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Sr. 

No.  

Heading  Particulars   

1  

  

 Description the course:  

  

Including but not limited to:  

The study of Marketing Research provides learners with a 

comprehensive understanding of how research supports 

marketing decision-making. It begins by introducing the role and 

importance of marketing research focusing on its contribution to 

identifying and solving marketing problems. Learners learn the 

various types of research and explore the complete research 

process from defining the problem to reporting findings. It covers 

research design where learners will learn how to develop 

appropriate research plans, understand qualitative and 

quantitative methods and apply different sampling techniques. It 

also delves into data collection methods for data preparation. 

This comprehensive approach equips students with both the 

theoretical knowledge and practical skills needed to apply 

marketing research in real-world business contexts. 

2   Vertical:  Major   

3   Type:  Theory   

  

4   Credit:   4 credits  

5  Hours Allotted:  60 Hours   

6   Marks Allotted:  100 Marks 

7  Course Objectives:  

1. To establish a comprehensive understanding of the conceptual foundations and strategic 

importance of marketing research  

2. To analyze the practical application of marketing research methodologies across diverse 

marketing domains, including consumer behaviour, advertising effectiveness. 

3. To develop proficiency in the application of measurement scales and sampling techniques 

within the context of marketing research design.  

4. To critically evaluate data collection and analysis procedures, and to report writing for 

actionable business insights. 



 

8  Course Outcomes:  

Students will be able to understand 

1. Define and critically analyze the marketing research process, including its ethical implications.  

2. Evaluate and compare different consumer research, advertising research, and motivational 

research methodologies. 

3. Demonstrate proficiency in selecting and applying appropriate scales of measurement and 

sampling techniques, including determining optimal sample sizes. 

4. Synthesize and interpret data collected through various marketing research methods, utilize 

appropriate data analysis tools. 

9  

  

Modules: - 

Module 1:   Basics of Marketing Research 

1. Marketing Research- Meaning & Definition, features, need and functions of marketing 

research 

2.  Process of Marketing Research, Significance of Marketing Research in Marketing decision 

making, Limitations of marketing research 

3. Ethical Issues in Marketing Research, Career options in Marketing Research, Types of 

marketing research 

4. Essentials of a good Marketing Research – Qualities of marketing research professional, 

International Marketing Research. 

Module 2: Application of Marketing Research 

1. Consumer Research - Meaning & Scope, Need, Functions. Product Research - Meaning & 

Scope, Importance.  

2. Advertising Research – importance and scope - Media Research - Functions of Media 

Research. Motivational Research – Meaning, Uses, Limitations &Techniques  

3. Marketing Research Proposal – Meaning and Elements - Design & Implementation of 

Marketing Research Proposal  

4. Marketing Research Design – Meaning - Importance, Types of Research Design, Criteria of a 

good Research Design.  

Module 3: Scales of Measurement & Sampling in Marketing Research: 

1. Scales of Measurement – Meaning of Measurement in Marketing Research, criteria of sound 

Measurement of Marketing Research. Attitude measurement 

2. Sampling, Measurement, Scaling Process in Marketing Research– Sampling Design and 

Procedure   

3. Sampling Methods –– Probabilistic sampling Techniques - Non-probabilistic sampling 

Techniques - Sample Size determination - Sampling Errors.   



 

4. Sources of variation in Measurement - Validity & Reliability of Measurement. Meaning and 

types of hypothesis 

Module 4:  Data Collection, Data Analysis & Report writing: 

 1. Data Collection- Online data collection - Collection of Secondary Data – Collection of Primary 

Data Methods - Field Operations - Errors and Difficulties in Data Processing. 

2. Coding and Editing, integrating technology in data collection, importance of online surveys, 

hand held devices, text messages, social networking methods 

3. Data Analysis & Report writing- -Hypothesis Testing, Meaning of Marketing Research 

Report,  

4. Marketing Research Report-Concept, types, contents, essentials, use of visual aids in research 

report, Proforma / Format of a Market Research Report. 

11   

10 

Reference Books:  

1. Essentials of Marketing Research By S.A.Chunawala – Himalaya Publishing House.  

2. Marketing Research By B.S.Goel - Pragati Prakashan, Meerut (UP)  

3. Marketing Management by Kotler, keller, koshy, Jha, (13th Edition Pearson.)  

4. Naresh K Malhotra, Satyabhushan Dash, (2009). Marketing Research- An Applied Orientation, 

5/e, Pearson Education, New Delhi. 

5. Donald S. Tull, Del I. Hawkins, (2009). Marketing research –Measurement & Method, PHI 

Private Limited, NewDelhi. 

6. Donald R. Cooper, Pamela S Schindler, (2007). Marketing Research-Concepts and Cases. Tata 

McGraw-Hill Publishing Company Limited, NewDelhi. 

7. Hair, Bush, Ortinau, (2006). Marketing Research, 3/e, Tata McGraw-Hill Publishing Company 

Limited, NewDelhi. 

8. Nigel Bradley, (2007). Marketing research –Tools and Techniques. Oxford University Press, New 

Delhi 

11  Internal Continuous Assessment: 40%  

  

External, Semester End Examination 

Individual Passing in Internal and External 

Examination : 60%  

12  Continuous Evaluation through:  

 Quizzes, Class Tests, presentation, project, role play, creative writing, assignment etc.( at least 3 )  

  

  

  

 

 

 

 

                                                                                

 

 

 


