Marketing Management Department

Course Syllabus

COURSE CODE/TITLE:
ADSERCH (Advertising Research)

PRE-REQUISITE:  

ADPRINS, ADSTRAT 

PRE-REQUISITE TO:

ADWRITE, ADVISUA & MARKMAN
TYPE OF COURSE:  

major course

FACULTY: 

TERM/TIME/ROOM: 

COURSE DESCRIPTION: 


This course is designed to help students learn the underlying principles of Advertising Research to enable those who will be future users of research to learn to judge how useful research information would be to help solve specific advertising problems and give insights on the potential of research projects at the least possible cost.  Emphasis is on the discussion of the different steps in the integrated advertising research process.

COURSE OBJECTIVES:


At the end of the course, the students are expected to:

1.
Appreciate the value of advertising research as a tool of marketing communications management; and

2.
Understand and be familiar with the various concepts and theories underlying the scientific method of conducting advertising research.

VALUE AIM



Develop honesty and truth in information design, gathering, and evaluation.

PRESCRIBED TEXTBOOK


Tull, Donald S. and Del I.  Hawkins. 2000.  Marketing Research: Measurement and Method (A Text with Cases) (latest edition), MacMillan Publishing Company, USA

REFERENCES:

Boyd, Jr., Westfall, and Stasch. 2000. Marketing Research: Text and Cases (latest edition) Homewood, Illinois 


Tull and Hawkins. 2000. Marketing Research Measurement and Method (latest  edition), MacMillan Publishing Company, USA 


Roberto, Eduardo L. 1987. Applied Marketing Research. Ateneo de Manila University Press


Weiers, Ronald M.  Marketing Research 
COURSE OUTLINE

	TOPIC
	NO. OF HRS.

	
	

	Class Management and Orientation on the Advertising Research Course
	1

	Role of Research in Marketing Management and Advancement in the Marketing Information Systems
	1

	Organizing the Marketing Research and Advertising Research Functions
	1

	The Advertising Research Process
	1

	Nature and Steps in the Research Design Process
	1

	Value and Cost of Information
	1
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	TOPIC
	NO. OF HRS.

	
	

	Nature and Sources of Secondary Data
	1

	Survey Research, Panels, and Ex Post Facto Research
	1

	Nature of Experimentation and Errors Affecting Experimental Results
	1

	Concepts of Measurements and Scales in Research 
	1

	Nature of Questionnaire Design
	1

	Attitude Measurements and Other Marketing Decisions
	1

	Observation,  Depth Interviews and Projective Techniques in Advertising Research 
	2

	Sampling Process and Probability Distribution
	1

	Data Analysis and Statistical Tools Applied in Advertising Research (MICROSTAT and CRISP)
	3

	Problem Identification Research:  Market Segmentation,  Market Potential,  Market Share,  Sales Analysis and Sales Forecasting
	3

	Problem Solution Research:  Creative Research:  Concept Testing,  Copy Testing,  Visuals Testing
	2

	Problem Solution Research:  Media Research:  Print and Broadcast Media Research;  Direct Response Advertising
	2

	Problem Solution Research:  Effectiveness and Impact Studies:  Research on Advertising Campaign Effectiveness,  Comprehension and Preferences
	2

	Control,  Evaluation,  and Reporting of Advertising Research
	1

	Ethical Issues in Advertising Research
	1

	Writing the Research Proposal (Academic and Business)
	2


TEACHING METHODS/STRATEGIES:

   
Lectures, Seminars, Case Work, Field Trips and Observations Tours, Concept Reports, Reaction Papers, Readings, Research, and Discussions.

REQUIREMENTS:

          Production of Concept Report Video

          Submission of Reaction Papers/Book and/or Journal Review

          Tour of Advertising Agencies/Clients/Media Companies/Production Houses

          Individual Reports/Oral Exams

GRADING SYSTEM:

	MID-TERM
	FINAL GRADE

	Class Standing
	30%
	Class Standing
	20%

	Quizzes
	20%
	Quizzes
	20%

	Mid-Term Exams
	20%
	Group Projects/Cases
	20%

	Cases and Reports
	30%
	Research Proposal
	20%

	
	
	Final Examinations
	20%

	
	---------
	
	---------

	Total
	100%
	Total
	100%


COMPUTATION OF FINAL GRADE:


Mid-Term Grade + Final Grade

       ---------------------------------------------------
= 
Overall Final Grade
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