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UNIT -1

Introduction, Research: Meaning, Purpose, Characteristics and Types - Process of Research: Formulation
of objectives - Research plan and its components - Methods of Research: Survey, Observation, Case
study, Experimental, Empirical and Comparative Methods - Difficulties in Business Research (Theory
only)

Collection, Presentation & Analysis of data: Sources of Data: Primary and Secondary Sources -
Methods of collecting Primary Data - Measurement and Scaling -Designing Questionnaires/Schedules.
Census vs. Sampling - Methods of Sampling Random and Non-Random Sampling methods - Techniques.
(Theory only)

UNIT -1l

Interpretation: Introduction - Essentials for Interpretation, Precautions in interpretation - Conclusions
and generalization - Methods of generalization. Statistical fallacies: bias, inconsistency in definitions,
inappropriate comparisons, faulty generalizations, drawing wrong inferences, misuse of statistical tools,
failure to comprehend the data. (including small cases).

Report Writing: Meaning and types of reports - Stages in preparation of Report - Characteristics of a
good report - Structure of the report’-Documentation: Footnotes and Bibliography - Checklist for the
report.

UNIT - 11l

Statistical Estimation: Concepts of Population, Sample and Sampling Distribution- Parameters and
Statistics - Central limit theorem - Concept of Standard Error - Confidential Limits - Estimation of
Population Parameters - Properties of a Good Estimator - Point and Interval Estimation.

Hypothesis Testing: Formulation of Hypotheses: Types of Hypotheses - Methods of testing Hypotheses
- Type | and Type Il errors - One tail and two tail tests (Theory only). Sampling of Attributes: Estimation
and testing of Number and Proportions of Success - Difference between two proportions (including problems).

Sampling of Variables: Large Samples: Difference between large and small samples - Estimating
population mean - Testing: Significance of Mean - Significance of the difference between means of two
samples - Significance of the difference between the standard deviations of two samples. (Including
problems) Small Samples: ‘t’ test - Fixing fiducial limits to population mean — Testing: Significance of the
mean - Significance of the difference between two independent means - Significance of the difference
between two dependent means (including problems).

UNIT - IV

Analysis of Variance: F-test: Meaning and Applications - ANOVA: Assumptions - Procedure - One way
and two-way analysis of variance (including Problems).

Association of Attributes & Chi-Square Test: Association of Attributes: Meaning- Distinction between
Correlation and Association - Methods of studying Association - Interpretation of results.

Chi Square Test: Definition - Conditions for applying Chi square test, Yates s correction— Uses and
limitations of Chi square test — Chi square test for testing the independence of Attribute — Chi square test
for goodness of fit (including problems).

UNIT -V

Statistical Decision Theory: Nature of Decision - State of Nature — Pay off Tables - Expected Pay off
- Expected Opportunity Loss — Value of Perfect Information — Types of Decision Situation — Choice of
Decision Criteria — Decision Tree Analysis — Decision Making under Uncertainty (including simple problems).;

Game Theory: Characteristics of Game Theory — Two Persons Zero Sum Game - Maximum and Minimax
Strategies — Saddle Point— Dominating Strategy — Mixed Strategy - Limitations of Game Theory (including
simple problems with Analytical Formulae and Graphical Methods).

Linear Programming: Linear Programming: Meaning - Requirements for application - Assumptions -
Advantages - Application of LP - Formulation of LP problems (including simple problems). Graphical
Solutions of LP problems with two variables only (including simple problems).
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Frequently Asked & Important Questions

UNIT - |

1. Define the term Research. Explain the purpose of Research.

Ans . (Imp.)
Refer Unit-1, Page No. 1, Q.No. 1.

2. Briefly describe the different steps involved in a Research Process.

Ans . (Imp.)
Refer Unit-1, Page No. 4, Q.No. 4.

3. Describe the various methods of Research.

Ans . (Imp.)
Refer Unit-1, Page No. 8, Q.No. 7.

4. What are the difficulties involved in business research?

Ans . (Imp.)
Refer Unit-1, Page No. 9, Q.No. 8.

5. Critically examine the different methods of collecting primary data.

AnS : (Dec.-18, Dec.-16, Dec.-13, Imp.)
Refer Unit-1, Page No. 10, Q.No. 10.

6. Explain the various types of measurement scales with example.

Ans : (Imp.)
Refer Unit-I, Page No. 14, Q.No. 15.

7. Distinguish between nominal, ordinal, Interval and Ratio Scale.

Ans : (Imp.)
Refer Unit-1, Page No. 15, Q.No. 16.

8. What are the Guidelines / Precautions for Preparation of Questionnaire ?

Ans . (Imp.)
Refer Unit-1, Page No. 18, Q.No. 20.

9. What are the Factors considered while Design of Questionnaire ?

Ans . (Imp.)

Refer Unit-I, Page No. 19, Q.No. 21.
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10. Distinguish between questionnaire and schedule.

Ans . (Imp.)
Refer Unit-1, Page No. 21, Q.No. 23.

11. Explain briefly the various random sampling methods.

Ans . (Dec.-16, Imp)
Refer Unit-1, Page No. 23, Q.No. 26.

UNIT - 1l

1. Why is Interpretation considered a basic component of research process?

Ans . (Dec.-18, Dec.-16, Dec.-14, Imp.)
Refer Unit-11, Page No. 33, Q.No. 1.

2. Explain the various methods of genera- lization.

Ans . (Dec.-15, Imp.)
Refer Unit-11, Page No. 34, Q.No. 4.

3. State the different statistical fallacies that may arise while interpreting the data. Explain each
one of them with relevant examples.

Ans . (Dec.-18, Dec.-16, June-16, Dec.-14, Dec.-13, Imp.)
Refer Unit-II, Page No. 36, Q.No. 5.

4, What is a Report and Report writing. State its objectives.

Ans . (Dec.-14, Imp.)
Refer Unit-II, Page No. 37, Q.No. 6.

5. Explain the various stages in preparation of report.

Ans . (June-16, Dec.-14, Imp.)
Refer Unit-II, Page No. 39, Q.No. 8.

6. Out line the structures of a Research Report.

Ans . (Dec.-18, Dec.-13, Imp.)
Refer Unit-1l, Page No. 41, Q.No. 10.

7. Define and discuss footnotes in Research Report. Explain the purposes of footnotes.

Ans . (Dec.-18, Dec.-16, Imp.)
Refer Unit-1l, Page No. 43, Q.No. 11.

8. Explain the Checklist for the Research Report.

Ans . (Imp.)

Refer Unit-1l, Page No. 44, Q.No. 13.

]

VI

:

Rahul Publications



M.Com. Il YEAR Il SEMESTER

UNIT - 1l

1. Describe briefly about the concept of standard error and confidential limits.
Ans : (Imp.)

Refer Unit-11l, Page No. 54, Q.No. 3.

2. State the properties of a Good Estimator.
Ans : (Imp.)
Refer Unit-1Il, Page No. 56, Q.No. 5.

3. Explain various methods of Testing Hypothesis.
Ans : (Imp.)
Refer Unit-1Il, Page No. 59, Q.No. 8.

4. Explain briefly about One Tailed and Two Tailed Tests.
Ans : (Imp.)

Refer Unit-IIl, Page No. 60, Q.No. 10.

5. What do you understand by Sampling of Attributes?
Ans : (Imp.)

Refer Unit-11l, Page No. 63, Q.No. 12.

6. 500 apples are taken at random from a large basket and 50 are found to be bad. Estimate the
proportion of bad apples in the basket and assign limits within which the percentage most

probably lies.

Sol : (Imp.)
Refer Unit-111, Page No. 65, Prab. 3.

7. Define the term large sample. What are the assumptions of large samples.

Ans : (Imp.)

Refer Unit-11l, Page No. 68, Q.No. 17.

8. Explain briefly about hypothesis concerning two mean large samples.

Ans : (Imp.)
Refer Unit-1Il, Page No. 73, Q.No. 21.

9. Define ‘t’ distribution. Explain the properties and applications of ‘t’ distribution.

Ans : (Imp.)

Refer Unit-11l, Page No. 79, Q.No. 24.

J
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10. The life time of electric bulbs for a random sample of 10 from a large consignment gave the
following data
Item : 1 2 3 4 5 6 7 8 9 10
Lifein‘O00hour : | 42)146 (39 )41 [52] 3839|143 |44 |56
Can we accept the hypothesis that the average life time of bullbs is 4,000 hours.

Sol : (Imp.)
Refer Unit-1Il, Page No. 82, Prob. 14,

11. Eleven sales executive trainees are assigned selling jobs right after their recruitment. After a
fortnight they are withdrawn from their field duties and given a month’s training for executives
sales. Sales executed by them in thousands of rupees before and after the training in the same
period are listed below.

Sales (000 7)

(Before training) | 23 (20 |19 (21 |18 |20 (18 (17 |23 |16 |19

Sales (000 7)

(After training) 24 119 |21 118 (20 |22 |20 |20 (23 |20 |27
Do these data indicate that the training has contributed to their performance?

Sol : (Imp.)
Refer Unit-1Il, Page No. 87, Prob. 17.

UNIT - IV

1. Define is ANOVA? What are the assumptions and applications of ANOVA.

Ans : (Imp.)
Refer Unit-1V, Page No. 100, Q.No. 3.

