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Learning Objectives: The student will: 

D-1  Identify and explain the different roles of sampling in the overall 
information research process 

D-2  Distinguish between probability and non-probability sampling methods 

D-3  Explain what scale measurement is and describe how to correctly apply it 
in collecting raw data from respondents 

D-4  Explain what constructs are, how they are developed, and why they are 
important to measurement and scale designs 

D-5  Design Likert, semantic differential, and behavior intention scales, and 
explain their strengths and weaknesses 

D-6  Identify and discuss the critical aspects of consumer attitudes and other 
marketplace phenomena that require measurement to allow us to make 
better decisions 

GOAL E:  

Prepare data, analyze data and report data.  

Learning Objectives: The student will: 

E-1  Identify the process of preparing data for preliminary analysis 

E-2  Demonstrate the procedure for assuring data validation 

E-3  Prepare graphical presentations of data 

E-4  Calculate the mean, median and mode as measures of central tendency 

E-5  Explain the range and standard deviation of a frequency distribution as 
measure of dispersion 

E-6  Differentiate between independent and related samples 

E-7  Distinguish between dependence and interdependence methods 

E-8  Evaluate the primary o
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