmN R AR B (R ELRE VGt A o RS ST BTN E B _ERTEESHIARIEE > ZEA
PR ar s B bR A 1T BT ST TR, BREVE E W T seakat; BIRA REVERRETTE; IEM
MRHE St oA Bo S EIREAVITHN SRS B, DUBEE BiE A1 THITTB T Rk -

FE#F = % (COURSE OBJECTIVES):

SoTTIHEH HHEERIAEL JATRIEL | (Decision Science) IS B ALY - ASRIEIIZ RIS TAE
VI st E2 A FE RS o AT T SRS S BB SR » W BN E B2 - R AR 1%
THIARI SR MTRE RS NF AR BRI TEHA RIS > 152 IERERY ~ BRI E

I ITEESERY P BRI
2. JHEEHHENH GRS
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4 13 $42(COURSE PREREQUISITES):

1. {T85% ¥ (Marketing Management)
2. 4RETEE(Statistics)

#1 (TEXTBOOKS):

1. Aaker, David A., V. Kumar, and George S. Day (2007), Marketing Research, 9" edition, John
Wiley & Sons, Inc. (BBZEE ST - f5EBRIE)

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

3. FESCE(2002) - ZEE T - B HAREE -

4. FEBHL(1996) » (TEYIEZE BT - SBHARR » HERER -

5. Rossi, Peter E., Greg Allenby, and Rob McCulloch (2005), Bayesian Statistics and Marketing, John
Wiley and Sons, New York, NY.

6. Leeflang, Peter S.H., Dick R. Wittink, Michel Wedel, and Philippe A. Naert (2000), Building
Models for Marketing Decisions, Lower Academic Publishers, Norwell, MA.

7. Blattberg, Robert C., Gary Getz, and Jacquelyn S. Thomas (2001), Customer Equity: Building and
Managing Relationships as Valuable Assets, Harvard Business School Press, Boston, Massachusetts.

8. Koch, Richard (1998), The 80/20 Principle: The Secret of Achieving More with Less, Doubleday,
New York, NY.

2 % 2+ ¥ (COURSE REQUIREMENTS):

Homework—(Case Reports) 15%
Case Study—(Class Participation) 5%
Midterm Exam—(November 13) 20%
Final Exam—(January 15) 20%
Term Paper—(Due on January 8) 40% (Report 30%, Presentation 10%)

#2534 (CLASS FORMAT):

BHEEERET > Gt AT—ERTE R Z % - 5 B = Ei ARG BT R e 2 2 A
B o AERRMEST AT > RS R P I A AR B R Ry N ESE R TS Z (E% - SR
HEFE N5 AR -

M

\

% % /| 32 (PROJECT TEAMS):

B—/NEREANEE VTN - ZZ10ARFEA] (HREELSA—4) - HAKEEERR TR
EZEWTES ) o B GRS A i L BER o AEeR e e (K o AT SR S B
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R o [EIEE 2R N B AR NHETER VSR b — B0 Z5Fo i Dl—&E 2, RSk DA
[ [F SR AR S (AR w07 - IEEN 7 B8 /: COURSE REQUIREMENTS 1/ Case StudyXH H - {5
ERHARCAES % o (H 2 E IR &5 (G40 i S bism) R B Homework I H » (HE2HARKE15% - FR T =Y
{EZEWTET 21 > B/ NHIRTRAE S G AT SE R — I IR AT e ey © (A P2 L T A,

—

B/ NERE = BERZ(10H2H) - RENTFE ER-E R ET#)2P Y Exploratory Research © 372 557U
ERREF(LOH 9 EDMEHERR - 10 H23 H e EEIaeaT - 10 530 H MEMEEER - 11 H 13 HEKAT
HEMEEFHEE - 1LH20 ERRATSERE RS 8 TIE - REETER T - 371510, 11, 12,5
I3ERGRETE - ERSMHEBIRVSET o I T AR P R AR B &R » 5 1488 58 iR &5 20

(PR12R25HHAF128ELIRTEIEC) - IEARUHARE M ES — 1 L8 H P 1285 LIRS O
PEZ LR E) Tt S RS — IR L3 OP B RE - BRASERE P SEET L -
F1THEH 8 H) S AT 2T RR B -

#¥¢ ~ ¥ %% (MIDTERM and FINAL EXAMS):

AR T 2R RN R T RBCE R F1:2) B RERHE SE S0 A P B 2830 2 408 - HH
A REEE AV R 2R B 2R} (Aaker, Kumar, and Day)gf sz » 55 [EIE L IFER TS «
B AR AR15% -

#2424 (CLASS SCHEDULE):
1. September 18 Introduction to Course Philosophy, Structure, and Policy

SREHEE: (1) SREZRE S SRR Al /4
(2) 5%+ The Nature and Scope of Marketing Research(1,2)
fREMESR: (1) WHESS, 45
2. September 25 Marketing Research Process, Design, and Implementation

SRFEHEE: (1) 2 Marketing Research Process (Chapter 3)
(2) s%+Research Design and Implementation (Chapter 4)
fREMEE: (1) UEEES, 6, 75
(2) 5F&mCase I-1: Clover Valley Dairy Company (p.106)
Additional Questions:
a. Yo fEEEExhibit I-1?
b. AATRFExhibit I-1 Y& EH B AY BB 5E?

