	Course title
	Behavioral Marketing Research: Methods and Analysis

	Teaching method
	Lectures, Case Studies, and Practical Training in Data Collection and Analysis. 

Most lectures will consist of professor-guided class discussion based on the readings assigned, and video and mini cases providing exampls of our topic of the day. Students will be trained in data collection using focus groups and personal interviews, and they will learn to analyze the data and discuss their findings. Students will have hands-on training in class and outside of class using qualitative and quantitative data collection approaches. They will use statistical packages –Excel or SPSS, – to analyze data. The class will emphasize qualitative research methods, as well as quantitative research methods.

	Person responsible for the course
	Prof. Dana-Nicoleta Lascu 
	E-mail address to the person responsible for the course
	dlascu@richmond.edu

	Course code 

(if applicable)
	BMR
	ECTS points
	4

	Type of course
	elective
	Level of course
	S1, N1, 

	Semester 
	winter
	Language of instruction
	English

	Hours per week
	--- block teaching ---
	Hours per semester
	20

	Objectives of the course
	1. Developing students’ analytical and presentation skills in a learning environment that encourages creative and strategic thinking about marketing research.

2. Developing students’ ability to translate a management or marketing challenge into a feasible research question.

3. Providing students with a working knowledge of the concepts and methods of marketing research. 

4. Developing the students’ ability to draw appropriate conclusions from research results. 

5. Offering students insights into the limitations of data, research methods, and study results. 



	Entry requirements
	A basic understanding of statistics is necessary for the course. Background in marketing or management would be helpful.

	Course contents
	The following are the areas covered by the course:

1. Introduction of the concepts of qualitative and quantitative marketing research.

2. Description of the research process and its components:

a. Problem Definition

b. Secondary Data Research

c. Collecting Primary Data

d. Data Analysis, Recommendations, and Implementation

Students will work in groups to create their own research project on a topic relevant to the course. They will collect data and analyze it, and they will compile a research report which they will present to the class.  

	Assessment methods
	Group project: written research report and oral presentation (60%)

Comprehensive exam (40%)



	Recommended readings
	D. Lascu: Introduction to Marketing Research (provided to students)

Additional Sample Readings:

David R. Wheeler (1988), “Content Analysis: An Analytical Technique for International Marketing Research,” International Marketing Review;
Belk, Sherry, and Wallendorf (1988), A Naturalistic Inquiry Into Buyer And Seller Behavior at a Swap Meet, Journal of Consumer Research;

Penaloza (1994), “Atravesando fronteras/border crossings,” Journal of Consumer Research;

Tian and Belk (2005), “Extended Self and Possessions in the Workplace,” Journal of Consumer Research;
Aaron C Ahuvia (2005), “Beyond the Extended Self: Loved Objects and Consumers’ Identity Narratives,” Journal of Consumer Research;
Mehta and Belk (1991), “Artifacts, Identity, and Transition: Favorite Possessions of Indians and Indian Immigrants,” Journal of Consumer Research.

Other articles will be provided.

	Additional information
	The class will require the students to place themselves in the position of manager and to make decisions that will be presented to the company decision makers and other stakeholders. The students do not have to be expert statisticians. However, they do need the skills necessary to work efficiently with statisticians.


