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Anekant Institute of Management Studies (AIMS) Baramati
Course Completion Report
|Subject: Murketing Research Code: 205MKT =i
Course Teacher: Dr. D. P. More A y- 2022-23 SEM-I1I
Session No Unit Topic Description Proposed Date | Actual Date | ‘Teaching Methodology | References Course Outcomes | Program Outcomes
[ | Introduction to Mea.n.mg & role. of Markeling Research, Role of Information in Marketing 10-04-2023 12-04-2023 L Marketing Research, G C Beri, TMGH ( -
MR Decisions, Marketing Research
2 Seque.nc.e of Steps, Meaning & .T}{pes of. Re_s.earch Designs - Exploratory, 12-04-2023 13-04-2023 L Marketing Research, G C Beri, TMGH | A
Descriptive & Causal, concept of validity & reliability of a research study
Problem Formulation, The decision maker & the environment, alternative courses
3 of action, objectives of decision maker, consequences of alternative courses of| 13-04-2023 14-04-2023 L Marketing Research, G C Beri, TMGH 2 NA
action, Translating decision problem to research problem
4 Preparing & Evaluating Marketing Research proposal 14-04-2023 | 17-04-2023 I Marketing Research, G C Beri, TMGH 3 NA
5 Formulating .hypotheses using ex'ploratory research techniques like literature 17-04-2023 19-04-2023 T Marketing Research, G C Beri, TMGH 5 i
survey, experience survey & analysis of cases
6 Meanmg of Quallltahve research & applications of Depth Interviews & Focus 19-04-2023 | 21.04-2023 L Marketing Research, G C Beri, TMGH ) R
Groups in Marketing
8 Apphcatlons o.f longltgdu@l studies in consumer panells, retail shop audit, media 21-04-2003 | 24-04-2023 P Marketing Research, G C Beri, TMGH 3 HA
audience tracking studies like TRP, brand tracking studies
9 Case Study on formulation of research proposal 24-04-2023 26-04-2023 L Marketing Research, G C Beri, TMGH | NA
Data Collection —|Designing questionnaires & observation forms for different marketing research . ) ) )
. Marl h - An Appl
10 2 Questionnaires |situations - study of cogsumer behavior, advertising copy research, media| 26-04-2023 | 27-04-2023 L EZitg;%;esearc EGpplied SriSntstion MBlhotg aNT Pach; Regegn 2 NA
& Scaling research like readership surveys, opinion polls )
" Retail _surveys to understand market potential, channel behavior, mystery 27-04-2023 | 03-05-2023 L Market!ng Research - An Applied Orientation, Malhotra and Dash, Pearson i i
shopping etc. Education
) Marketing Research - An Applied Orientation, Mal a Dash, P
12 Scale Construction, Specifying domain, generating scale items, 28-04-2023 | 03-05-2023 P e ducatiog ipRlicdSientation; Maliotie S Giash; KEasen I NA
3 BaS.IC Scaling Issues like number of scale points, odd number Vs. even number of 01-05-2023 04-05-2023 L Market{ng Research - An Applied Orientation, Malhotra and Dash, Pearson | A
options Education.
14 Balan@@ Vs. unbalanced sca!c, forced Vs. unforced scale, verbal & pictorial 03-05-2023 08-05-2023 p Market{ng Research - An Applied Orientation, Malhotra and Dash, Pearson 4 NA
description of responsc categorics Education.
i - i i i Dash, P
15 Scale Purification Process, Deleting scale items using correlations with total score, , 04-05-2023 10-05-2023 P g;;';‘::gg Research - An Applied Orientation, Malhotra and Dash, Pearson 6 NA
16 Reliability Testing using Chronbach Alpha 08-05-2023 11-05-2023 L Market{ng RegSareh SAmapplied @risntation, Maihgl:g g Bagh: REaEen 2 NA
) ) Education.
Validity Testing - Face Validi mt Validi X idi i - i i i Dash,
17 alic {ly ](‘“l"“bl l.—]CL Vahfiﬂy, Conlent Validity, Construct Validity, Convergent 10-05-2023 12-05-2023 p Market{ng Research - An Applied Orientation, Malhotra and Dash, Pearson 4 .
Validity & Discriminant Validity Education.
I8 Applications of Likert, Su’nan'tic Diffcrcnlial & Stapl? Scales for positioning 11-05-2023 17-05-2023 " Marketi.ng Research - An Applied Orientation, Malhotra and Dash, Pearson 3 NA
rescarch, brand rescarch, attitudinal studies, customer satisfaction research Education.
i - i i ion, Malh
19 Practical on construction of scales 12-05-2023 18-05-2023 | Marketl.ng Research - An Applied Orientation, Malhotra and Dash, Pearson | NA
Education.
Experimental - g B . ) . .
Market h, Luck, D.J and R.S. Rubin, New Delhi:
20 3 |Designs & Experimentation in Marketing Research, Basic/ classical designs 15-05-2023 19-05-2023 | In(ajirae ingaiESeael, CUes: i Eientie (Salllof 2 NA
Sampling = N
Marketing Research, Luck, D J. and R S. Rubin, New Delhi: Prentice
21 before - after, before - alter with control group, after only with control group 17-05-2023 | 22-05-2023 | India 9 ntice Hall of 3 NA
- Marketing Research, Luck, D.J. and R.S. Rubin, New Delhi: Prenti I
22 Four group - six study designs. (Applications expected with interpretation of data)|  18-05-2023 24-05-2023 I India 9 S Hialer 5 NA
23 Sl:)tat?slical Designs, Randomized Block Design, Latin Square Design, Factorial 19-05-2023 | 25-05-2023 [ mg;:etlng Research, Luck, D.J. and R.S. Rubin, New Delhi: Prentice Hall of p NA
esign = )
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Data Analysis -
I

