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Course Human Resources Management 

Subject Market Research Studies 

Academic year 2023/2024 Curricular year 2nd Study period 2nd semester 

Type of subject Elective Student workload (H) Total: 168 Contact: 60 ECTS 6 

Professor(s) Ascensão Braga 

☐ Area/Group Coordinator 

☐ Head of Department 
(select) Amândio Pereira Baía 

 

PLANNED SUBJECT DESCRIPTION 

1. LEARNING OBJECTIVES 

A) Meet the main concepts of market research, and your application for informed decision-

making in marketing; 

(B) Understand the stages of a market study; 

(C) Develop skills to create and follow a market study; 

(D) Empower students for the efficient use of market research. 

2. PROGRAMME 

1. Introduction to Market Research: market research types; objectives; matter of study, 

data collection, data analysis. 

2. Definition of the problem. Use and assessment of existing Information. External 

information collection methods. Research methods. Behavioural Methods. Personal 

Interview. Inquiries by mail and phone. 

3. The sampling procedure. Definitions: Universe and sample. Formal methods of 

sampling. Sample size 

4. Elaboration of Questionnaires. Introduction. The first section of the questionnaire: the 

characteristics of the cases. How to write the questions. The answers: Scales of 

measurement (FOCUS; EPPGP; HPWS; SCNEQ). Final preparation of the questionnaire. 

Examples 

5. Collection and Preparation of data. Exploratory data analysis. Human Resources 

Management KPI. Previewing. No answers. Normality. Assumptions. 

6. Building Data Bases (DB) at Excel or SPSS 

7. Data Analysis using Software (Excel and SPSS: parametric and nonparametric tests). 

8. New trends of Marketing Research data collection and Web 2.0.  
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3. COHERENCE BETWEEN PROGRAMME AND OBJECTIVES 

Goals(1) Contents 

(A) 1-2-3-4 

(B) 1-2-3-4 

(C) 1-2-3-4 and 5-6 

(D) 5-6-7 

(1) The achievement of the objectives underlying the completeness of the syllabus has provided for the UC. The 

table, so alone, establishes a relationship of causality. 
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5. TEACHING METHODOLOGIES (INCLUDING EVALUATION) 

Teaching methodology: exposition of the subject accompanied by practical examples and 

discussion of the topics covered. Accompanying tutorials lessons assignments. Analysis in 

Excel and SPSS. 

Evaluation methodologies 

Final evaluation: (1) (50%) work written in Group of 2 persons (minimum) to 3 people 

(maximum), called, "market research" and (2) (50%) frequency and/or examinations. 

The minimum frequency and/or examinations mark is 7 values (range 0-20). 

The approval requires minimum 9.5 note values in the "market research" (0-20). 

The approval shall be with 9.5 global minimum note values. 

The evaluation criteria will apply to all students, regardless of your status. 

If the student fails in the continuous assessment, he has still two exam opportunities (written 

test 100%). There is the possibility that, the work marks being considered. 

6. COHERENCE BETWEEN TEACHING METHODOLOGIES AND OBJECTIVES 

Teaching methodology(1) Goal 

Exhibition/Interactive Lesson lesson A-B-C-D 

Individual/Group Work Research C-D 

Troubleshooting/case studies A-B-C-D 

(1) The order of search objectives illustrate the relevance of the methodology to achieve the goal, a linear 
perspective. 

 

7. ATTENDANCE 

Not Applicable 

8. CONTACTS AND OFFICE HOURS 

Professor: Ascensão Braga  (sbraga@ipg.pt); Phone:271220120; Office: 35-Voip 1235 

 
Office Hours: Tuesday: 4-15.30m; 17.30m-18.30m; Thursday:17-18.30m 
 
Área Coordenator: Amândio Pereira Baía (baia@ipg.pt), Telef: + 351 271 220 120 (Gab. 41). 

9. OTHERS 

Not Apllicable 
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