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INSTRUCTIONS TO CANDIDATES:

1. SECTION-A is COMPULSORY consisting of EIGHT questions carrying TWO marks
each. ;

2. SECTION-B consists of FOUR subsections: Units-I, II, III & IV. Each subsection
contains TWO questions, each question carrying EIGHT marks and student has to
attempt any ONE question from each subsection.

3. SECTION-C is COMPULSORY and consists of ONE Case Study carrying TWELVE

marks.
Q. No. Question Course Bloom’s
Outcome Level
SECTION-A

1. Answer briefly:

a. Define Research Design. CO-1 Ll

b. Summarize the importance of exploratory research. CO-2 L2

(o) Interpret the role of observation variables in research CO-2 151
accuracy.

d. Compare the characteristics of nominal and ordinal scales. CO-3 : 59

-3 Name the main sections in a research proposal. CO-4 Ll

i Identify the meaning of descriptive statistics. CO-5 12

g. Recall the differences between test-retest reliability and CO-5 L1
split-half reliability.

h. Explain SPSS and its primary uses in data analysis. CO-6 L2

SECTION-B
UNIT-I

s Identify the role of Marketing Research in advertising and CO-1 L3
promotion.

3 Determine the relationship between Marketing Research CO-1 L4
and marketing decision-making.

' UNIT-II
4. Develop the importance of defining the research problem CO-2 {
.| in Marketing Research.
il Explain causal research with suitable examples. CO-3 L5
UNIT-III

6. Identify the role of research design in ensuring the vajiQity CO-4 L3

and reliability of Marketing Research results. ()()
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i Analyze how measg@®ment errors, affect reliability and CO-4 L4
validity in marketa®®research.

UNIT-IV
8. Distinguish between content validity and criterion validity. CO-5 L4
9. Judge the accuracy of regression results for predicting CO-6 | #e.
market demand.
SECTION-C
10. A marketing research firm conducted a survey to CO-6 L6

understand how consumers perceive different smartphone
brands in the Indian market. The objective was to identify
the underlying factors that influence customers’
purchasing decisions. A questionnaire was administered to
200 respondents who rated 10 variables on a 5-point Likert
scale (1 = Strongly Disagree to 5 = Strongly Agree).
Objective is to reduce the number of variables and identify
a smaller set of underlying dimensions (factors) that
summarize consumer perception of smartphones. and
methodology is researcher applied Exploratory Factor
Analysis (EFA) using Principal Component Analysis with
Varimax rotation.

Questions:

a). Elaborate the main purpose of using factor analysis in
this study.

b). Discuss the results of this factor analysis help
smartphone companies in decision-making?

Note: Disclosure of identity by writing mobile number or making of passing request on any
paper of Answer Sheet will lead to UMC against the student.
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