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週次 日期 內容（Subject/Topics）
1    101/02/16    Course Orientation of Social Media Marketing

Research
2    101/02/23    Social Media: Facebook, Youtube, Blog, Microblog
3    101/03/01    Social Media Marketing
4    101/03/08    Marketing Research
5    101/03/15    Marketing Theories
6    101/03/22    Measuring the Construct
7    101/03/29    Measurement and Scaling
8    101/04/05    教學行政觀摩日 (--No Class--)
9    101/04/12    Paper Reading and Discussion

課程大綱 (Syllabus)
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週次 日期 內容（Subject/Topics）
10    101/04/19    Midterm Presentation
11    101/04/26    Exploratory Factor Analysis
12    101/05/03    Paper Reading and Discussion
13    101/05/10    Confirmatory Factor Analysis
14    101/05/17    Paper Reading and Discussion
15    101/05/24    Communicating the Research Results
16    101/05/31    Paper Reading and Discussion
17    101/06/07    Term Project Presentation 1
18    101/06/14    Term Project Presentation 2

課程大綱 (Syllabus)
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Outline

• Understanding the concept of Measurement
• The Marketing Research Process
• The Measurement Process
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Understanding 
the 

concept
of 

Measurement
5Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



Measuring
Happiness

6Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



Measuring Happiness

7Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



Measurement
• The process of assigning numbers or labels to 

persons, objects, or events 
in accordance with 
specific rules 
for representing 
quantities or qualities or attributes.

• Rule:
– The guide, method, or command that tells a 

researcher what to do.
8Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



Constructs

• Specific types of 
concepts 
that exist at 
higher levels of abstraction.

9Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



Concept & Construct
• Concept and Construct 

are abstractions of reality.

• Concept
– expressed in every-day terminology.  

• This requires the researcher to generalize/categorize.

• Construct
– theoretical abstraction that can’t really be 

observed 
• (e.g., love, trust, social class, personality, power).

10Source: Edward Fox (2008), Measurement in Survey Research, http://efox.cox.smu.edu/mktg3342/lec6-measurement.ppt



Example of 
Concept & Construct

• Question – Why do some customers buy Air 
Jordan athletic shoes over and over again?  

• Concept
– Repeat purchase

• Construct
– Brand loyalty

11Source: Edward Fox (2008), Measurement in Survey Research, http://efox.cox.smu.edu/mktg3342/lec6-measurement.ppt



The Marketing Research Process
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(1) 
Problem 

Definition 
(Research 
Objective)

(2) 
Research 

Design

(3) 
Method of 
Research

(4) 
Sampling 

Procedure

(5) 
Data 

Collection

(6) 
Analysis of 

Data

(7) 
Writing and 

Presentation of 
the Report

(8) 
Follow-up

Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



The Measurement Process
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(1) 
Identify the 
concept of 

interest

(2) 
Develop a 
construct

(3) 
A 

constitutive 
definition

(4) 
An 

operational 
definition

(5) 
A 

measurement 
scale

(6) 
Evaluate the 

reliability and 
validity of the 

scale

(7) 
Utilizes the 

scale

(8) 
Research 
findings

Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



The Measurement Process
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Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley

Concept of interest



The Measurement Process
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(1) 
Identify the 
concept of 

interest

(2) 
Develop a 

construct

(3) 
A 

constitutive 
definition

(4) 
An 

operational 
definition

(5) 
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measurement 
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(7) 
Utilizes the 
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Research 
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Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley

Specific types of 
concepts that exist 
at higher levels of 
abstraction.



The Measurement Process
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(1) 
Identify the 
concept of 

interest

(2) 
Develop a 
construct

(3) 
A 

constitutive 
definition

(4) 
An 

operational 
definition

(5) 
A 

measurement 
scale

(6) 
Evaluate the 

reliability and 
validity of the 

scale

(7) 
Utilizes the 

scale

(8) 
Research 
findings

Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley

Statement of the meaning of 
the central idea or concept 
under study, establishing its 
boundaries; 
also known as theoretical, or 
conceptual, definition.



The Measurement Process
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(1) 
Identify the 
concept of 

interest

(2) 
Develop a 
construct

(3) 
A 

constitutive 
definition

(4) 
An 

operational 
definition

(5) 
A 

measurement 
scale

(6) 
Evaluate the 

reliability and 
validity of the 

scale

(7) 
Utilizes the 

scale

(8) 
Research 
findings

Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley

Statement of precisely which 
observable characteristics will 
be measured and the process 
for assigning a value to the 
concept.



The Measurement Process
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(1) 
Identify the 
concept of 

interest

(2) 
Develop a 
construct

(3) 
A 

constitutive 
definition

(4) 
An 

operational 
definition

(5) 
A 

measurement 
scale

(6) 
Evaluate the 

reliability and 
validity of the 

scale

(7) 
Utilizes the 

scale

(8) 
Research 
findings

Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley

Set of symbols or numbers  so 
constructed that the symbols 
or numbers can be assigned by 
a rule to the individuals (or 
their behaviors or attitudes) 
to whom the scale is applied.



The Measurement Process
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reliability 
and
validity



Constitutive Definition &
Operational Definition

• Constitutive Definition
– A theoretical or conceptual definition that defines 

the concept in terms of other concepts and 
constructs; like a dictionary definition

• Operational Definition
– Defines which observable characteristics will be 

measured and the process for assigning a value to 
the concept

20Source: Edward Fox (2008), Measurement in Survey Research, http://efox.cox.smu.edu/mktg3342/lec6-measurement.ppt



Example of 
Constitutive Definition &

Operational Definition

• Constitutive Definition
– Increased propensity to purchase a brand due to 

previous experience with that brand 

• Operational Definition
– Rating of purchase probability, depending upon 

prior purchase

21

Concept:
Repeat purchase

Construct:
Brand loyalty

Source: Edward Fox (2008), Measurement in Survey Research, http://efox.cox.smu.edu/mktg3342/lec6-measurement.ppt



Definition of Role Ambiguity

22Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



Summary

• Understanding the concept of Measurement
• The Marketing Research Process
• The Measurement Process
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