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ÍÛæ˜Û¶ÛÛ : ¼ÛμÛÛ ›÷ ¸ÛóÊ¶ÛÛé¶ÛÛ •Ûä̈ Û ÍÛÁõ”ÛÛ ™öé. 
 
1. (…) “¼Û›÷ÛÁõ ¸ÛóÜ’õ¿ÛÛ ÍÛ×ÉÛÛéμÛ¶Û”¶Ûà È¿ÛÛ”¿ÛÛ …Û¸ÛÛé. ©Ûé ‘¼Û›÷ÛÁõ ÍÛ×ÉÛÛéμÛ¶Û’¬Ûà �õˆ Áõà©Ûé ›ä÷−ä×ù ¸Û¦éø ™öé ? 

©Ûé¶ÛÛé “ÛéªÛÜÈÛÍ©ÛÛÁõ …¶Ûé ¾Û¿ÛÛÙ−ùÛ…Ûé ›÷¨ÛÛÈÛÛé. 
 (¼Û) ¸ÛóÛ¬ÛÜ¾Û�õ ¾ÛÛÜÐü©Ûà ¾ÛéÇÈÛÈÛÛ¶Ûà ÜÈÛÜÈÛμÛ Áõà©ÛÛé ©Ûé¾Û¶ÛÛ ÅÛÛ½ÛÛé …¶Ûé •ÛéÁõÅÛÛ½ÛÛé ÍÛÛ¬Ûé ÍÛ¾Û›÷ÛÈÛÛé. 

…¬ÛÈÛÛ 
 (…) ‘Structured-Undisguised’ ¸ÛóÊ¶ÛÛÈÛÅÛà¾ÛÛ× …ÛÈÛ©ÛÛ× ÜÈÛÜÈÛμÛ ¸ÛóÊ¶ÛÛé¶ÛÛ ¸Ûó�õÛÁõÛé ÍÛ¾Û›÷ÛÈÛÛé. 
 (¼Û) ¼Û›÷ÛÁõ ÍÛ×ÉÛÛéμÛ¶Û¶ÛÛ Expected Monetary Value (EMV) …¶Ûé ‘Expected Opportunity 

Loss’ ¶ÛÛ …Ü½Û•Û¾ÛÛé ÍÛ¾Û›÷ÛÈÛÛé. 
 
2. (…) ÜÈÛÜÈÛμÛ ¸Ûó�õÛÁõ¶ÛÛ ÍÛ×ÉÛÛéμÛ¶Û ¶Û�õÉÛÛ…Ûé ÍÛ¾Û›÷ÛÈÛÛé. ©Ûé −ùÁéõ�õ ¸Ûó�õÛÁõ ¾ÛÛ¤éø …Ûé™öÛ¾ÛÛ× …Ûé™ä×ö …é�õ 

Š¸Û¿ÛÛéÜ•Û©ÛÛ¶Ûä× Š−ùÛÐüÁõ¨Û …Û¸ÛÛé. 
 (¼Û) ‘Ü¼Û¶ÛÍÛ×½ÛÛÈÛà Ü¶Û−ùÉÛÙ¶Û ¸Û±ùÜ©Û…Ûé’ ¸ÛÁõ ¶ÛÛêμÛ ÅÛ”ÛÛé. 

…¬ÛÈÛÛ 
 (…) Í©ÛÜÁõ©Û Ü¶Û−ùÉÛÙ¶Û ¸Û±ùÜ©Û …é ¿ÛÛ´ù˜™ö Ü¶Û−ùÉÛÙ¶Û ¸Û±ùÜ©Û ¬Ûà �õˆ Áõà©Ûé ›ä÷−ùà ™öé ? ¼Û×¶Ûé Áõà©ÛÛé¶ÛÛ 

ÅÛÛ½ÛÛé-•ÛéÁõÅÛÛ½ÛÛé¶Ûà ˜Û˜ÛÛÙ �õÁõÛé. 

 (¼Û) …é�õ ÍÛ×ÉÛÛéμÛ�õ ¸ÛÛé©ÛÛ¶ÛÛ ÍÛ×ÉÛÛéμÛ¶Û¶ÛÛ ¸ÛÜÁõ¨ÛÛ¾ÛÛé ± 3% ¾ÛÛ× …ÛÈÛé ©Ûé¶ÛÛ ¾ÛÛ¤éø 95% ÜÈÛÊÈÛÛÍÛ μÛÁõÛÈÛé 
™öé. ¸ÛÛ™öÅÛÛ …¶Ûä½ÛÈÛ¬Ûà ©Ûé¶Ûä× …¸ÛéÜ“Û©Û ¸Ûó¾ÛÛ¨Û 40% ™öé. ©ÛÛé ©Ûé¶ÛÛ Ü¶Û−ùÉÛÙ¶Ûà ÍÛ×”¿ÛÛ �éõ¤øÅÛà ÐüÛéÈÛà 
›÷Ûé̂ …é ? 

