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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
• Organizing the Research Report
• Interpreting the Findings
• Conclusion and Recommendations
• Presentation
• Managing the Research Process

4



The Research Report

• Organizing the Report:
1. Title Page
2. Table of Contents
3. Executive Summary
4. Background
5. Methodology
6. Findings (primary and secondary)
7. Appendices

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



Interpreting the Findings

• Executive Summary:
– Portion of a research report that explains 

why the research was done, 
what was found, 
what those findings mean, 
and what action, if any, 
management should undertake.

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



Conclusion and Recommendations

• Conclusions:
– Generalizations that answer the questions raised 

by the research objectives or otherwise satisfy the 
objectives.

• Recommendations:
– Conclusions applied to marketing strategies or 

tactics that focus on a client’s achievement of 
differential advantage.

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



The Presentation
Sample Title Slide

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



The Presentation
Sample Table of Contents

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



The Presentation
Sample Background and Objectives 

10Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



The Presentation
Sample Executive Summary 

11Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



The Presentation
Sample Methodology

12Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



The Presentation
Communicate with Graphs/Charts/Pictures

13Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



The Presentation
Communicate with Graphs/Charts/Pictures

14Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



The Presentation
Interpreting Statistical Results

15Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



Factor Analysis
• Factor:  A linear combination of variables that 

are correlated with each other.

16Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley

A procedure for simplifying data by reducing a large set of variables to a 
smaller set of factors of composite variables by identifying dimensions of 
the data.



Factor Scores

17Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley

In factor analysis, a factor score is calculated on each factor for each 
subject in the data set. For example, in a factor analysis with two factors, 
the following equations might be used to determine factor scores:



Factor Loading

18Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley

• Factor Loadings: Correlation between 
factor scores and the original variables.



Proofreading

• Before sending the report off 
to the client or 
even on to a senior company executive, 
proofread it meticulously. 
Do not depend on 
computerized Spell Check programs; 
these are  fallible and inherently 
imprecise and inaccurate.

19Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



Making a Presentation

• Key Issues to Address
1. What do the data really mean? 
2. What impact do they have?
3. What have we learned from the data?
4. What do we need to do, given the information we 

now have?
5. How can future studies of this nature be enhanced?
6. What could make this information more useful?

20Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



Presentation on the Internet

• With PowerPoint, publishing presentations to 
the Web is easier than ever. 

• Publication to the Web enables individuals to 
access the presentation, regardless of where 
they are or when they need to access it. 

• In addition, researchers can present results at 
multiple locations on the Internet.

21Source: McDaniel  & Gates (2009), Marketing Research, 8th Edition, Wiley



Managing the Research Process

• Organizing the Supplier Firm
• Data Quality Management
• Time Management
• Cost Management
• Outsourcing

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



Summary
• Organizing the Research Report
• Interpreting the Findings
• Conclusion and Recommendations
• Presentation
• Managing the Research Process
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