Data Analysis -
II

Applications related to Test Marketing, study of effectiveness of advertising &
sales promotional campaigns

Case studies on sampling decisions like defining universe, sampling unit,
sampling element,

choice of sampling frame, determining sample size for probability & non-
probability sampling methods

choice of final sample by using appropriate sampling methods in a step-by-step
manner

Testing hypothesis for one mean, two means, two proportions. (Numerical
expected with practical examples)

Chi Square Test, Observed & Expected Frequencies, ANOVA - One & Two way
(numerical expected with practical examples)

Conjoint Analysis, Conceptual basis, procedure, type of data required, key
decision, how to interpret output, applications to study trade off patterns of
consumers as related to different levels of marketing mix elements

Factor Analysis, Conceptual basis, type of data required, procedure, PCA,
Interpreting factor matrix (factor loadings, communalities, Eigen value),
determining number of factors using latent root criteria & scree test. interoreting &

Numerical with practical examples

Cluster Analysis, Conceptual basis, type of data required, procedure, clustering
methods - single linkage rule, how to interpret output, applications related to
osvchoeraphic & lifestvle market seementation

Multi- dimensional Scaling & Perceptual Mapping, Conceptual basis, type of data
required, key decision- attribute based versus non-attribute based approaches,
procedure, how to interpret output, applications related to target market selection
& positioning

Discriminant Analysis (Two Group Case), Conceplual basis, type of data required,
determining the coefficients, interpreting discriminant function & classifying
subjects using discriminant function, applications in marketing

Numerical with practical examples

Applications related to Test Markeling , study of effectiveness of advertising &
sales promotional campaigns

Case studics on sampling decisions like defining universe, sampling unit,
sampling clement,

choice of sampling frame, determining sample size for probability & non-
probability sampling methods

choice of final sample by using appropriate sampling methods in a step by slep
manner
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Marketing Research, Luck, D.J. and R’ S Rubin, New Delhi:
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