 
3. (…) •Ûä¨Û�õ Ü¶Û¿Û©ÛÍÛ×¼Û×μÛ ¸Ûè¬Û‘õÁõ¨Û …é¤øÅÛé ÉÛä× ? …é�õ �×õ¸Û¶Ûà¶ÛÛ …ÛéÜ¦ø¤ø ÜÈÛ½ÛÛ•Ûé ¾ÛéÇÈÛéÅÛ ¶Ûà˜Ûé¶ÛÛ •Ûä¨Û 

Ü¶Û¿Û©ÛÍÛ×¼Û×μÛ¶ÛÛ ¸ÛÜÁõ¨ÛÛ¾ÛÛé¶Ûä× …¬ÛÙ–Û¤ø¶Û �õÁõÛé : 
   Y = –13.8 + 0.56 X1 + 1.889 X2 
    (2.45) (1.98) (3.37) 
   R2 = 0.58 D.W. = 1.32 

š¿ÛÛ×,  
 Y = Actual unpaid taxes discovered (Millions of Rs.) 
 X1 = Field Audit labour hours 
 X2 = No. of Computer hours 
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 (¼Û) …é�õ ¼Ûê�õ¶Ûà È¿ÛÛ¸ÛÛÜÁõ�õ ¸ÛÜÁõÜÍ¬ÛÜ©Û ©Û¸ÛÛÍÛÈÛÛ ¾ÛÛ¤éø Likert’s scale ¼Û¶ÛÛÈÛÛé. 
…¬ÛÈÛÛ 

 (…) Thurston’s scale ÜÈÛÍ©ÛÛÁõ¬Ûà ÍÛ¾Û›÷ÛÈÛÛé. 
 (¼Û) �õÛÁõ¶Ûà ¼Ûé ¼ÛóÛ¶¦ø¶Ûà ÍÛÁõ”ÛÛ¾Û¨Ûà ¾ÛÛ¤éø ©Û¾Ûé Semantic differentials ¶ÛÛé �õˆ Áõà©Ûé Š¸Û¿ÛÛé•Û �õÁõà 

ÉÛ�õÛé ? 
 
4. (…) F-¸ÛÁõà“Û¨Û ÉÛä× ™öé ? F-¸ÛÁõà“Û¨Û¶ÛÛ ÜÈÛÜÈÛμÛ Š¸Û¿ÛÛé•ÛÛé −ùÉÛÛÙÈÛÛé. 
 (¼Û) …é�õ � ×õ¸Û¶Ûà¶ÛÛ ÉÛéÁõ¶Ûà Ý�õ¾Û©Û ¾ÛÜÐü¶ÛÛ¶ÛÛ ›ä÷−ùÛ× ›ä÷−ùÛ× Ü−ùÈÛÍÛÛé…é ¶Ûà˜Ûé ¾Ûä›÷¼Û ™öé : 
   66, 65, 69, 70, 69, 71, 70, 63, 64, 68 
  ‘ÉÛéÁõ¶Ûà ÍÛÁéõÁõÛÉÛ Ý�õ¾Û©Û 65 ™öé’ …Û ¸ÛÜÁõ�õÅ¸Û¶ÛÛ¶Ûä× ¸ÛÁõà“Û¨Û �õÁõÛé. (›÷ÄõÁõà …Û•Û¨Û�õ¶Ûà 5% 

ÍÛÛ¬ÛÙ�õ©ÛÛ¶Ûà �õ“ÛÛ…é �õÛéÌ¤ø�õ¶Ûà Ý�õ¾Û©Û 1.833 ™öé.) 
…¬ÛÈÛÛ 

 (…) Discriminant Analysis …¶Ûé ©Ûé¶ÛÛ ¼Û›÷ÛÁõ ÍÛ×ÉÛÛéμÛ¶Û¾ÛÛ× Š¸Û¿ÛÛé•ÛÛé ¸ÛÁõ …é�õ ¶ÛÛêμÛ ÅÛ”ÛÛé. 
 (¼Û) ¶Ûà˜Ûé¶Ûà ¾ÛÛÜÐü©Ûà ¸ÛÁõ ¬Ûà Buying pattern …¶Ûé Education Level ÈÛ˜˜Ûé �õÛéˆ ÍÛ×¼Û×μÛ 

