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PGDM (1BM), 2014-16
Marketing Research

INS-304
Trimester lll, End Term Examination: April 2015
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. =45
B 2 out of 3 (Long Questions) 10 Marks each 2*10 =20
C Compuisory Case Study | 15 Marks 15

Total Marks 50
Section A

Q1. Briefly discuss differences between syndicated and customized research services. Give two
examples for each type of service.

Q2. What are projective techniques? Briefly describe different types of projective techniques.

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

Q4. What are the differences between exploratory and conclusive research?
Q5. Discuss the advantages and disadvantages of secondary data.

Section B
Q6. Discuss the potential sources of error that can affect research results with appropriate examples.

Q7. Discuss different types of survey methods. What are the ad\/antages and disadvantages of these
methods?

Q8. Discuss the various steps involved in questionnaire design process.

Section C
Read the “American Idol: A Big Hit for Marketing Research?” case and answer the following questions.

Q1. What are the objections generally voiced by critics and skeptics against pursuing marketing
research?

Q2. If you undertake this project, how would you go about it? What research design would you adopt?
Explain what research methods would you use and reasons for using them?

Q3. Marcello said “we could place about 6 questions on Opinion Research Corporation’s national
omnibus survey”. If you were the researcher, what are the 6 questions and measurement scales that
you would include in the survey and why?
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Comprehensive Critical Thinking Cases
American Idol: A Big Hit for Marketing Research?

“This couid be"mem of a challengc than we prcvxousiy, was mappmpnate for them to share the results of previous
] mlyonc other than the chcnts who had contracted
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American Idol’s first season. That’s a lot of cola and that
was a Jot of risk to take in the volatile world of broadcast
television!” ‘

“You’re rwht Marcello said. “I later read in USA
Today that Kelly Clarkson might have been voted the first
American Idol, but Coke was the real winner. So maybe
Pepsi was the real loser. Coke and Ford now spend tens of
millions each year not only to be sponsors, but also to have
tie-in promotlons sich as you might find at
coxemusiceom.”

“But just ho’w durable is the show’s concept?”

. Litzenberge: r IShlnC' her latte. “What if we
ﬁﬁd that Vo e-teen girls? What if we find
~'that adults don’t vote for the contestants or adults don’t
~ have conﬁdcn n fhic judge’s opinions?”

: uld find such answers more deli-

» in bread I am spying in that

Iways cover what they regard as
> trends in popular culture.”

tto this. question at my firm for
's-our best thinking on it-as of
‘ecould place about six questions -
“om Gpmmn Resédrch Corporation’s CARAVAN (wwiw.
. opinionresearch:¢om) national omnibus telephone survey to
- find out more about who, among adults 18 or older living in
: thevUnitcd States,vwatched and voted in the 2009 season of
._-;Amencan Idol: Such an omnibus survey could be done by 3
-~ telephone during three days in April 2009.” o
~ “OK, but. what about sampling?” Litzenberger sald
“YmJ knnw wg: mgght g_ﬂf a{tacked on this. It could be




