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IIC.lOI RESEARCH METHODS IN COMMERCE AI\D BUSINESS

The examiner is required to set nine questions in all. The first question will be compulsory
consisting of short questions (2 marks each) covering the entire syllabus. In addition, eight
more questions will be set comprising two questions from each unit. The students shall be

required to attempt live questions in all selecting one question from each unit in addition to

compulsory Question No. l. All questions shall carry equal marks.

Time: 3 l{ours Max. Marks: 7 0

Unit-I

Plauning arrd Designing a Research Stirdy: Choosing a Researclt Topic, Review of Literature: Goals of
Literature Review Types of Reviews, Sources of Research Literature, Writing of Review

Types of Research Designs and Approaches of Experirnental Designs: Raridomized 'fwo-Group Design,

Solomon Four-Group Design, Factorial Design, Quasi-Experimental Designs, InterrLrpted Time-Series

Designs, Qualitative Designs, Case StLrdies, Survey Str"rdies, Focus Groups
Fonnulating a Research Problern: Framing of Hypotheses Choosing Variables to Study

tJnit-II

Selecting Research Participants: Ceneral Approaches for Controlling Artifact and Bias, Introduction to

Validity: lnternal, External, Construct and Statistical Validity Sources of Artifact and Bias, Methods fbr

Controlling Sources of Artifact and Bias, Data Collection, Assesslnent Methods and Measurement

Strategies, Sampling: Theory, Desigus. Scales of Measurement, Psychotnetric Considerations

UNit-III

Ileliability and Validity and their Relationship to Measuremertt, Methods of Data Collection.

Questionnaire: Nature, lnrportarrce and Uses: Issues Involvecl in Designing of Questiortnaire, \\'eb-l3ased

Questiofinaires; Testing Validity and ReliabiIity of Questionnaires
Content Analysis: ConceptuaI Framework, Qualitative and Quantitative Models of Content Analysis.
Relational Content Analysis, Data Preparation, Analyses and Interpretation, Data Preparation, Data

Screening, Constr,ucting a Database Transforming Data, Data Analysis and Interpretation

LJnit-IV

Ileport Writing, Bibliography and Referencittg
Ethical Consideratious in Research: Fundamental Ethical Principles Disserninating the Results of
Research Studies Sharing the ResLrlts of Research StLrdies

Preseniation of Research Results, Publication of Research Results

Suggested Reaclings :

Cooper. D. R. and Schindler. P.S., Business Research Methods. Tata McGraw Hill, New Delhi.

Levine, D.M.. Krehbiel T.Cl. arrd Berenson M.L.. BLrsiness Statistics. Pearsott Eclucatiott. Nerv

Delhi.
3. I(othari, C. R., Research Methodology.
4. Anderson, Srveeney and Willianrs: Statistics for Business and Economics,'lltompson. New Delhi.

5. David Wilkinson and Peter Birmiugham, Using Research lnstruntettts: A Guide fbr Researchers,

RoLrtledge Falmer, New York. 2003.
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PHC.IO2 ANALYTICAL TECHNIQUES IN COMMERCE & BUSINESS RESEARCH

The examiner is required to set nine questions in all. The first question will be compulsory
consisting of short questions (2 marks each) covering the entire syllabus. In addition, eight
more questions will be set comprising two questions from each unit. The students shall be

required to attempt five questions in all selecting one question from each unit in adtlition to
compulsory Question No. l. All questions shall carry equal marks.

Tinre: 3 l{ours Max. Marks: 70

Unit-I

lntroduction to SPSS and E-Views Softwares, Data Entry, Editing, Transformation and Cleaning,
Descriptive Statistics Testing of Hypothesis, Parametric Tests: One Sample t-test, Irrdependent Samples t-
Test, Paired Samples t-Test. Anova and Manova

Unit-II

Non-Parametric Tests: Chi-Square, One Sample Tests, Two Independent Sarnples Tests, K-lndependent
Sarlples, Two Related Sanrples, K-Related Samples, Parrel Data Analysis, Factor Analysis, Discriminant
Arralysis.

Unit-lII

Correlation and Regression Arralysis, Testing the Assurrptions of Regressions, MLrlticollinearity,
Hetroscedasticity and Autocolleration
Basic Characteristics of Tinie Series Data, Exarrining Stationarity of Data, Granger Causality Test

Unit-IV

Dumnry Variables in Regression Analysis, Logit and Probit Models of Regression

Suggested Readings:

l. Damodar N. Gujarat and S. Sangeeta, Basic E,cononretrics, Tata McGraw Hill Publishers, New Delhi,
Fourth Edition.

2. RajendarNargundkar, Marketing Research: Text and Cases, Tata McGraw Hill Publishers, Nerv Delhi.
FoLrrlh Edition, 2006.

