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BUSINESS RESEARCH 

Course Objective:  

To provide an exposure to the students pertaining to the nature and extent of research orientation, 

which they are expected to possess when they enter the industry as practitioners. To give them an 

understanding of the basic techniques and tools of business marketing research. 

Learning Outcomes:  
 
Upon completion of this course students should be able to: 
 

 1. Clearly identify and analyse business problems 

 2. Understand and apply the major types of research designs 

 3. Formulate research questionnaires 4. Present research reports 

Detailed Syllabus: 

Theory                                                                                                                              Full Marks: 70 

Unit 1: Marketing Research                                                                                              (6L) 

o Nature and Scope of Marketing Research – Role of Marketing Research in decision making. 
Applications of Marketing Research – marketing research; The Research process – Steps in 
the research process; the research proposal; Problem Formulation: Management decision 
problem Vs. Marketing Research problem. 

 

Unit 2: Research Design                                                                                                                   (6L) 

o Exploratory, Descriptive, Causal, Secondary Data Research: Advantages & Disadvantages of 
Secondary Data, Criteria for evaluating secondary sources, secondary sources of data in 
Indian Context, Syndicated Research (in India)  
 

Unit 3.1: Primary Data Collection & Qualitative Research Tools                               (4L) 
o Survey vs. Observations. Comparison of self-administered, telephone, emails techniques. 

Depth Interviews focus groups and projective techniques; 
 

Unit 3.2: Measurement & Scaling:                                                                                   (4L) 
o Primary scales of Measurement- Nominal, Ordinal, and Interval & Ratio. Scaling techniques 

paired comparison, rank order, constant sum, semantic differential, itemized ratings, Likert 
Scale; Pilot Survey, Questionnaire designing. 

 

Unit 4: Univariate and Multivariate Data Analysis                                                    (20L) 
o Sampling techniques, determination of sample size;  
o Testing of Hypothesis - Basic Terminologies, level of significance, hypothesis testing, Test of 

hypothesis concerning mean, proportion (z test, t test), Tests of goodness of fit and 
independence of attributes using Chi square. 

o ANOVA (One way classified data) 
o Multiple Regression, Cluster Analysis, Factor Analysis and Discriminant Analysis. 

 



Practical                                                                                                                           Full Marks: 30 

Practical using SPSS Software               (20L) 

 

o Introduction- Data Entry, Storing and Retrieving Files, Statistics Menus, Generating New 
Variables, Running Statistical Procedures – data entry and interpretation of the output, 
Descriptive Statistics, Testing of hypothesis, ANOVA, Correlation, Regression analysis, Cluster 
analysis, Discriminant Analysis, Factor analysis, Forecasting techniques.     
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