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Module name Marketing Research & Strategy 

Module level, if applicable 3rd year  

Code, if applicable SST-610 

Semester(s) in which the 

module is taught 
6th (sixth) 

Person responsible for the 

module 
Dina Tri Utari, S.Si., M.Sc. 

Lecturer Rahmadi Yotenka, S.Si., M.Sc. 

Language Bahasa Indonesia 

Relation to curriculum Elective course in the third year (6th semester) Bachelor Degree 

Types of 

teaching and 

learning 

Class size Attendance time 

(hours per week 

per semester) 

Form of active 

participation 

Workload 

(hours per semester) 

Lecture 50-60 2.5 

 

 

 

Discussion 

 

 

Face to face teaching 35 

Structured activities 48 

Independent study 48 

Exam 5 

Total Workload 136 hours        

Credit points 3 CUs / 5.1 ECTS 

Requirements according to 

the examination regulations 

Minimum attendance at lectures is 75%. Final score is evaluated based 

on quiz, assignment, mid-term exam, and final exam. 

Recommended prerequisites Statistical Methods II (SST-204) 

Related course Statistical Consulting (SST-603) 

Module objectives/intended 

learning outcomes 

After completing this course, the students have ability to: 

CO 1. find studies on marketing research and strategy  

CO 2. link marketing research and strategy with statistical analysis 

CO 3. partition marketing research and strategy related to statistical 

theory in the methodology stage  

CO 4. obtain data from partition marketing research and strategy 

related to statistical problems and solve them using statistical methods. 

Content 

The role of marketing research 

Marketing strategy (Segmenting, Targeting dan Positioning Strategy, 

Marketing Mix Strategy 

Applied research in market segmentation strategies 

Market research stages 

Marketing research design 

Research preparation stages 

Research implementation stages 

Marketing research analysis stages 

Determination of marketing strategies based on the results of marketing 

research analysis 

Evaluation of research reports 

Study and examination 

requirements and forms of 

examination 

The final mark will be weighted as follows: 

No Assessment 

components 

Assessment 

types 

Weight 

(percentage) 

1 CO 1 Assignment 10% 

2 CO 2 Assignment 20% 

3 CO 3 Midterm Exam 35% 

4 CO 4 Final Exam 35% 
 

Media employed 
Google Classroom, relevant websites, slides (power points), video, 

interactive media, white-board, laptop, LCD projector 

Reading list 
1. Crask, M, dan Fox, Richard J, (1995), Marketing Research, 

Prinsiples & Applications, Prentice Hall, New Jersey 



2. Aaker, David A (1998), Marketing Research,6th ed, John Wiley & 

Son, Inc. 

3. Kotler, Phillip, (2006), Marketing Management, Twelfth ed, 

Pearson Education, Inc. 

4. Istijanto, (2005), Apikasi Praktis Riset Pemasaran, Gramedia, 

Jakarta. 

5. Ranfkuti, Freddy, (2002), Riset Pemasaran, Gramedia Pustaka 

Utama, Jakarta. 

6. Simamora, Bilson, (20040, Riset Pemasaran, Gramedia Pustaka 

Utama, Jakarta. 

 

 

Mapping CO, PLO, and ASIIN’s SSC 
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