3. Hair Joseph F., Multivariate Data Analysis, Pearson Education, Prentice Hall.
4. Nari:sh I(. Malhotra, Marketing Research: Application to Contemporary Issues with SPSS, Pearson

E,ducation. Prentice Hall, First Edition, 2008.
5. C.S. Maddala, Introduction to Econometrics, Wiley India Publishers Third Edition.
6. I. CustiNgurahAgung, Tirne Series Analysis Using E-views, John Wiley & Sons.
7.Badi H. Baltagi, Econorretrics Arralysis of Panel Data, John Wiley & Sons, Third Edition
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PHG.103 CONTEMPORARY ISSUES IN ACCOUNTING AND FINANCE

'I'he examiner is required to set nine questions in all. The first question will be compulsory
consisting of short questions (2 marks each) covering the entire syllabus. [n addition, eight

more questions will be set comprising two questions from each unit. The students shall be

required to attempt five questions in all selecting one question from each unit in addition to

compulsoly Question No. l. All questions shall carrv equal marks.

Time: 3 Hours Max. Marks | 70

Unit-I
Sr"rb-prime crisis- Reasons, impact, remedies and lessons to be learnt. Pricing of IPOs *
Conceptual and research issr-res. lrrtegration of capital markets tl-re world over- reasons and

techniques to measure such integration. Convergence of Accounting Standards and IFRSs'

Unit-lI
Emerging issues in behavioural finance: Application of theories in investment decision

makingFinancial inclusion and role of banks: Progress and bottlenecks

Unit-lII
Financial risk management-types of financial risk. Role of derivatives in managing financial risk

Strategic cost management techniques-Activity Based Costing, Life Cycle Costing and Target

Costing.

Unit-IV

Pertblmance measurement and management-traditional methods; Value based methods Residual

Income, Economic Value Added. Market Value Added; Balanced Score Card. Future of
Corporate Reporting: Online reporting- An Empirical understanding

Suggested Readings:

Mark Zandi. "Financiul Shock; A 360" Look crt the Subprinrc Mortgttge lntplosion

antlHov' to At:oid lhe Nexl Financiul Ci'isl.s ", FT Press. 2008.

Clri Lo. "A.yia antl the Subprime C)risis; Lifting the Veil on the "Financial Tsunami"'.

Palgrave Macmillan.
ArifKlrurshed, "lnitial Public Offerings (lPOs)" Managerial Finance, Volume 33,

Number 6.

Magrice Obstfeld and Alan M. Taylor, "Globd Capital Markels': Integrutirttt, Cri.vis.

andGrov,th ", Can-rbridge University Press.

Keith Redhead. " Personul Finance a.nd Inveslments: A Behavioural Finance

P erspc c tis,e". Routledge,
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PHG-I01 CONTEMPORARY ISSUES IN MARKtrTII\G

The examiner is required to set nine questions in all. The lirst question will be compulsory
consisting of short questions (2 marks each) covering the entire syllabus. In addition, eight
more questions will be set comprising two questions from each unit. The students shall be
required to attempt five questions in all selecting one question from each unit in addition to
compulsory Question No. l. All questions shall carry equal marks.

Tirne: 3 I{ours Max. Marks | 70

[J nit-I
o1' Social Marketing" Social Marketing Elements. PotentialSocial Marketing: Ilirth ancl evolr"rtion

and Lirnitatiorls of Social Marketing.

L-asl-rion Marketing: Concept, Fashion Marketing in Practice, why study fashion buyer.
Fashion Consumer Decision Making, Fashion Marketing Research.

Unit-ll

Internet Marketing: Meaning, E-Commerce Incentives, Acquiring Customers on the Web.
Consumer Concerns with E-Commerce, B2B E-commerce" Creating Internet Marketing Strategy.

Social Media: What is Social Media, Types of Social Media, Social Networking, Social Media
Strategv. Cornnrunicating on Social Media, Creating Virat Campaign.

Ilnit-III

Consumer Culture Theory: Concept, History, Relationship lletween Service Dor.ninant
Logic. Emerging Topics in Marketing Research: Customer Engagement, Customer
Citizenship Behavior. Service Convenience,

Unit-IV

Nerv Technologies o1'Marketing Research: Videography. Netrrography& Online Communities.
Blogs & Blogging, Virlual Life Worlds. Data Capture and Data Minning.