2. Enlist the techniques of analysis ot variance. Explain about briefly one way ANOVA.

Ans : (Imp.)
Refer Unit-1V, Page No. 100, Q.No. 4.

3. Suppose that we are interested in establishing the yield producing ability of four types of soya
beans A, B, C and D. We have three blocks of land X,Y and Z which may be different in fertility.
Each block of land is divided into four plots and the different types of soya beans are assigned
to the plots in each block by a random procedure. The following results are obtained:

Soya Bean
Block Type A Type B Type C Type D
X 5 9 11 10
Y 4 7 8 10
z 3 5 8 9
Test whether A,B,C and D are significantly different.
Sol : (Imp.)

Refer Unit-1V, Page No. 106, Prob. 3.

{ IX ' T .
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4. Define correlation. Explain the significance of correlation.

Ans : (Imp.)
Refer Unit-1V, Page No. 111, Q.No. 7.

5. Explain Yule’s coefficient of association.

Ans : (Imp.)
Refer Unit-1V, Page No. 117, Q.No. 13.

6. What is Chi-Square (¢?)? Explain the applications test statistic and assumptions.

Ans : (Imp.)
Refer Unit-1V, Page No. 121, Q.No. 16.

7. Explain briefly about Yates’s correction.

Ans : (Imp.)
Refer Unit-1V, Page No. 123, Q.No. 18.

8. Chi Square Test is a test of Independence, Homogeneity and Goodness of fit. Discuss briefly.

Ans : (Imp.)
Refer Unit-1V, Page No. 124, Q.No. 19.

9. Explain briefly about Chi square test for testing the independence of Attribute.

Ans : (Imp.)
Refer Unit-1V, Page No. 125, Q.No. 20.

10. Four machines A, B, C, D are used to manufacture parts which are classified as first, second and
third grade. Test whether the quality of the product is independent of the machines. The data as
under,

Grade A B C D
First 620 | 750 [400 |530
Second 130 | 200 | 140 (130
Third 50 | 50 | 60 | 40
Sol : (Imp.)

Refer Unit-1V, Page No. 127, Prob. 14.
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11. The shopkeeper feels that daily demand of a product follows uniform distribution. The observed
frequencies of demand values are as follows:
Observed frequencies of daily demand
Demand Observed Demand Observed
(Units) Frequency (O,) (Units) Frequency (O,)
20 13 26 12
21 10 27 10
22 7 28 14
23 10 29 9
24 6
25 9
Check whether the given data follow uniform distribution at a significance level of 0.05.
Sol : (Imp.)
Refer Unit-1V, Page No. 133, Prob. 16.
UNIT -V
1. Elaborate the various steps involved in decision making.
Ans . (Imp.)
Refer Unit-V, Page No. 146, Q.No. 3.
2. Explain the various elements of decision making.
Ans . (Imp.)
Refer Unit-V, Page No. 147, Q.No. 4.
3. Define EOL. Explain the various steps for calculating EOL.
Ans . (Imp.)
Refer Unit-V, Page No. 149, Q.No. 5.
4. Briefly explain about the determination of EVPI and factors involved in the design of marketing
research experiments.
Ans . (Imp.)
Refer Unit-V, Page No. 150, Q.No. 6.
5. Explain briefly the decision making under Uncertainty.
Ans . (Imp.)
Refer Unit-V, Page No. 159, Q.No. 10.
6. Define game theory. Explain the characteristics and objectives of game theory.
Ans . (Imp.)

Refer Unit-V, Page No. 162, Q.No. 13.

|' XI |I
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7. Define graphical method. Write down the algorithm for 2 < n, m < 2 games.

Ans . (Imp.)
Refer Unit-V, Page No. 167, Q.No. 23.

8. Define Linear Programming. Elucidate the Structure of LPP.

Ans . (Imp.)
Refer Unit-V, Page No. 179, Q.No. 24.

9. A company having a mechanical workshop has recently discontinued production of an
unprofitable product. It has resulted in a considerable spare capacity. The company has decided
to use this capacity to the maximum extent to produce three products which are profitable. The
productivity coefficient in machine hours per unit and available machine time is given below:

Machine Product Product Product Time Available

Type 1 2 3 Machine Hours per

week

Milling 9 3 5 500

Machine

Lathe 5 4 0 350

Grinder 3 0 2 150
The sales department has indicated that the demand for Products 1 and 2 exceeds the maximum
production rate whereas sales potential for Product 3 is 20 units per week. The profits for the
three products have been estimated respectively as =~ 3500, ~ 1400 and ~ 1750 for the three
products. The company wants to decide the optimum level of production to maximize its profit.
Formulate this problem as a mathematical model.

Sol : (Imp.)
Refer Unit-V, Page No. 185, Prob. 13.

10. Describe the steps involved in graphical solution to linear programming models.

Ans . (Imp.)
Refer Unit-V, Page No. 186, Q.No. 31.

11. A company produces two types of pens A and B. Pen A is of superior quality and pen B of
inferior quality. Profit on pen A and pen B are ™ 5 and ™~ 3 per pen respectively. Raw material
required for each pen A is twice as that of pen B. The supply of raw material is sufficient only for
1000 pens of B per day. Pen A requires a special clip and only 400 clips are available per day.
For pen B only 700 clips are available per day. Find graphically the product mix so that the
company can make maximum profit.

Sol : (Imp.)

Refer Unit-V, Page No. 186, Prob. 14.

J
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12.

Sol :

The following table summarizes the key facts about two products, A and B, and resource Q, R

and S, required to produce them.

Resource Resource Usage Per Amount of Resource
Unit Produced Available
Product A Product B
Q 2 1 2
R 1 2
S 3 3 4
Profit per unit 3 2

Formulate the model and solve it graphically.

Refer Unit-V, Page No. 188, Prob. 15.

J

(Imp.)

1l

:
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1.1 RESEARCH I

1.1.1 Meaning, Purpose

Q1. Define the term Research. Explain the
purpose of Research.

(OR)
What is Research? State the purpose of
research.
(OR)
What do you understand by the term
Research?
(OR)
What do you mean by Research?
Ans : (Imp.)
Meaning

Research is the systematic process of collecting
and analyzing information to increase our understanding
of the phenomenon under study. It is the function of the
research to contribute to the understanding of the
phenomenon and to communicate that understanding
to others.

Research refers to search for knowledge. It can
also be defined as a scientific and systematic search for
gaining information and knowledge on specific topic or
phenomena. Research is a systematic approach to gather
information required for sound management decisions.

Research means;
i) Careful or thorough search.
ii) Serious inquiry or examination

iii) Collecting of information about a particular
subject.

Definitions

(@ According to Clifford Woody, “Research
comprises of defining and redefining problems,
formulating hypothesis or suggested solutions,
making deductions and reaching conclusions; and
a last carefully testing the conclusions to determine
whether they fit the formulating hypothesis”.

(b)  According to Redman and Mory “Research
is a systematized effort to gain new knowledge”.

Purpose of Research
i) Increasing knowledge within the discipline and

ii) Increasing knowledge within oneself as a
professional consumer of research in order to
evaluate and understand new developments

within the discipline

iii) Increasing knowledge within the discipline can
serve several sub purposes:

»  To create methods to assess important
concepts/phenomena

»  Todescribe relevant phenomena and their
relationships

»  To provide evidence for the efficacy of a
therapeutic technique or other change

»  To provide support for the theoretical base
of the discipline.

1 J
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1.1.2 Characteristics

Q2.

What are the characteristics of Research?
(OR)

State the various characteristics of Research.

AnS :

i)
ii)

Vi)

vii)

viii)

iX)

X)

i)

xii)

The research should focus on priority problems.
The research should be systematic. It emphasizes that a researcher should employ a structured procedure.

The research should be logical. Without manipulating ideas logically, the scientific researcher cannot make
much progress in any investigation.

The research should be reductive. This means that the findings of one researcher should be made available
to other researchers to prevent them from repeating the same research.

The research should be replicable. This asserts that there should be scope to confirm the findings of previous
research in a new environment and different settings with a new group of subjects or at a different point in
time.

The research should be generative. This is one of the valuable characteristics of research because answering
one question leads to generating many other new questions.

The research should be action-oriented. In other words, it should be aimed at reaching a solution leading to
the implementation of its findings.

The research should follow an integrated multidisciplinary approach, i.e., research approaches from more
than one discipline are needed.

The research should be participatory, involving all parties concerned (from policymakers down to community
members) at all stages of the study.

The research must be relatively simple, timely, and time-bound, employing a comparatively simple design.
The research must be as much cost-effective as possible.

The results of the research should be presented in formats most useful for administrators, decision-makers,
business managers, (or) the community members.

1.1.3 Types of Research

Q3.

AnS :

Explain different types of Research.

(Imp.)

Research is a multidimensional activity. It comes in various forms and is used in all social, behavioral,

educational, economical and management sciences. According to the approach and method involved in aresearch,
one can classify the following types of research.

1.

Descriptive research

Descriptive research basically describes what is. It mainly involves collection, recording, describing and
analyzing the facts related to the study. It tries to find the existing status, trend and state of affairs in a

{ 2 |
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phenomenon. Descriptive research involves surveys, but they are not merely data collection as they also
involve measurement, classification, analysis, comparison and interpretation. In this type of research the
variable under study are uncon-trollable. One can only observe and report what is happening in a situation.

