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Subject name:
	
MARKET RESEARCH
	
Course code: EF207

	Cycle level, year of study, semester
	
Academic study, 1st cycle
	
2nd year, 4th semester

	Course leader:
	Prof.dr. Veldin Ovčina

	Contact details:
	Veldin.Ovcina@unmo.ba

	Total number of course hours:
	Lectures per week: 3
	Exercise per week: 2
	Total hours: 75

	ECTS credit value:
	ECTS 5

	Home qualification:
	Bachelor of Economics (240 ECTS)

	Case status:
	Required

	Prerequisites for taking the course:
	-

	Object Access Restrictions:
	-

	

Explanation of point value:
	The number of ECTS credits corresponds to the number of hours required to complete teaching obligations and prepare for exams.
Contact hours:            75       Practicalwork:                      20         Writtenworks:         10
Literature/reading:       20       Seminar/Casestudy:              5           Preparationexam:    20
Other:                          00       Total:150

	


Course objective:
	- to acquaint students with ways of collecting, processing and analyzing data,
measuring attitudes and determining samples,
- train students to independently create research drafts, research projects and final research reports,
- to educate students in the application of market research in solving practical managerial and marketing problems.

	

Description of general and specific competencies (knowledge and skills)
/learning outcome:
	After completing the course, students will be able to:
- to conceive drafts and research projects;
- compile final research reports;
- measure the effects of market research strategies on the performance results of the analyzed companies;
- independently conduct market research using modern statistical methods packages;

	






Outline course content:
	1. The process and carriers of market research
2. Reconnaissance (exploratory) research
3. Descriptive research
4. Causal research
5. Primary vs. secondary data collection
6. Sample types and sizes
7. Data processing and analysis
8. Draft, project and final research report
9. Research for market segmentation purposes
10. Research for the needs of new product development
11. Research for pricing purposes
12. Research for advertising purposes
13. Research for the purpose of refining distribution channels
14. Sales analysis and forecast
15. Analysis of user/client satisfaction and loyalty

	Forms of teaching/learning methods:
	
lectures, discussions, workshops, case studies, etc.

	Other obligations of the student (if
foreseen):
	
-

	Method of checking knowledge/ method
passing the exam and % weighting factor of the knowledge check:
	1. Knowledge quizzes 15%;
2. Project tasks (individual and team work) 40%;
3. Final test 45%;

	List of basic literature and Internet web references:
	1. Marušić, M., Vranešević, T.: Market research, Adeco, Zagreb, 2001
2. Pallant, J.: SPSS: Survival Guide, Mikro knjiga, Belgrade, 2009

	
The method of monitoring the quality and success of course performance:
	Anonymous survey among students on teaching success; survey of lecturers subjects; periodic reports from teaching staff on classes held and all forms of knowledge assessment with suggestions for improvement.



