PGDM, 2013-15/ PGDM (IB), 2013-15
Marketing Research & Analytics
DM-534 / 1B-508
Trimester — V, End-Term Examination: December 2014

Time allowed: 2 Hrs and 30 Min Max Marks: 50

Roll No:

Instruction: Students are required to write Roll No. on every page of the question paper,
writing anything except the Roll No will be treated as Unfair Means. In case of rough work
please use answer sheet.

Sections No. of Questions to attempt Marks Marks
A 3 out of 5 (Short Questions) 5 Marks each- 3*5 =15
B 2 out of 3 (Long Questions) 10 Marks each 2*10 =20
C Compulsory Case Study 15 Marks 15

Total Marks 50
Section A

Q1. What is predictive modeling? Briefly describe how it can be used in marketing with an
example.

Q2. What is Van Westendorp model? What are the four questions that are used in this model?

Q3. Give examples for Nominal and Ordinal scales. Briefly discuss what statistics are
permissible on data collected with these scales.

Q4. One of the questions asked by a researcher in a survey and the answer given by a
respondent are given below.

Q Why do you shop at Big Bazar?

Ans To buy groceries
It is recommended by a friend
It is conveniently located

How can you improve the question? Do you need more than one question to obtain appropriate
responses?

Q5. Discuss the differences between dependence and interdependence techniques in
multivariate techniques? Give two examples for each type of technique.




Section B
Qba. What is simulated test marketing? Briefly describe the process involved in STM.

Qbb. The results of a concept test conducted by a leading research agency for a well known FMCG
company for a new brand of soap are given below.

Purchase intention %
Definitely buy 30
Probably buy 50
May or may not buy 10

Probably not buy

Definitely not buy

Previous research showed that 80% of those who said definitely would buy and 30% of those who said
probably would buy, would actually buy the product. It is assumed that the com pany’s advertising in
first year of launch will result in 30% awareness and the product would be available in 50% of all the
retail outlets in the country. What will be the market adjusted trial rate for the new product in first year
of launch?

Q7. You will soon be able to enjoy Wendy's burgers in India. The world's third largest burger chain is
coming to India through a tie-up with Sierra Nevada Restaurants Private Limited. McDonald's is the
largest burger chain in the world, followed by Burger King. McDonald's and Burger King already have a
presence in India. Nirulas, a home grown quick service restaurant, is also a likely competitor for Wendy’s
in India. The exact timeline of the launch of Wendy's stores in India was not immediately known.

However, media reports suggest it could be anytime between April to June next year.

Before formally launching their first outlet in India, Wendy’s management wants to have good
understanding about Indian market and Indian consumers and hired you as their research manager.
How can you use conjoint analysis to help Wendy’s? Support your answer with suitable example. How
can you assess the reliability and validity of conjoint analysis?

Q8a. Discuss the differences between perceptions and preferences data approaches to
multidimensional scaling. What are the various methods of obtaining perceptions data?

Q8h. Interpret the output given in the next page, which was obtained from correspondence analysis. If
you were to name the dimensions with the information given below, how do you name them?



Summary

Proportion of Inertia
Dimens|Singular
ion Value Inertia  |ChiSquare |[Sig. Accounted for |Cumulative
1 .709 .503 628 628
2 .399 .159 .198 827
2 .263 .069 .087 913
4 .234 .055 .068 982
5 121 .015 .018 1.000
Total .801 3736.229 |.000° 1.000 1.000

a. 110 degrees of freedom

Overview Row Points
image Mass] Score in Dimension Inertia Contribution
1 2 Of Point to inertia of | Of Dimension to Inertia
1 2 1 2
fattening 0.16 0.48 -0.36 0.05 0.05 0.04 0.56 0.19
low fat 0.10 0.82 1.07 0.11 0.25 0.09 0.48 0.50
traditional 0.08 0.66 -0.86 0.07 0.05 0.26 0.36 0.37
premium 0.08 0.38 -0.79 0.05 0.02 0.11 0.18 0.49
healthy 0.11 -1.62 0.22 0.22 0.37 0.01 0.96 0.01
caffeine 0.09 0.39 0.17 0.02 0.02 0.04 0.68 0.08
new 0.09 -1.34 0.24 0.14 0.22 0.01 0.92 0.02
attractive 0.08 -0.96 -0.04 0.06 0.10 0.00 0.95 0.00
tough 0.08 0.83 1.35 0.1 0.07 0.24 0.38 0.62
Section C

Read the “Baskin-Robbibns” case and answer the following questions

Q1. Shoud the Baskin-Robbibns management go ahead with the new logo because focus group
participants as well as senior management liked it? Substantiate your answer with suitable explanation.

Q2. Can an experiment be conducted to address the issue of changing brand logo? If yes, suggest an
appropriate experimental design.

Q3. How can you convince the franchises to redesign their stores? Can research help in this? If yes, what

questions do you include in the survey?



’h

)

— Bcsskin#‘ie‘obbigsi ccnatBask inthe Good ‘Ole Days?

7]

_more demandmg about the h05p1ta1ny ﬂxp‘ ic
~earn more money and they can buy. comparable
- o Baskin-Robbins in grocery stores now.”

. Kimmel sensed it was time to mcnﬂon recent

E 1)

o
e ©

H Hh & @& &

-
® 4y & @@

S An am #n i 8

o

il N

/ “Because your maiiagement wants 10 make
.the logo only if if is necessary, you should s
“customers’ att;tude toward the new logo,
eXplam whether a logo change is warranted,”* Whea
‘Everyone stoppcd talking to reflect on. - what
said. After about 10 seconds, Kimmel raxsed an ope
to the group. ;
~ “Wait. This is beginning to remmd me of th
- Coke introduction,” Kimmel said after some reflectior
“Customers’ subjective attachment to the old Coke was
ignored, then. We need to ask about the old logo, too
Also, I know the senior executives want a clear margm' e
of preference for the new logo. If the new logo is not
. preferred 2:1 in a head-to-head competition with the old "_
one, we need to drop it.”
Wheatly picked up the line of thought. -
“OK, and now that you mention it, we also need to

~ present the drawings of the new redesigned stores and have ?i L
- the customers respond to the old and new logos after under- |
. standing what our new stores will be like,” Wheatly said. i