2. Analytical research

Analytical research, on the other hand deals with what will be. In this type of research, the variables involved
are carefully and scientifically controlled and manipulated. Analytical research is also known as experimental
research and is a very sophisticated technique. This kind of research is based on four important characteristics
namely; control, manipulation, observation and replication.

3. Applied research

Applied research is action oriented or solution oriented. The main goal of an applied research is to obtain an
immediate, specific and practical solution of a problem that a business organization is facing right now. It
gives here and now solutions in actual problem situations. It involves scientific investigations but the methods
are not so rigorous as in fundamental research. It finds solutions to be applied in local environment and they
may not be universally acceptable. Applied research does not promise to add new knowledge to the discipline.

4, Fundamental research

Fundamental research is carried out to scientifically enhance the organized body of knowledge of a discipline.
Also know as basic research, it is concerned with formulation of theory and generalizations of principles. To
evaluate and expand a formulated theory it may use empirical data. Basic research involves systematic,
highly sophisticated scientific techniques. Fundamental research may not suggest the solutions of immediate
problems, it rather draws long term conclusions:

5. Quantitative research
Quantitative research is based on quantitative variables, which can be measured in appropriate units. These
involve objects and individuals that vary in size, quantity, amount, scale or degree. For example, prices of
commodity can be measured in rupees, weight of a product is measured in kilograms and the mileage of
vehicle is measured in kilometers per liter.

6. Qualitative research

Qualitative research, on the other hand, is based on qualitative variables, which vary in quality of type.
These variables cannot be measured on a scale or in any units. Social scientists use qualitative research for
studying human behaviour. In market research surveys qualitative research is carried out to investigate the
likes and dislikes of customers. It helps in understanding the current pattern of demand of a company’s
products.

7. Conceptual research

Conceptual research involves the development of new theories, abstract ideas, and generalized principles.
Philosophers, intellectuals and thinkers carry out this kind of research. On the basis of their conceptual
knowledge they build theoretical models.

Conceptual research is an intellectual process to develop and verify knowledge.
8. Empirical research

Empirical research is based on observation and experimentation. The information collected in the form of
facts develops the conclusions and theories about a phenomenon.

The models, so developed, can again be verified by a replication of data collection. To test a given hypothesis
empirical research is most popular and powerful tool in the modern world.

{ 3 }
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I 1.2 PRrocess oF RESEARCH

Q4. Explainin detail the various stages of Research Process.
(OR)
Briefly describe the different steps involved in a Research Process.
(OR)
Explain briefly the process of Research.
Ans : (Imp.)
Research Process

Research is a search for knowledge. It helps in taking appropriate decisions. Research involves asking a
question and then trying to find an answer to it. Research is essentially a systematic, scientific and structured
inquiry seeking facts through objective methods. Therefore a research must have a clearly defined step-by-step
process. A knowledge of the research process is essential both for those who conduct the research and for those
who wish to be benefited by the conclusions drawn from the research. A meaningful knowledge should have a
definite purpose and direction.

1.  Problem formulation
Literature survey
Development of hypothesis

Research design

2

3

4

5.  Choice of sample design
6. Data collection

7. Analysisand interpretation of data
8 Hypothesis testing

9 Interpretation of results

10. Report writing

The above procedure can be depicted in a diagrammatic form as shown in the flowchart in figure. A brief
description of the above steps is given below.

1. Problem formulation

Formulation of a problem is the first and foremost step in a research process. It is not always easy to identify
and define a problem in an ever-changing business environment. A researcher not only discovers and defines
a problem area but also a specific problem within that area concerning his interest in business. The problem
should be clearly and precisely stated. The statement of the problem must be complete.

The problems in a business may sometimes be obvious and one can pinpoint them. Many a problems is not
so apparent and needs explorations. Thus, first of all one has to identify a problem specifically and thoroughly,
and then it has to be expressed in scientific terms so that statistical analysis can be performed on that
problem.

{4 }
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2. Literature survey

After the formulation and identification of a problem, the next important step is the review of literature
survey. An exhaustive and critical review of professional literature familiarizes the researcher with the current
state of knowledge. It helps in understanding of the problems and hypothesis that others have studied. It
clarifies the concepts, theories, major variables involved, operational definitions and research methods used
in the past. This contributes to the cumulative nature of scientific knowledge.

Every year thousands of articles, books and monographs are published in any field of study. Therefore, it is
important to sort out the relevant literature connected with the field of one’s interest. It is best to begin any
search for literature with one of the guides to published literature. These guides are increasingly computerized
and include bibliographies, indexes and abstracts.

3. Development of hypothesis

Once a problem is defined and a review of literature is made, the next step is to define clearly the hypothesis
in aresearch problem. A hypothesis is a tentative assumption in a research problem, which hasto be tested
empirically with the help of observed data. When formulating a hypothesis, a researcher does not know
whether it will be rejected or accepted. A hypothesis is constructed and tested; if it is rejected, another one
is formulated,; if it is accepted, it is incorporated in the scientific body of knowledge.

One should arrive at a clear and specific working hypothesis for which research methods already exist. A
good hypothesis states a research problem in concise and precise terms so that the researcher is focused on
the problem at hand.

4, Research design

A research design is a well-defined plan of action. It is a planned sequence of the entire research process. It
is a blue print of research.activity. In a big business scenario designing a research study is very complex.
Therefore, a research design may change during the operation of a project. A good research design must use
minimum of resources like time, money and manpower. A research design must be able to translate the
general scientific model into a practical research operation. A scientifically developed research design possess
the characteristics like:

(i)  Objectivity
(i) Reliability
(iiiy Validity
(iv) Generalization
5. Choice of sample design

In any investigation the group of all items, objects or individuals under study is called ‘population’ or
‘universe’. For all purpose of determining population characteristics, instead of enumerating entire population,
some items of the population, called a sample, are observed.

Then the sample characteristics are utilized to approximately determine or estimate the population. For
example, on examining the sample of particular product, we arrive at a decision of purchasing or rejecting
that product. There will be surely some error in such an approximation and is inherent and unavoidable in
any and every sampling scheme. But samples results in considerable gains in terms of time, money, accuracy
and efforts.

{ 5 |
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6. Data collection

Once a sample design is formulated, the next step in a research process is the collection of relevant data.
There can be two sources of data (i) Internal data, that refers to the happenings and functions of a business
organization. For example, the salepurchases details of a company. (ii) External data, which is related to
outside sources and external agencies.

There are two types of data

(@ Primary data

(b) Secondary data.

(@) Primary data are those observations, which are collected by an investigator for the first time,

(b) Secondary data are already available in the records and have been collected by some other researcher
for the purpose of studying a similar problem.

7. Analysis and interpretation of data

After the collection of data, what we have is a huge chunk of observations and numerical values. The data
at the beginning are in raw form. For the purpose of applying further statistical techniques, one has to put the
raw data in a useful form by classification, tabulation and categorization of data. If one has to feed the data
in a computer, the data should bear the same form as required by the software used. This kind of processing
of data involves one or more of the following activities: (i) coding (ii) labeling (iii) editing (iv) tabulation (v)
classification.

8. Hypothesis testing

After analyzing and processing of data, it is time now to test the hypothesis that were formed in step 3 of the
research pracess. A hypothesis is skeptically formulated regarding the relationship between phenomena and
variables involved in a study. Then by empirical investigation the hypothesis is tested for possible acceptance
or rejection. In other words, the researcher decides on the basis of the observed facts that he has collected,
whether or not an assumption is valid. A hypothesis is tested by making use of a predefined decision rules
established in statistical methods. Some of the popular statistical tests are, Z- test, Chi- square test, t- test
and F- test.

9. Interpretations of results

After the data collection and testing of hypothesis one has to reach to the conclusions of the research study.
These conclusions are the most vital outcomes of the study and have to be dealt with very carefully. On the
basis of findings of the research work done we draw inferences about the phenomenon under study. This is
a useful activity as without any outcome a research study is fruitless. The results obtained from the analysis
of data are to be interpreted skillfully. A wrong interpretation my lead to wrong decisions. Interpretation may
also lead to generalizations of the phenomena understudy. It may also help in developing new theories and
can suggest new research problems to be explored in future.

{ 6 }
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10. Reportwriting

Last but not the least is the step of reporting the
facts and findings of the research study. A report
is a summary of the whole research process. The
layout of a report must be attractive. The words
used in the text must be easily comprehensive to
a reader. Even a non- technical person
understands a good report. In the beginning of
the report one should give the title, time period
of work, acknowledgment and preface.

1.2.1 Formulation of Objectives
Q5. How to formulate objectives in a Research?
(OR)

Explain the purpose of Research
Objectives.

AnS :

The objective of the research should be closely
related to the research study of your dissertation. The

(Imp.)

main purpose of the research objective'is to focus on
research problem, avoid the collection of unnecessary
data and provide direction to research study. Research
is related to the aspiration and objectives are related to
the battle-plan.

1. Specific

Obijective should be clear and well defined. It helps
to specify the research problems and provide
proper guideline to find the solution of research
problem. Specific objective identify the methods
of collecting necessary information related to the
research problem.

2. Measurable

Objectives should be measurable. It improves
quality and quantitative of the research study to
achieve its goal. The measurable research
objectives provide guidelines for the improvement
of research design. It is important element to
achieve research objectives.

