KARACH! UNIVERSITY BUSINESS SCHOOL

UNIVERSITY OF KARACHI

BBA - VI (Hons.)

Course Title : BUSINESS RESEARCH METHODS
Course Number : BA (H) — 542

Credit Hours : 03

Objective

The quality of business decisions depends to a great extent on the information available to the
decisions maker. It is the function of business research to provide information for this decision-
making. The main purpose of this course is to provide business decision makers with an
understanding of research methods.

The focus of this course is the need for business research and major emphasis will be on
workshop session, fieldwork and case studies also the preparation of a research report.
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