(association) ™öé �éõ � éõ¾Û ©Ûé ©Û¸ÛÛÍÛÛé : 

Buying Pattern Education 
Level Buy Do not Buy 
High 40 25 
Low 10 25 

  (χ2
(1, 0.05) = 3.84) 

 
5. (…) È¿ÛÛ”¿ÛÛ …Û¸ÛÛé : 
  (1) Recognition 
  (2) Aided Recall 
  (3) OTS 
  (4) Coverage 
  (5) Total Exposure 
 (¼Û) Test-marketing …é¤øÅÛé ÉÛä× ? Test-marketing ¾ÛÛ¤éø market segment ¶Ûà ©Û¾Ûé �õˆ Áõà©Ûé 

¸ÛÍÛ×−ù•Ûà �õÁõÉÛÛé ? Test-marketing �¿ÛÛ× ÍÛäμÛà ˜ÛÛÅÛä ÁõÛ”ÛÈÛä× ›÷Ûé̂ …é ? 
…¬ÛÈÛÛ 

 ¶ÛÛêμÛ ÅÛ”ÛÛé : (•Û¾Ûé ©Ûé ªÛ¨Û) 
 (1) Multicollinearity 
 (2) ½ÛÛÁõ©Û¾ÛÛ× ¾ÛÛ� ëõ¤ø ÁõàÍÛ˜ÛÙ¶Ûà •ÛÛí̈ Û ¾ÛÛÜÐü©Ûà¶ÛÛ Š−Õù½ÛÈÛ Í¬ÛÛ¶ÛÛé 
 (3) Projective Techniques (¸ÛóÛé›÷é�¤øàÈÛ ¸Û±ùÜ©Û…Ûé) 
 (4) Factor Analysis 
 (5) Systematic Sampling. 
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Instruction : All questions carry equal marks. 
 
1. (a) Define “Marketing Research”. How does it differ from “Market Research” ? 

Describe its scope and limitations. 
 (b) Discuss different types of primary data collection methods along with their 

advantages and disadvantages. 
OR 

 (a) Explain with illustrations different forms of questions under ‘structured - 
undisguised’ category. 

 (b) Explain ‘Expected Monetary Value’ (EMV) and ‘Expected Opportunity Loss’ 
(EOL) approaches to Market Research. 

 
2. (a) Describe in detail various types of research designs. Also illustrate atleast one 

situation of application for each one of them. 
 (b) Write a note on ‘Non-Probability Sampling Methods’. 

OR 
 (a) How does the stratified sampling differ from simple random sampling method ? 

Explain the merits and demerits of both the methods. 
 (b) A researcher wishes to be 95% confident that his results fall within ± 3%. From 

the past information, the proportion is estimated to be 40%. What should be the 
size of his sample ? 

 
3. (a) What is multiple regression analysis ? Interpret the following multiple regression 

output developed by an auditing division of a company : 
   Y = –13.8 + 0.56 X1 + 1.889 X2 
    (2.45) (1.98) (3.37) 
   R2 = 0.58 D.W. = 1.32 

Where,  
 Y = Actual unpaid taxes discovered (Millions of Rs.) 
 X1 = Field Audit labour hours 
 X2 = No. of Computer hours 
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 (b) Outline a suitable Likert’s scale to examine the corporate image of a bank. 
OR 

 (a) Discuss Thurston’s scale at length. 
 (b) How would you use Semantic differentials in order to compare two brands of  

cars ? 
 
4. (a) What is F-test ? State different uses of F-test. 
 (b) The share price of a company on different days of a month was as under : 
   66, 65, 69, 70, 69, 71, 70, 63, 64, 68 
  Test the hypothesis that the average price of a share is 65. (Table value of the test 

statistic at 5% level of significance is 1.833). 
OR 

 (a) Write a note on Discriminant Analysis and its uses in Marketing Research. 
 (b) Examine whether there is any association between the buying pattern and 

education level, from the following information : 

Buying Pattern Education 
Level Buy Do not Buy 
High 40 25 
Low 10 25 

  (χ2
(1, 0.05) = 3.84) 

 
5. (a) Define : 
  (1) Recognition 
  (2) Aided Recall 
  (3) OTS 
  (4) Coverage 
  (5) Total Exposure 
 (b) What is test marketing ? How will you choose the market  segment for test 

marketing ? Till when should you continue test-marketing ? 
OR 

 Write notes on (any three) : 
 (1) Multi collinearity 
 (2) Secondary sources of marketing research in India. 
 (3) Projective Techniques 
 (4) Factor Analysis 
 (5) Systematic Sampling. 

    