3. Achievable

Objectives should also be achievable in the time
and it should provide accurate result from the
use of sufficient resources in the specific time
frame. Itis related to effective measure of research
problem. Achievable objectives ensure that every
process of research is finished in accurate time
will help to achieve the goals.

4, Realistic

Obijective should be realistic, so that available
resources like as men, money and machines could
be used effectively. Objectives are most useful,
when they accurately define the problem and take
various steps that can be implemented with a
specific time period.

5. Timely

Objective should be measured and achievable into
the time frame. The research takes enough time
in finding the solution of research problem.
Timeline indicate when the objective will be
accomplished.

1.3 REesSearcH PLAN I

1.3.1 Components

Q6. What is Research Plan? Discuss the
components of a Research Plan.

AnS :

Meaning

(Imp.)

After identifying and defining the problem as also
accomplishing the relating task, researcher must arrange
his ideas in order and write them in the form of an
experimental plan or what can be described as ‘Research
Plan’. This is essential specially for new researcher
because of the following:

(@ It helps him to organize his ideas in a form
whereby it will be possible for him to look for
flaws and inadequacies, if any.

(7 )
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(b) It provides an inventory of what must be done
and which materials have to be collected as a
preliminary step.

(© It is a document that can be given to others for

comment.
Components
i) Research objective should be clearly stated in a

line or two which tells exactly what it is that the
researcher expects to do.

ii) The problem to be studied by researcher must be
explicitly stated so that one may know what
information is to be obtained for solving the
problem.

iii) Each major concept which researcher wants to
measure should be defined in operational terms
in context of the research project.

iv)  The plan should contain the method to be used
in solving the problem. An overall description of
the approach to be adopted is usually given and
assumptions, if any, of the concerning method
to be used are clearly mentioned in the research
plan.

V) The plan must also state the details of the
techniques to be adopted. For instance, if
interview method-is to be used, an account of
the nature-of the contemplated interview
procedure should be given. Similarly, if tests are
to be given, the conditions under which they are
to be administered should be specified along with
the nature of instruments to be used.

Vi) A clear mention of the population to be studied
should be made. If the study happens to be
sample based, the research plan should state the
sampling plan i.e., how the sample is to be
identified.

vii)  The plan must also contain the methods to be
used in processing the data. Statistical and other
methods to be used must be indicated in the plan.
Such methods should not be left until the data
have been collected. This part of the plan may
be reviewed by experts in the field, for they can
often suggest changes that result in substantial
saving of time and effort.

Rahul Publications
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I 1.4 MEeTHODS OF RESEARCH

1.4.1 Survey, Observation, Case study,
Experimental, Empirical and
Comparative Methods

Q7. Explain the various methods of Research.
(OR)
Write about various methods of Research?
(OR)
Describe the various methods of Research.
Ans : (Imp.)

The following are the various' methods of
Research :

1. Survey

Surveyiis a ‘fact finding’ study. It is a method of
research involving collection of data directly from
a population or a sample at particular time. It
must not be confused with the clerical routine of
gathering and tabulating figures. It requires expert
and imaginative planning, careful analysis and
rational interpretation of the findings.

Data may be collected by observation, or
interviewing or mailing questionnaires.

The analysis of data may be made by using simple
or complex statistical techniques depending upon
the objectives of the study.

2. Observation (or) Field Studies

Observation (or) field studies are scientific
enquiries aimed at discovering the relations and
interactions among sociological, psychological
and educational variables in social institutions
and actual life situations like communities,
schools, factories, organizations and institutions.
A social or institutional situation is selected and
the relations among the attitudes, values,
perceptions and behaviours of individuals and
groups in the selected situation are studied.
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Case study

A case study is an in-depth comprehensive study
of a person, a social group, an episode, a process,
a situation, a programme, a community , an
institution or any other social unit.

It is one of the most popular types of research
methods. Its purpose may be to understand the
life cycle of the unit under study or the interaction
between factors that explain the present status
or the development over a period of time.

Experimental

Experimental research is designed to assess the
effects of particular variables on a phenomenon
by keeping the other variables constant or
controlled. It aims at determining whether and in
what manner variables are related to each other.
The factor, which is influenced, by other factors
is called a dependent variable, and the other
factors, which influence it, are known as
independent variables. For example, agricultural
productivity, i.e., crop yield per hectare is a
dependent variable and the factors such as soil
fertility, irrigation, quality of seed, manuring and
cultural practices which influence the yield are
independent variables.

Empirical Research

Empirical research is defined as any research
where conclusions of the study is strictly drawn
from concretely empirical evidence, and therefore
“verifiable” evidence.

This empirical evidence can be gathered using
guantitative market research and qualitative
market research methods.

Comparative Research

Comparative research, simply put, is the act of
comparing two or more things with a view to
discovering something about one or all of the
things being compared. This technique often
utilizes multiple disciplines in one study. When it
comes to method, the majority agreement is that
there is no methodology peculiar to comparative
research. The multi disciplinary approach is good
for the flexibility it offers.

1.5 DiFrFIcULTIES IN BusiNESs RESEARCH I

Q8. What are the difficulties involved in

business research?

Ans . (Imp.)

In India, researchers in general, and business

researchers in particular are facing several problems. This
is all the more true in case of empirical research. Some
of the important problems are as follows:

)

ii)

v)

Vi)

Vi)

The lack of scientific training in the business
research methodology is a major problem in our
country. Many researchers take a leap in the dark
without having a grip over research methodology.
Systematic training in business research
methodology is a necessity.

There is paucity-of competent researchers and
research supervisors. As a result the research
results many a time do not reflect the reality.

Many of ‘the business organizations are not
research conscious and feel that investment in
research is a wastage of resources and does not
encourage research.

The research and Development Department has
become a common feature in many medium and
large organizations. But decision makers do not
appear to be very keen on implementing the
findings of their R&D departments.

At the same time, small organizations which are
the majority in our economy;, are not able to afford
a R & D department at all: Even engaging a
consultant seems to be costly for them.
Consequently, they do not take the help of
research to solve their problems.

Many people largely depend on customs, traditions
and routine practices in their decision making, as
they feel that research does not have any useful
purpose to serve in the management of their
Business..

Even when research studies are undertaken, many
a time, they are overlapping, resulting in
duplication because there is no proper
coordination between different departments of a
university and between different universities.

2 J
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viii)  Difficulty of funds. Because of the scarcity of
resources many university departments do not
come forward to undertake research.

I 1.6 Sources oF DATA

1.6.1 Primary and Secondary Sources

Q9. What are the different types of Data
Sources?

Ans . (Imp.)

Usually data is collected through two different

sources i.e., primary and secondary and based on these
sources data is classified into two types,

i)  Primarydata
i)  Secondary data.
i) Primary Data

Primary data refers to the data collected
specifically which is for the purpose of research
problem. Itis the first hand information collected
by the research firm or by an external agent with
the objective of solving a research prablem. There
are different methods of collecting primary data.
Researchers can conduct experiments to gather
the required information. Other methods include
guestionnaires, mails, interviews of individuals,
families, organizations, representatives etc.

i) Secondary Data

Secondary data refers to the existing data that
had been collected with an objective other than
for research. It could be the data collected by the
firm itself for any other purpose, or by any external
party for the same or other research problem.

1.6.2 Methods of collecting Primary Data

Q10. Explainthe methods of collecting primary
data.

(OR)

Describe the various methods of collecting
primary data.

(OR)

Rahul Publications
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Critically examine the different methods of
collecting primary data.

Ans . (Dec.-18, Dec.-16, Dec.-13, Imp.)

Meaning

Primary data is one, which is collected by the
investigator himself for the purpose of a specific inquiry
or study. Such data is original in character and is
generated by surveys conducted by individuals or research
institutions. Primary data collection is necessary when a
researcher cannot find the data needed in secondary
sources.

(@) Interviews

Interviews are non-on-one or small group question
and answer sessions. Interviews will provide a lot
of information from a small number of people
and are useful when you want to get an expert or
knowledgeable ‘opinion on a subject. The
interviews can be :

i) Personal Interview

The investigator follows a rigid procedure
and seeks answers to a set of preconceived
guestions through personal interviews. This
method of collecting data is usually carried
out in a structured way where output
depends upon the ability of the interviewer
to a large extent.

ii) Telephone Interviews

This method of collecting information
involves contracting the respondents on
telephone itself. This is not a very widely
used method but it plays an important role
in industrial surveys in developed regions,
particularly, when the survey has to be
accomplished in a very limited time.

(b)  Surveys

Surveys are a form of questioning that is more
rigid than interviews and that involve larger groups
of people. Surveys will provide a limited amount
of information from a large group of people and
are useful when you want to learn what a larger
population thinks.

(c) Observations

Observations involve taking organized notes about
occurrences in the world. Observations provide
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you insight about specific people, events, or
locales and are useful when you want to learn
more about an event without the biased viewpoint
of an interview. The information obtained relates

to what is currently happening and is not 3.

complicated by either the past behaviour or future
intentions or attitudes or respondents.

(d) Analysis

Analysis involves collecting data and organizing
it in some fashion based on criteria you develop.
They are useful when you want to find some trend
or pattern. A type of analysis would be to record
commercials on three major television networks
and analyze gender roles.

(e) Questionnaire 4.