3. October 2 Secondary Data and Exploratory Research

SRAEHEE: (1) EmCase I-1: Clover Valley Dairy Company (p.106)
(2) s%+%Secondary and Standardized Sources of Marketing Data (Chapter 5, 6)
(3) sfifMarketing Research on the Internet (Chapter 7)
fREMHE: (1) WHEES, 9, 105
(2) 5@ Case 5-1: Barkley Foods (p.132) -- ST} 28/ M Em 5 A6 > [FIEEE
YT - BERPRFIR T B AT sE & FRY &R R #ulE -
(3) & & Al E B K 5 2 AT 85 0 58 R &5 B9 R G #E 17 9] 25 (Y Exploratory
Research ° A three-pages of research proposal is due on October 9. N7 % /)]
& NIEE ¢
a. BHFTENEE  (FrakfE Ay SR R decision questions )
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10.

b. ;;a g% H A ZE R E (Research questions)

c. WFEE S
October 9 Descriptive Research -- |

SRFEHEE: (1) 5vEwCase 5-1: Barkley Foods (p.132)
(2) Z4HIAZE TR 7 B
(3) 5% Qualitative and Observational Methods of Data Collection (Chapter 8)
(4) % Survey Methods (Chapter 9, 10)
(5) 853z Research Proposal
feEfEH: (1) WAL, 128
(2) 5JEmCase 8-1: Mountain Bell Telephone Company (p.222)
(3) STEmIIAR BT RS GRS

October 16Descriptive Research -- 11

SEHEE: (1) §fEmCase 8-1: Mountain Bell Telephone Company (p.222)
(2) % Attitude Measurement & Designing the Questionnaire (Chapter 11,12)
fREMEE: (D) WIEESE13, 14, 155
(2) 313 Case 12-2: Smith’s Clothing (A) (p. 343) — 4 BIHERRE IR FIFT R ORI %
o BRI H A0 AT [ {25 P RS E R (on page 343)
Q) BHAEET - ARATEIPRR - AT FERIERIEGR & -

October 23Causal Research and Sampling

SRFE HEE: (1) 53R Case 12-2: Smith’s Clothing (A) (p. 343)
(2) &#7Experimentation (Chapter 13)
(3) %+ Sampling and Sample Size (Chapter 14,15)
4 G EEINE

October 30Group Project Questionnaire Discussion

SRFZHEE: (1) 15 minutes interview for each group
FEEMESE: (1) SERRE IR & 2 7 = (W)
F—E IS
5 E: FEanh 5 BEAGE SRR M
Pkgﬁ HFE T AL
(2 %@F"ﬁ%ﬁﬁmliﬁéﬁﬁﬁ H4guh N ESAHM S - B PTA ARG -
(3) HEF23E
November 6  SPSS Workshop

e HEE: (1) 5% SPSS program

(2) 5 Presenting the Results (Chapter 23)
HEEMFE: (1) #{F Midterm Exam
November 13 Midterm Exam — Chapter 1~15 (15%)

SR HEE: (1) Midterm exam
(2) XX FTE R LHIERF RS -
fEEMEZE: (1) #ETRIGE R Codingfy TAF -
(2) ZEfFSPSSE AT EAEHUEG
3) TEEE16,17,18%

November 20 Fundamentals of Data Analysis

SR HEE: (1) s#f%Fundamental Statistical Analysis (Chapter 16)
(2) % Hypothesis Testing (Chapter 17 and 18)
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fEEMEZE: (1) WEEF19, 208
(2) 5J&mCase II1-1: The Vancouver Symphony Orchestra (p.496)
() BEMGHIHET Iz — -

11. November 27 Regression (Discriminant) and Correlation (Canonical) Analysis

SRFEHEE: (1) 5)5fCase I1I-1: The Vancouver Symphony Orchestra (p. 496)
(2) s Regression and Correlation Analysis (Chapter 19)
(3) %% Discriminant and Canonical Analysis (Chapter 20)
(4) BTHEE GG — -
fREMER: (1) WRES21E
(2) 5EmCase 19-3: Election Research, Inc. (p. 539)
3) BEEMEBHIGFE 2 — -

12. December 4  Factor and Cluster Analysis

SRFEHEE: (1) 5)&mCase 19-3: Election Research, Inc. (p. 539)
(2) s#f%Factor and Cluster Analysis (Chapter 21)
Q) BT EERGNSET iz — -

fREMER: (1) WRESH22E
(2) &fEmCase 21-2: Behavior Research (p. 589)
) BEEMEBHFE 2= -

13. December 11 Multidimensional Scaling and Conjoint Analysis

SRFEHEE: (1) 5T5mCase 21-2: Behavior Research (p. 589)
(2) &% Multidimensional Scaling and Conjoint Analysis (Chapter 22)
Q) BRHEMENS T2 = -
TREMHE: (1) EXEMEHGET o2l -
14. December 18  Strategic Planning for Database Marketing
st Hat: (1) SERCE R T RIS AR & (R )
B EPER AR - REMOT
B FE{TRZEREENT - ARFMOSHT
(2) %% Purchase Timing Models
(3) sEIZRA R AR e A R TR
4 GELHEEMERIGET 2 -
REME: (1) ElEEMTTHRE 2BV g o -
(2) SERRE W Fe S 2 BT 455
() TEESHARH LSRR - 125258 PP 128ELIATSCL -
15. December 25  Group Project Report Discussion

SRFZHEE: (1) 15 minutes interview for each group
(2) #h&& 1 E Group Project PresentationZH 7| °

16. January 1 National Holiday (no class)

17. January 8 Group Project Presentations

SRFZHEE: (1) 15 minutes presentation for each group

(2) GETIAR B W T i
18. January 15 Final Exam — Chapter 19~26 (15%)
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