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1. GENERAL 

SCHOOL Business Administration 
ACADEMIC UNIT Business Administration 

LEVEL OF STUDIES Postgraduate 
COURSE CODE DEΟ319 SEMESTER A’ & B’ 

COURSE TITLE MARKETING RESEARCH 

INDEPENDENT TEACHING ACTIVITIES  WEEKLY TEACHING 
HOURS 

CREDITS 

Lectures, Essay, Presentation 3 6 

COURSE TYPE  Special background/elective 
PREREQUISITE COURSES: No 

LANGUAGE OF INSTRUCTION and EXAMINATIONS: Greek 
IS THE COURSE OFFERED TO ERASMUS STUDENTS No 

COURSE WEBSITE (URL) http://mba.uom.gr/periexomenospoudwn/eksaminoc/marketing.
html  http://compus.uom.gr/MBA114/index.php  

2. LEARNING OUTCOMES 

Learning outcomes 

The course aims to: 
The purpose of the course is to understand the scientific background of marketing research by examining: 
a) the various data collection methods and techniques, b) the sources of marketing information and data, 
and c) the research design process. The registration of the students on the website of the course is 
necessary, formerly compus.uom.gr and now openeclass.uom.gr. There you can find various packages of 
articles, the lectures in pdf format, as well as materials and instructions for preparing the assignments. 
General Competences  
Also, for students to be able to utilize the modern Marketing Information System, to delve into the 
traditional faculties of marketing research as well as to be able to evaluate marketing and market research 
in terms of their scientific validity and effectiveness. The pedagogical method is based on oral dialogue 
(i.e. lectures, discussions, speeches) and exercises accompanied by printed material, e.g. cases with the 
scope to build their skills on team work and use effective tools of the marketing research ideas and best 
practices in their working environment & business praxis    
 

3. SYLLABUS 

The course is designed with the aim of: a) building a theoretical outline of Marketing Research and b) 
helping to better understand the processes and applications of the subject of Marketing Research. 
 
The course presents the principles, methodologies and processes of Marketing Research in the context of 
the modern business environment. The individual thematic sections analyze: Purpose of Marketing 
Research, Marketing Information Systems, Sources of Marketing Information and Data, Information and 
Data Collection Tools, Data Collection Methods, Data Analysis, Research Techniques and Applications, 
Marketing Research Design. The role of Marketing Research in Administrative and Strategic Marketing, the 
process of marketing research, the sources and methodologies of information collection, the analysis and 
evaluation of the results of marketing research and its fields of application, are some of the main topics 
analyzed in this course. 
The aim of this course is to present the principles, methodologies and procedures of Marketing Research in 
the context of the modern business environment, as they are applied by Greek companies. 
The quality of marketing decisions is highly dependent on the extent and quality of available information. 
The core function of Marketing Research is the systematic management (search, collection, analysis, 
evaluation, use) of necessary and appropriate information to support Marketing decision making. The 
Marketing Research function connects communication between customers, suppliers, business partners, 
businesses, Public organizations and the State through information. This information in the context of an 
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MMIS (Marketing Management Information System) is used to: 
- the recognition and orientation of Marketing opportunities and problems 
  - planning / planning, redesign and evaluation of marketing activities 
-monitoring and continuous control of marketing performance 
and 
-the improved approach to marketing as an integrated process 
 
Marketing Research determines the information needed in Administrative Marketing, designs the method 
of gathering the necessary information, manages and implements the data collection process, analyzes the 
results, and undertakes the dissemination of findings to support Marketing decision makers. 
 
Case studies and examples as well as exercises support independent and group work, critical inductive 
thinking and dialogue. 

 

4. TEACHING and LEARNING METHODS - EVALUATION 

DELIVERY. Face-to-face, Distance learning 

USE OF INFORMATION 
AND COMMUNICATIONS 

TECHNOLOGY  
 

Use of IT /PC, multimedia applications and Internet use (educational 
material and communication platforms, compus & openeclass etc.) [FOR 
PRESENTATIONS AND LECTURES: Power point ms 
FOR QUANTITATIVE ANALYSIS: Excel ms, SPSS 
FOR QUALITATIVE RESEARCH AND ANALYSIS: Atlas ti 
FOR CREATING AN ELECTRONIC QUESTIONNAIRE AND RELATED SURVEYS: 
Google documents (for questionnaire design ) ] 

TEACHING METHODS 
 

Activity Semester workload 
Lectures 39 hours 
Exercises in eclass 5 hours 
Task writing and improvements 15 hours 
Course total  59 hours 

 

STUDENT PERFORMANCE 
EVALUATION 

 

The process 
The instructors follow traditional methods of theoretical concepts using 
examples as well as case studies to analyze specific issues. Participation and 
exchange of views are considered necessary for the achievement of 
educational goals. Particular emphasis is placed on the preparation and 
presentation of assignments, because the effectiveness of self-directed 
learning of the postgraduate student is considered indisputable. 
Evaluation. 
Participation: 10% 
Exams: 50% 
Teamwork (delivery and presentation of work): 40% 
Postgraduate students are supported by the asynchronous openeclass 
platform in terms of the description of how to develop assignments, lectures 
and their monitoring, announcements about topics such as exams, exam 
material, etc. 
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