The questionnaire is an important tool for
gathering primary data. Questionnaire are mailed
to the respondents with a required to return after
completing the same. It is most extensively used
method in various economic and business surveys.

(f)  Schedules

Under this method the enumerators are appointed
and given training. They are provided with
schedules containing relevant questions. These
enumerators go to respondents with these
schedules. Data are collected by filling up the
schedules by enumerators on the basis of replies
given by respondents. Much depends upon the
capability of enumerators so far as this method

is concerned. 6

Q11. What are the advantages and disadvantages
of primary data.

Ans :
Advantages

1. Reliability

5.

enabling all areas of the research topic to be
answered and investigating thoroughly and
effectively.

Addresses Specific Research Issues

The organization asking for the research has the
complete control on the process and the research
is streamlines as far as its objectives and scope is
concerned. Researching company can be asked
to concentrate their efforts to find data regarding
specific market rather than concentration on mass
market. Primary research is designed to collect
the information the marketer wants to know, and
report it in ways that benefit the marketer.

Greater Control

Not only does primary research enable the
marketer to focus on specific issues, it also enables
the marketer to have a higher level of control
over how the information.is collected. In this way
the marketer can decide on such issues as size of
project (e.g., how many responses), location of
research (e.g., geographic area) and time frame
for completing the project.

Efficient Spending for Information

Unlike secondary research, where the marketer
may spend for information that is not needed,
primary data collection focuses on issues specific
to the researcher and improves the chances that
research funds will be spent efficiently.

Proprietary Information

Information collected by the marketer using
primary research is their own and is generally not
shared with others. Thus, information can be kept
hidden from competitors, and potentially offer
an “information advantage” to the company that
undertook the primary research.

The information collected for primary data is | Disadvantages

more reliable than those collected from the
secondary data because this information is
collected directly from the respondents.

2. Availability of a Wide Range of Techniques

There are lot of techniques that can be employed,
which means that all information necessary can
be obtained by using the appropriate techniques,

1.

Cost

Compared to secondary research, primary data
may be very expensive since there is a great deal
of marketer involvement and the expense in
preparing and carrying-out research can be high.
Skilful persons are required, which is also not an
economic process, it is costly.

|' 11 |I
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Time Consuming

To be done correctly primary data collection
requires the development and execution of a
research plan. Going from the start-point of
deciding to undertake a research project to the
end-point of having results is often much longer
than the time it takes to acquire secondary data.

Not Always Feasible

Some research projects, while potentially offering
information that could prove quite valuable, are
not within the reach of a marketer. Many are just
too large to be carried-out by all but the largest
companies, and some are not feasible at all.

Large Volume of Data

Since the data collected by primary methods
remains in a very large amount so it becomes
very complicated to handle and maintain all the
data. Large volumes of data also create difficulty
in the data processing.

Reluctancy of Respondents

In many cases, the respondents remain reluctant
to give the answers of the researchers’ questions.
Sometimes they give such answers which create
business in the research.

Q12.

Explain the various ways Editing of primary
data.

AnS :

Editing for Completeness

The editor should see that each schedule and
guestionnaire is complete in all respects, i.e.,
answer to each and every question has been
furnished. If some questions have not been
answered and those questions are of vital
importance the informants should be contacted
again either personally or through correspondence.

Editing for Consistency

While editing the data for consistency, the editor
should see that the answers to questions are not
contradictory in nature. If there are mutually
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contradictory answers, he should try to obtain
the correct answers either by referring back the
guestionnaire or by contacting, wherever possible,
the informant in person.

Editing for Accuracy

The reliability of conclusions depends basically
on the correctness of information. If the
information supplied is wrong, conclusions can
never be valid. It is, therefore, necessary for the
editor to see that the information is accurate in
all respects. However, this is one of the most
difficult tasks of the editor. If the inaccuracy is
due to arithmetical errors, it can be easily detected
and corrected.

Editing for homogeneity

By homogeneity we mean the condition in which
all the questions have been understood in the
same-sense. The editor must check all the
questions for uniform interpretation. For example,
asto the question of income, if some informants
have given monthly income, others annual income
and still others weekly income or even daily
income, no comparison can be made. Similarly,
if some persons have given the basic income
whereas others the total income, no comparison
is possible.

1.7 MEASUREMENT AND SCALING

Q13.

Define measurement and scaling. State the
objectives to measurement and scaling.

AnS :

Measurement

According to W.S. Torgerson, “Measurement is

the assignment of numbers to objects to represent
amounts or degrees of a property possessed by all of the
objects”.

ii)

Scaling

Scaling is an advancement of the measuring

concept that refers to the continuum on which, the
objects to be measured are marked. While measurement
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is the actual assignment of numbers or symbols, scaling is the arrangement of these numbers in an order, on a
continuum. Such information helps the researcher in gaining the research objective of determining the stores image.

Scales in marketing need not necessarily imply all the physical measures. For example, a rank scale does not

possess additive property. It makes no sense to add two brands of ranks 1 and 2 to get a brand of rank

Objectives

There are two important objectives of measurement and scaling. First objective is to determine what can be

revealed about the object of the study and second objective is to determine the appropriate statistic to be applied
to analyses the information, following are the otte*-objectives of measurement and scaling,

1. Reliability
The measurement should be reliable by producing consistent results when certain research methods are
repeated.
2. Validity
An instrument is valid when it measures what it is supposed to measure, but since attitudes are elusive,
validity is not possible.
3. Sensitivity
The measurement should lead to identification of changes or differences.
4, Relevance
It Should facilitate the decision-maker by producing relevant information.
5. Versatility
Versatility or robustness of measurement for various statistical interpretations is a desired goal, especially for
assessing the results validity‘and for drawing maximum meaning. Measurement should possess versatality.
Q14. Explain the properties of scales.
Ans :

Properties of Scales

The measurement scales has the following properties,
Distinctive Classification

Distinctives classification is the property of a measure which is used to differentiate objects or its characteristics
into various categories. For example, gender categorizes the individuals into two different groups such as
males and females.

Order

A measure that can be used to arrange the objects or their characteristics in a meaningful order is said to
have order property.

Example: The arrangement of student’s marks in an ascending or descending order.
Equal Distance

The measure is said to have equal distance property, if the difference between two consecutive categories of
a measured scale are equal.

Example: The difference between the temperatures 40°C and 50°C is equal to the difference between
temperatures, 60°C and 70°Cii.e., ‘1",

{ 13 }
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4. Fixed Origin
A measurement scale used for measuring a characteristic is said to have the property of “Fixed
origin” when there exists a ‘meaningful zero’ or absence of characteristic.
Example: Sales of a company where ‘zero sales’ describes that there is no sales or absence of sales.
Q15. What are the different levels of measurement?
OR
Explain the various types of measurement scales with example.
Ans :
The following are the various levels/types of measurement scale,
Nominal
Scales
Ordinal Scales
/ Interval Scales \
/ Ratio Scales \
1. Nominal Scaies
These scales involve labels. It is a qualitative scale, where the respondents answers are descriptive in nature
like ‘yes’ or ‘no’, ‘agree’ or ‘disagree’ and so on. Examples of these scale are: designations as profession,
region, religion, buyer/non buyer, smoker/ non-smoker, etc. Itis a labelling scale that classifies or identifies
the respondents, brands, attributes, etc. This scale measures raw responses and does not illustrate the
intensity of responses.
It'is to be noted that when a number is used for scaling, it does not reflect the quantity of the characteristic
of an object/respondent. For instance, if the respondents are assigned code numbers as per their ID numbers,
it does not mean that larger code number indicates the superiority of that respondent over the other.
2. Ordinal Scales
It is a ranking scale wherein, assigning numbers to objects imply the extent of presence of some characteristics.
For e.g., students in a class are ranked 1 to 10 as per the marks they obtained. Here, 1% rank indicates the
student’s better performance over the student ranking 10™. It should be noted that the scale indicates only
the position or relative size differences and not the magnitude of a respondent or object. In the above
example, we know the student ranking 1%is better than the other students but we do not know how better is
the student than the others.
3. Interval Scales

This scale measures the distance or the magnitude of difference in the ordinal scale. In our example of
students, a scale of marks secured is an interval scale. Representing students on this scale shows as to which
student is better and also helps in measuring their aptitude in terms of marks. For example, student ranking
1% is better than student ranking 2™ by 10 marks. Further, respondents or objects possessing a characteristic
to the same extent would be placed in one scale. That is, students securing same marks would be on the
same point of the scale.

Rahul Publications
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Ratio Scales

Ratio scale possesses all the qualities of nominal, ordinal and interval scales inspite of its zero origin on the
scale. With this scale, a researcher can classify, identify, rank, compare and compute the ratios of scale
values for all the respondents/objects.

Q16. Distinguish between nominal, ordinal, Interval and Ratio Scale.

Ans : (Imp.)
SI.No. | Basis Nominal Scale Ordinal Scale Interval Scale Ratio Scale

1. Meaning | Nominal scale involves Ordinal scale is a Interval scale helps Ratio scale helps
labels. It is a qualitative ranking scale in which in comparing the the researchers to
scale in which numbers the numbers assigned differences taking identify and rank
are regarded as labels to the objects repre- place between the the objects and
(or) tags for identifying sents its characteristics objects and Ratio compare the
and classifying the or positions. scale. intervals or
objects. differences taking

place between
them.