Suggested ltendings:

Parsons, Elizabeth and Pauline Maclaran, Contemporary Issues in Marketing
and Consumer Behaviour, Elsevier Ltd.: USA.
Clow, Kenneth E. and Donald Baack, Integrated Advertising, Promotion and Marketing
Communications. Fourth Edition. Pearson: New Delhi.
Jones. Alex T'rengrove, Anna Malczyk and Justir-r Beneke, Internet Marketing, Get
Smarter.
Easey. Mike. Fashion Marketing. John Wiley & Sons: UK.
Belk, W. Russell, Research in Consr"rmer Behavior, Elsevier Ltd.: USA.
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PHG-105 CONTEMPORARY ISSUES IN HUMAN RESOURCE MANAGEMENT

The examiner is required to set nine questions in all. The first question will be compulsory
consisting of short questions (2 marks each) covering the entire syllabus. In addition, eight

more questions witl be set comprising two questions from each unit. The students shall be

required to attempt live questions in all selecting one question from each unit in atldition to
compulsory Question No. 1. AII questions shall carry equal marks.

'finre:3IIout's Max. Mrlrks | 70

Unit-I

Strategic Human Resource Management: Definition and Components, Human Resources as

Assets, 
-fhe VRIO Framework, The investment perspective of Human Resources, Risk

involvecl ir-r investing in Human Assets, Factors determining the investment orientatiotl of an

organization.
Ilnit-II

Difference between Strategic Human Resource Management and HR strategies, Link between

I-lR strategy and Business Strategl,. Strategic Fit: a conceptual Framework. Creating high

perlbrmance work system: concept. fr-rndamental principles, anatomv of High perfbrmatlce

work systems, implementing the system, outcomes of high performance work systems.

Unit-III

Human Resource Evaluation: Introductiou, Definition and Overview, HRM and Firm

Perfbmance, Rationale for HR Evalr"ration. Measures of I IRM perfbrmance.

Unit-IV

The psychological contract: The psychological contract defined; The significance of the

psychological contract; The natnre of the psychological contract; How psychological

contracts clevelop; fhe changing nature of the psychological contract; The state of tl-re

psychological contract; Developing and maintaining a positive psychological contract; The

state of the psychological contract career n-lanagement : Meaning, career terminology, career

management methods .

Organisational citizenship behaviour: Introduction, forms of organisation citizer-rship.

Suggested Readings:

1. TanujaAgarwal, "strategic Hun'ran Resource Management", Oxfbrd University Press.

New Delhi.
2. Scott Snell" George Bohlander. VeenaVohra "Human resource management", Cengage

leanring, Ner.l' Delhi.
3. Peter Cappelli "T'alent on demalld",
1. Michael Armstrong, 'A Handbook

Page London .2006.

Harvard business press, LJSA.

of Human ResoLlrce Management Practices'. Kogan

\D*@_,_fuw df



PHO-l0l ANALYTICAL TBCHNIQUES IN SOCIAL SCIENCE RESEARCH

The examiner is required to set nine questions in all. The lirst question rvill be compulsory
consisting of short questions (2 marks each) covering the entire syllabus. In addition, eight
more questions will be set comprising two questions from each unit. The students shall be
required to attempt live questions in all selecting one question from each unit in addition to
compulsory Question No. l. All questions shall carry equal marks.

'l'inre: 3 IIours Max. Marks i 70

Unit-I

Introduction to SPSS and E-Views Softwares, Data Entry, Editing, Transfonnation and Cleaning,
Descriptive Statistics Testing of Hypothesis, Parametric Tests: One Sarnple t-test, Independent Saniples t-
Test, Paired Sanrples t-Test, Anova and Manova

Non-Pararnetric Tests:
Sanrples, 'fwo Related
Analysis.

Unit-II

Chi-Square, One Sample Test, Two Independent Samples, K-lndependent
Samples, K-Related Samples, Panel Data Analysis, Factor Analysis, Discriminant

Unit-[I

Basic Characteristics of Time Series Data. E,xarnirring Stationarity of Data. Grarrger Causality Test.
Correlation and Regression Analysis, Testirrg the Assunrptiorrs of Regressior.rs, Multicollirrearity"
Hetroscedasticity and Autocolleratiou

Unit-IV

Dummy Variables in Regression Analysis, Logit and Probit Models of Regression

Suggested Readings:

l. Damodar N. Gujarat and S. Sangeeta, Basic Econometrics. Tata McGraw Hill Publishers, New Delhi,
Fourth Edition.

2. I(ajendarNargundkar, Marketing Research: Text and Cases, Tata Mccraw Hill Publishers, Nerv Delhi.
Foufih Edition, 2006.

3. Hair Joseph F., MLrltivariate Data Analysis, Pearson Education, Prentice Hall.
4. Narbsh K. Malhotra. Marketing Research: Application to Contemporary Issues with SPSS, Pearson

Education. Prentice Hall. First Edition. 2008.
5. C.S. Maddala. Introduction to Ecorrorletrics, Wiley India Publishers Third Edition.
6. L CLrstiNgurahAgung, Time Series Analysis Using E-views, John Wiley & Sons.
7. Badi H. Baltagi, Econometrics Analysis of Panel Data, John Wiley & Sons, Third Edition
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