2. Advant- | In marketing research, In marketing research, In_marketing research, | In marketing

age/Use | nominal scales help in ordinal scales help.in interval scales help research, ratio
identifying the respon- measuring the attitudes, in measuring the scales help in
dents, brands, attitudes, opinions, perceptions attitudes, opinions measuring the
stores and other objects. | and preferences of the and index numbers. | sales, costs,
individuals. market share
and number
of variables.
3. Expres- Nominal scales can be Ordinal scales can be interval scales can be | Ratio scales can
sion expressed as percentages | expressed as percentile, expressed as range, be expressed as
and modes. quartile and median. median and standard | geometric mean
deviation. and harmonic
mean.

4. Accuracy| The accuracy of nominal | The accuracy of ordinal The accuracy of The accuracy of
scales can be measured scales can he measured interval scales can ratio scales can
with the help of chi-square | with the help of rank be measured with be measured
and binominal test. order correlation. the help of product with the help of

moment correlations, | coefficient of
t-tests ANOVA and variation.
regression factor
analysis.
5. Example| Nominal scales are used | Ordinal scales are used Interval scales are Ratio scales are
of Usage| for numbering the foot- for ranking the teams in used for measuring used for measu-
ball players and social tournament, socio- the space tem- ring the height,
security. economic class occupa- perature. weight, age and
tional status and quality money of the
rankings. individuals.

'| 15 ]
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Non-Structured, Disguised Questionnaire

The main objective is to conceal the topic of
enquiry by using a disguised stimulus. Though
the stimulus is standardized by the researcher,
the respondent is allowed to answer in an
unstructured manner. The assumption made here
is that individual’s reaction is an indication of
respondent’s basic perception. Projective
techniques are examples of non-structured
disguised technique.

Structured, Disguised Questionnaire

This type of questionnaire is used to know the
peoples’ attitude, when a direct undisguised
guestion produces a bias. In this type of question
naire, what comes out is “what does the respon
dent know” rather than what they feels.
Therefore, the endeavour in this ' method is to
know the respondent’s attitude.

What are the Components of Questionnaire.

Words

The most obvious component is words.
Researchers must carefully consider which words
to use in creating the questions and scales for
collecting raw data from respondents. The words
selected by the researcher can influence
respondent’s answers to a given question.

Questions/Setups

The next component is question setup used in
particular scale to collect raw data from the
respondents. Two important issue relating to
question phrasing that have a direct impact on
survey design are the quality of question and the
type of question format :

i) Simple Alternative Questions: Such
guestions can be answered in ‘yes’ or ‘no’
or ‘right’ or ‘wrong’.

ii) Multiple Choice Questions: Such
guestions may be answered in a number of
ways. The answers should be printed in the
guestionnaire itself, and the informant
should be requested to mark against any
one of them.

3.
I 1.8 DesIGNING QUESTIONNAIRES/ SCHEDULES
Q17. Define Questionnaire. Explain different
types of Questionnaire.
Ans : (Imp.)
Meaning
Questionnaire is a data collection instrument. A
guestionnaire is a prepared set of questions (or measures)
used by respondents or interviewers to record answers
(data). The term questionnaire usually refers to a self- 4
administered process where by the respondent himself )
reads the question and records his answers without the
assistance of an interviewer. This is a harrow definition
of a questionnaire.
A questionnaire is a method of obtaining specific
information about a defined problem so that the data,
after analysis and interpretation, results in a better
appreciation of the problem. A questionnaire form, which
has to be completed by an interviewer, is often referred | Q18.
as schedule. ANS
Types 1.
1. Structured, Non-Disguised Questionnaire
Most questionnaire studies made in marketing
research are of the first type- they are structured
and are not disguised. If the sales manager for a
musical instrument company wants to find out
how many and what type of people play various
types of instruments, a formal list of questions | o
may be set up that asks directly about the
ownership and playing of various instruments.
Each of a selected group of persons is then asked
this set of questions in the given sequence.
2. Non-Structured, Non-Disguised
Questionnaire
The purpose of the study is clear, but the responses
to the question are open-ended. The initial part
of the question is consistent. After presenting the
initial question, the interview becomes very
unstructured as the interviewer probes more
deeply. Subsequent answers by the respondents
determine the direction the interviewer takes next.
The question asked by the interviewer varies from
person to person. This method is called “the
depth interview”.
{ 16 }
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iii) Specific Information Questions: Such questions solicit specific information like, - What is your
age?

iv) Open Questions: Such questions are to be answered by the informants in their own words.

Questionnaire Format

This component does not directly relate to the process of developing the individual questions but rather the
layout of sets of questions or scale measurements into a systematic instrument. The questionnaire’s format
should allow for clear communication.

Hypothesis Development

The final component focuses on the notion that questionnaires are designed for collecting meaningful data
to test a hypothesis rather than merely to gather facts. Theoretically, each of the components should either
directly or indirectly relate to a research hypothesis that is relevant to the research objectives.

Q19.

How to Organizing / Designing of Questionnaire?

AnS :

The steps of constructing questionnaire are :
Determine What Information is Wanted

Questionnaires are prepared to meet research objectives and to motivate the respondents to cooperate with
the survey. Therefore a specific statement of the information required for research purposes is prepared and
put in operation to motivate the respondents. The specific characteristics of the information are decided
upon for the proposed analysis and objectives.

Determine the Type of Questionnaire to Use

After deciding the information required for the research, the next step is to decide the method of using the
guestionnaire or administering the questionnaire. The questionnaire can be used by personal interview, mail,
telephone or all of them.

Determine the Content of Individual Questions

Once the needed information is specified, the method of communication is decided, researchers are ready to
begin formulating the questionnaire. One problem is to decide what to include in individual questions.

Determine the Type of Question to Use

Once the content of individual questions is decided, researchers are ready to begin forming the actual
questions. Before they can work on the wording of each question, they must decide on the type of question
to use. Part of this decision is whether to use disguised or non disguised, structured or unstructured questioning.

Deciding on Wording of Questions

In the preceding discussion of question content and types of questions, much has been said on question
wording. A number of other important ideas however should be considered. Unfortunately, these ideas are
more rules of thumb that have been developed form experience than they are underlying concept.

i)  Define theissue.

ii)  Should question be subjective or objective?
iii)  Positive or negative statement.

iv)  Use simple words.

V)  Avoid ambiguous questions.

vi)  Avoid leading questions.

§
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Decide on Question Sequence such as faulty scales, inadequate instructions, etc.
Once the wording of the individual questions has A person who is familiar with the topic of the
been determined, it is necessary to set them up questionnaire can help in assessing the face
in some order. The sequence can influence the validity of the questions. Do they make sense;
results obtained. A questionnaire has three major are they easy to understanq, do they ask what
sections: they are supposed to be asking?
i Basic information 10. Pilot-Testing (or) Pre-Testing
. S ) Before the questionnaire is ready for the field, it
i) Classification information needs to be pretested under field conditions. No
ii)  ldentification information researcher can prepare a questionnaire so good
Decide on Length of Questionnaire that improvements cannot be discovered in field
test. Researchers have reported pre-testing,
How long the questionnaire/ schedule would be changing, and pre-testing again for as many as
defends upon: 25 times before they were satisfied with some
) Whatthe researcher wants to know and how guestionnaires. One pre-test is as much, however,
many items are necessary so that the data as most questionnaires get.
will be credible; 11. Revision and Final Draft
i)  Onthe type of study (since self-administered After each significant revision of the questionnaire,
questionnaires may be shorter than face- another pre-test should be run. When the last
to-face interviews: pre-test suggests no new revisions, the researcher
is ready to print the actual questionnaires to be
iii) On the time which the researcher has used in the survey.
available for the study; Q20. What are the Guidelines / Precautions for
iv)  On the time the respondents can and will Preparation of Questionnaire ?
take; and AnNS : (Imp.)
V) Onresearcher’s resources. The guidelines for preparing questionnaire are as
Decide on'Layout and Reproduction follows :
The physical layout and reproduction of the L Arrange Questions ina Logical Order
questionnaire influence the success of the Arrange questions carefully so that the
interview. While planning the layout and respondents will be able to make their replies easily
reproduction, three important points are and without confusion. Ask an easy-to-answer
considered. They are : question in the beglnn_mg. Also, group the
sequence of items in a logical and coherent order.
i) Acceptance of the Question- naire If possible, group together all items about a
i)  Ease of Control particular topic or subject. This grouping will help
) the respondent think more logically about the
iy Ease of Handling issues involved. It will show the thoughtful plan
Check Questions in designing the questionnaire.
Once the first draft of the questionnaire hasbeen | 2. Design Items that Require Current and
completed, and before it is actually pretested, it Easily Remembered Data
is a good idea to get one (or more) expert’s When respondents must rely too much on their
opinion of the questionnaire. A person who is memories they may either guess or not respond
expert in research methodology can help to catch at all. Either way, their answers would be invalid
methodological weaknesses in the instrument, and unreliable.
{ 18 }
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3. Questions should not be Ambiguous 1. Type of information to be collected
The structure of the sentence as well as the word While attempting to design a questionnaire, the
choice and order should not provide any room marketing researcher has to first as himself what
for misinterpretation on the part of the respondent. type of information he needs from the survey. He
4. Leading Questions should not be Asked should seriously consider this question as it will
These are questions that suggest the desired have considerable repercussion on the usefulness
answer or anticipate answers. These questions of the survey.
condition the respondent’s mind. So the Generally there are different type of information
respondent cannot give the truthful answer. in marketing research. The information could be
5.  Personal Questions should be Avoided one of more following types
Theses include question about politics, religion, )  Facts
age and income, etc. Sometimes one needs the i)  Quasifacts
information generally. For example, you will not . . .
need the exact age or exact amount of income. iii) - Awareness penetration of information
However, the information may be necessary in iv)  Opinions
order to accomplish the particular purpose of the V) Attitudes
report. To encourage response as well as facilitate _ _ \
evaluation of the answers, provide ranges from About the information of questions should be
which the respondent may show his age and collected for good questionnaire.
Income range. 2. Types of questions
6. Good Transition between Questions The second important aspect in the designing of
Provide good transition between questions and if a questionnaire is to be decided which type of
possible use parallel wording. Both of these factors decision are to be used. Question can be classified
will aid the respondent in-moving from one various types.
guestion to another. With good transition he easily i Open ended tion
sees the connection between questions. Parallel ) pen ended questions
wording actually makes it easier for him to A open ended or simply ‘open] or ‘free answer’
understand questions and thus answer them. guestion gives the respondent complete freedom
7 Avoid Skip-and-Jump or Involved Rating to decide the form_, length and detail of the
Questions answer. Open questions are prepared when the
. . . . . researcher is interested in knowing what is upper
If possible, ‘skip-and-jump’ or ‘involved rating’ most in the mind of the res ondegilt PP
questions should not be asked. For the average P '
person the ‘skip-and-jump’ type of questionsare | ii)  Dichotomous questions
difficult to follow and comprehend. Others feel The dichotomous question has only tow answers
that it takes more time than ordinary questions. in the form ‘yes’ or ‘N0’ or false use or do not
Q21. What are the Factors considered while sue etc. an example of a dichotomous questions
Design of Questionnaire ? is
Ans : (Imp.) Do you use tobacco in any way ?
Designing a questionnaire is not a simple job as it Yes - No -
looks at first sight. A marketing researcher intendingto | . Multiple choi .
collect primary data has to be extremely careful in i) ultiple choice questions
deciding what information is to be collected. How many There cannot be a third answer. However in some
questions are to be formulate, what should be their cases, there may be a third answer which may
sequence, what should be the working of each question, come from those who do not want to take a
and what should be the layout of the questionnaire. definite stand on way or the other.
{ 19 |
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For example, take the following question
Do you like to watch movies ?

Yes - No -

Neither like nor dis like -

The third alternative may be included so as to
provide for the those respondents who do not
have a positive preference or aversion to movies.

In the case of multiple choice questions, the
respondent is offered tow or more choice for
example the following is multiple choice question
which of the following brand \ brands do you use
for washing clothes?

Rin -, Det -, 501 Blur Bar -, Super 777 Bar

The respondent is likely to take more to answer a
multiple — choice question as compared to
dichotomous one. Also, more time is required in
the editing, tabulation and interpretation of data.

Preparation of questionnaire

The next issue in preparation of a questionnaire
is how to phrase the questions. The way in which
a question is drafted is very important as a slightly
suggestive wording would elicit a very different
answer from the respondent.

Order of questions

Another aspect that should receive the attention
of the researcher is the sequence or order of
guestions.to be contained in a questionnaire.
Since, in the beginning, the researcher has to
establish some rapport with the respondent, it is
necessary that questions asked at the beginning
are simple and thereby helpful in establishing the
rapport. Difficult questions or those on sensitive
issues should be relegated to the end of the
guestionnaire. C

How many questions to be asked

The researcher has also decide how many
guestions one to be asked. We may add that the
number of questions is not so important as the
actual length of the questionnaire. Too lengthy a
guestionnaire is disadvantage for the respondent.
Their opinion and reaction will be very helpful to
marketing researcher.
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Layout of the questionnaire

Finally, the researcher or some one on his behalf
has to decide about the layout of the
questionnaire. This implies that the document
should be set in such a way that it leaves a
favourable impression in the mind of the
respondent. It should be neatly printed and the
individual pages should not have to many
guestions so as to appear crowded.

Mail questionnaire

So far the discussion was confined to the designed
of questionnaire to be filled in by personal
interviews. In fact, the type of questionnaire to
be designed depends on the type of survey.
Broadly, there one three types of survey, personal,
mail and telephone.

As far as the telephone survey is concerned, it is
not commonly used in India. As such personal
interview and mail survey are the only two
methods. Since a mail survey need a questionnaire
which should have some additional
characteristics, it is necessary for marketing
researcher.

Pre testing the questionnaire

Once the questionnaire is ready, it should be pre-
tested of the questionnaire implies that it is tried
out on a few respondents and their reaction to
the questionnaire is observed. It helps the
researcher decide whether any changes in
guestion. Content or the wording of the questions
are called for. If so, specific changes that are
desirable can also be ascertained and incorporated
in the questionnaire.

Q22.

Define schedule. State the purpose of
schedule.

AnS :

Meaning

Schedule is a popular tool used by the researchers

for gathering the required information from the
respondents. A schedule is similar to a questionnaire
with only a difference that the questions contained in a
schedule are filled up by the trained personnels who
record/write down the responses. Such trained persons
who record the respondent’s answers are known as
‘Enumerators.
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Purpose

Some of the purposes of schedule are,

1. Itis considered as a standardized tool for the purpose of interview or observation.
2. It assists in tabulation and analysis of data.
3. It is easily comparable because questions in schedule are standardized.
4, It act as a memory tickler.
5. Tabulation is easy due to structured form.
Q23. Distinguish between questionnaire and schedule.
Ans : (Imp.)
Some of the differences between questionnaire and schedule methods are,
Sl.No. Area Questionnaire Schedule
1. Method of The questionnaire is sent via mail/ The schedule method needs a research
administration | postto the target respondents worker/ enumerator to fillup the answer
finformants for filling it up. from the respondent as they can interpret
whenever needed.

2. Cost Itis less expensive and economical Itiscomparatively more expensive as it
as it involves only the cost of involves the cost of selecting enumerators,
preparing questionnaires and providing training to them, paying salaries
mailing it to the respondents. and so on.

3. Rate of The rate of response is A schedule method has a high response

response comparatively. rate as the response is directly recorded
by the enumerator.

4, Clarityand There is less accuracy present as In case of a schedule, the identity of the

speed answered the questionnaire who person is known and therefore there
is unknown and not clear. is greater accuracy.

5. Rapport Personal contact and rapport A direct personal contact can be establi-

building building is not and contact possible. | shed which helps in rapport building.

6. Scope of Its scope is limited as it can be used | It has a wider scope as information can

use only by the literate respondents. be gathered from even illiterate respondents.

7. Population Wider and greater representative It is difficult to send the enumerators to

coverage distribution of sample is present in distant places for collecting information.
guestionnaire method.

8. Keep to The quality and design of a The enumerators traits, such as intelli-

success guestion- naire acts as the key for gence, honesty, patience, sincerity and so
a successful questionnaire. on acts as the key to schedules success.
9. Use of Observations cannot be used under | While collecting data, the enumerators
observation this method of collecting data. can make use of the observation method
to judge the quality of respondents answers.

'| 21 I|
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I 1.9 SAMPLING

Q24. Define Sampling. Explain the need of sampling.
(OR)
What do you understand by sampling?
Ans : (Dec.-18)
Meaning

Sampling may be defined as the selection of some part of an aggregate or totality on the basis of which a
judgement or inference about the aggregate or totality is made. In other words, it is the process of obtaining
information about an entire population by examining only a part of it.

In most of the research work and surveys, the usual approach happens to be to ‘make generalizations’ or to
‘draw inferences’ based on samples about the parameters of population from which the samples are taken. The
researcher quite often selects only a few items from the universe for his study purpose. All this is done on the
assumption that the sample data will enable him to estimate the population parameters.

Need

(0] Sampling can save time and money. A sample study is usually less expensive than a census study and
produces results at a relatively faster speed.

(i)  Sampling is the only way when population contains infinitely many members.

(i)  Sampling may enable more accurate measurements for a sample study. It is generally conducted by trained
and experienced investigators.

(iv)  Sampling remains the only choice when a test involves the destruction of the items under study.

(v)  Sampling usually enables to estimate the sampling error and thus, assists in obtaining information concerning
some characteristics of the population.

Q25. What are the steps involved in sampling?

AnS :

The sampling process consists of five steps which are interrelated and are relevant in all the marketing
research project aspectsi.e., right from defining to presenting the outcomes.

1. Identifying the Target Population

This is the first step of sampling process. It involves collecting the element, which possesses the information
collected by the researcher regarding which inferences are to be made. The target population studies can be
well defined in terms of units of sampling, time and extent. The element can be an object from which the
information can be obtained.

Identify samolin Select Samole Executing

the target piing a sample np the process
; frame . Size :

population technique of sampling

Fig.: Process of Sampling

2. Sampling Frame: The sampling frame represents the elements of target population. The sampling frame
includes sets of direction for the identification of the target population.
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Selecting a Sampling Technique: Itincludes decisions of broader nature. There are several approaches
available to the researcher such as the Bayesian approach, Probability sampling or Non-Probability sampling
approach.

In case of Bayesian approach, the elements are selected in a sequence and are added to the sample. It also
involves the process of collecting data, computation of statistics of sample and determination of its related
costs. But this approach is not used widely as it does not provide complete information about elements of
population and its related costs.

Sample Size: In this step, the size of the sample is determined, which is difficult and takes into consideration
both the quantitative and qualitative techniques.

Executing the Processes of Sampling: This step involves a detailed specification of decisions related to
the target population, sampling frame, techniques of sampling and sample size that are required to be
implemented. This step requires the detailed information for all sampling design decisions.

1.9.1 Methods of Sampling

1.9.1.1 Random and Non-Random Sampling methods

Q26.

AnS :

(A)

Explain different types of Sampling Methods.

(OR)
Explain briefly the various random sampling methods.

(Dec.-16, Imp)

Sampling methods/techniques are broadly classified as,
(A) Random sampling methods
(B) Non-random sampling methods.
Random Sampling Methods

This sampling process is random and the laws of probability are used in this sampling. Random sampling is
of different types as follows,

1. Simple Random sampling
2. Stratified sampling

3. Systematic sampling

4.  Multistage sampling.
Simple Random Sampling

In this technique, each and every item of the population is given an equal chance of being included in the
sample. The selection is thus free from personal bias. This method is also known as the method of chance
selection. It comprises of two methods. They are,

() Lottery methods
(i) Table of random numbers.

(i) Lottery Methods: All items of the population are numbered or named on separate slips of paper of
identical size and shape. The slips are then folded and mixed up in a container or drum. A random
selection is then made of the number of slips required to constitute the desired size of sample.
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(B)

(ii) Table of Random Numbers: Tippet’s table of random numbers is popularly used. It consists of
10,400 four figure numbers. The digits in the table were chosen haphazardly and the Tippet’s numbers
have been subjected to numerous tests and are used in many investigations.

Stratified Sampling

This process divides the population into homogenous groups or classes called ‘strata’. A sample is taken
from each group by simple random method and the resulting sample is called a stratified sample.

A stratified sample may be either proportionate or disproportionate. In a proportionate stratified sampling
plan, the number of items drawn from each stratum is proportional to the size of the strata. While in a
disproportionate stratified sampling, equal number of items are taken from each stratum irrespective of the
size of the stratum.

Systematic Sampling

This is used in those cases where a complete list of the population from which sampling is to be drawn is
available. The method is used to select every K item from the list, where K refers to the sampling interval.
The starting point is selected at random.

Example

If a complete list of 1000 students of a college is available and if a sample of 200 students is to be drawn,
then every 5" item (K = 5) must be taken. Suppose the straight point.is 3 then the 1% item is 3 student,
second item would be 8" students (3 + 5 = 8) the 3“item would be I3"" student and so on.

Multistage Sampling

It refers to a sampling procedure, which'is carried out.in several stages. Suppose a sample of 10,000 house
holds is to be drawn from the state of Telegana then in first stage, the states villages may be selected at
random.

Non-random Sampling Methods (Non-Probability Sampling)

A non-random sample is selected on the basis other than probability considerations as follows,
1. Judgement sampling

2. Quota sampling

3. Convenience sampling.

Judgement Sampling

In this method, the choice of sampling items exclusively depend upon the judgement of the investigations. In
other words, the investigator exercise his judgements in the choice of sample items and includes those items
in the sample which he thinks are most typical of the population with regards to the characteristics under
investigation.

Quota Sampling

It is one of the type of judgement sampling. In this, quotas are set up according to the given criteria, but
within the quotas the selection of sample items depends on personal judgement.

Example

Out of every 200 persons to be interviewed, 120 are housewives, 50 farmers, 30 children. Within the quota,
the interviewer can select any people from the area concerned.

Rahul Publications
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3. Convenience Sampling (Accidental Sampling)
Convenience sampling is also called ‘chunk’. A chunk is a fraction of one population taken for investigation
because of its convenient availability. A sample obtained from readily available lists such as telephone
directories, automobile registrations is a convenient sample, even if the sample is drawn at random from the
lists.
If the sample enter by ‘accident’ they just happen to be at the right place and at the right time. Therefore,
it is also called accidental sampling.

Q27. What are the differences between Probability and Non-Probability Sampling

Ans :

S.No. Probability Sampling S.No. | Non-probability Sampling

1 Itis a method of sampling which gives the 1 In the absence of any idea of probability
probability that a sample is representative of the method of sampling is known as
population. non-probability sampling.

2. Probability sampling is generally used in 2. Itis generally used in action researches
fundamental research in which the in which one studies a class without
purpose is to generalize the results. any generalization purpose.

3. It refers from the sample as well as the 3. There isno idea of population.
population.

4, Every individual of the population has equal 4, There is no probability of selecting any
probability to be taken into the sample. individual.

5. It may be representative of the population. 5. It has free distribution.

6. Its observations (data) are used for the 6. The observations are not used for
inferential purpose: generalization purpose.

7. Inferential or parametric statistics are used. 7. Non-inferential or non-parametric

statistics are used.

8. There is arisk of drawing conclusion. 8. There is no risk for drawing conclusions.
Itis based on Law of probability sampling 9. It is not based on law of probability
i.e. Law of Statistical Regularity and Law sampling.
of Inertia of the Large Sample.

Q28. What are the advantages of sampling ?
Ans :

Sampling ensures convenience, collection of intensive and exhaustive data, suitability in limited resources

and better rapport. In addition to this, sampling has the following advantages also.

1.

Low cost of sampling

If data were to be collected for the entire population, the cost will be quite high. A sample is a small
proportion of a population. So, the cost will be lower if data is collected for a sample of population which is
a big advantage.

Less time consuming in sampling

Use of sampling takes less time also. It consumes less time than census technique. Tabulation, analysis etc.,
take much less time in the case of a sample than in the case of a population.
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3. Accuracy of data is high
Having drawn a sample and computed the desired descriptive statistics, it is possible to determine the
stability of the obtained sample value. A sample represents the population from which its is drawn. It
permits a high degree of accuracy due to a limited area of operations. Moreover, careful execution of field
work is possible. Ultimately, the results of sampling studies turn out to be sufficiently accurate.

4. Organization of convenience
Organizational problems involved in sampling are very few. Since sample is of a small size, vast facilities are
not required. Sampling is therefore economical in respect of resources. Study of samples involves less space
and equipment.

5. Intensive and exhaustive data
In sample studies, measurements or observations are made of a limited number. So, intensive and exhaustive
data are collected.

6. Suitable in limited resources
The resources available within an organization may be limited. Studying the entire universe-is not viable. The
population can be satisfactorily covered through sampling. Where limited resourcesexist, use of sampling is
an appropriate strategy while conducting marketing research.

7. Better rapport
An effective research study requires a good rapport between the researcher and the respondents. When the
population of the study is large, the problem of rapport arises. But manageable samples permit the researcher
to establish adequate rapport with the respondents.

Q29. What are the Applications of Sampling?

Ans . (Imp.)
Following are the Applications of Sampling.

1. Reduced Cost of Enquiry
Sampling usually results in reduction of cost in terms of money and in terms of man-hours. Although the
amount of labor and expenses involved in collecting information are generally greater per unit of sample
than the total cost of the sample, survey is expected to be much lower than that of census. Since in most of
the cases our resource are limited in terms of money and the time within which the results of the survey
should’ be obtained, it is usually desirable to resort to sampling rather than complete enumeration.

2. Saving in Time and Labour
Since only a part of the population is to be inspected and examined, the sample method results in considerable
amount of saving in time and labour. There is saving in time not only in conducting the sampling enquiry but
also in the processing, editing and analysing the data. This is a very sensitive and important point for a
statistical investigation where the results are urgently and quickly needed.

3. Sometimes the Only Method Possible

When the investigation entails destruction of material, example the strength of a bullet, the life of a lamp,
sampling is the only practical way of assessing the quality of the whole lot. Also if the universe is too large or
infinite or spread over a large geographical area, it is difficult to collect information about each unit and
there is no alternative but to resort to sampling. For example, fish in a river or number of wild animalsin a
dense forest can be studied by sample enumeration only.
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4, Administrative Convenience

A complete census required a very huge administrative setup involving lot of personnel, trained investigators
and above all the coordination between the various operating agencies. On the other hand, the organization
and administration of a sample survey is relatively much convenient as it requires less staff and the field of
enquiry is also limited.

5. Detailed Inquiry

With small data, it is possible to have greater precision and an in-depth study, because a more detailed
information can be sought from a small group of respondents.

6. Results More Reliable

Conclusions and results obtained by sampling enumeration are generally more reliable than those obtained
by census enumeration because,

(@ With asmall data to process, there are fewer chances of non-sampling statistical errors. The sampling
errors would, of course, be there but it is possible to estimate and control them.

(b) Highly trained personnel and specialized equipment can be employed for scientific processing and
analysis of relatively limited data. As such more sophisticated statistical techniques can be used to
obtain more accurate and reliable results. These can be employed in census enumeration only with the
aid of computer.

7. More Scientific

The size method of sampling is scientific and is not based on expediency or more tradition. This method has
full justification for the expenditure involved. Also it is easy to guard against incomplete and inaccurate
returns in relatively limited enumeration. There can be easy follow-up in case o