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Q.1) What do you mean by research? Explain the research process 
with the help of taking a market research problem into consideration. 

Answer .:-  Research is a systematic process of inquiry aimed at discovering new 
information, validating facts, or solving problems. It involves exploring existing 
knowledge, forming hypotheses, collecting data, and analyzing findings to draw 
conclusions. Research is fundamental to advancing knowledge and making informed 
decisions. 

Research Process Explained through Market Research 

Market research involves gathering and analyzing data to understand a market, product, 
or consumer behavior. Let us consider the problem: "How can a restaurant attract more 
young customers?" 

 

1. Identifying the Problem 

 The first step is to clearly define the issue. In this case, the problem is the 
restaurant's lack of appeal to younger demographics. The objective is to 
discover what influences their dining preferences. 

2. Literature Review 

 Explore existing studies and data about youth preferences, dining habits, and 
trends in the food industry. Understanding past findings helps form a solid 
foundation and identify gaps. 

3. Defining Objectives and Hypotheses 

 Objectives: 

1. Determine what young customers value in a restaurant. 

2. Identify the pricing, ambiance, and menu preferences of young patrons. 

 Hypothesis: "Young customers are attracted to restaurants offering budget-
friendly meals, modern ambiance, and active social media presence." 

4. Designing the Research 

 Choose the research methodology: 

o Qualitative: Focus groups to explore opinions. 

o Quantitative: Surveys to collect measurable data. 

 Define the population: 

o Young people aged 18–30 in the restaurant's location. 

 Sampling method: 

o Use random sampling to ensure diverse representation. 

5. Data Collection 

 Use tools like: 

o Online surveys: To reach tech-savvy young adults. 

o In-person interviews: At popular youth spots. 
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o Social media polls: To gauge preferences quickly. 

 Example questions: 

o "What ambiance do you prefer in a restaurant?" 

o "How important are discounts and offers?" 

6. Data Analysis 

 Organize data using software like Excel or SPSS. 

 Look for patterns, such as: 

o A preference for Instagrammable interiors. 

o High value placed on discounts or combos. 

 Compare data with the hypothesis. 

7. Interpretation and Conclusion 

 Findings: 

o Young customers prioritize affordability, aesthetic interiors, and digital 
engagement. 

 Recommendations: 

o Redesign the restaurant with vibrant decor. 

o Launch student discounts and social media campaigns. 

8. Implementing Findings 

 Act on recommendations, monitor customer responses, and make adjustments 
if necessary. 

9. Reporting and Reviewing 

 Prepare a report detailing methods, results, and action steps. Periodically review 
outcomes to ensure the strategy remains relevant. 

Q.2) What do you understand by a research design? Briefly explain 
the different types of research designs with the help of two examples 
under each. 

Answer : A research design is the blueprint for conducting a study, outlining 
how data will be collected, analyzed, and interpreted to address the research 
problem. It provides a framework to ensure the study is systematic, reliable, and 
valid. The design depends on the research objectives, the type of data needed, 
and the methods for analysis. 

Types of Research Designs 

1. Exploratory Research Design 

o Purpose: To explore a problem when it is not clearly defined or when 
little information is available. 

o Characteristics: Flexible and open-ended; uses qualitative methods 
such as interviews, focus groups, and literature reviews. 
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o Examples: 

1. Understanding customer dissatisfaction: Conducting 
interviews with customers to explore reasons for declining sales. 

2. Assessing new product ideas: Hosting focus groups to gauge 
initial reactions to a concept for a mobile app. 

2. Descriptive Research Design 

o Purpose: To describe characteristics or phenomena systematically. 

o Characteristics: Structured; uses surveys, observations, or case studies 
to collect quantitative or qualitative data. 

o Examples: 

1. Market demographics: Using surveys to determine the age, 
gender, and income distribution of a product’s target audience. 

2. Customer preferences: Observing consumer behavior in a 
supermarket to understand purchase patterns. 

3. Experimental Research Design 

o Purpose: To establish cause-and-effect relationships by manipulating 
one variable and observing its effect on another. 

o Characteristics: Involves control groups and randomization. 

o Examples: 

1. Effectiveness of advertising: Testing two ad campaigns with 
different groups to determine which increases sales more. 

2. Medical trials: Assessing the impact of a new drug by 
comparing outcomes in treatment and control groups. 

4. Causal-Comparative (Ex-Post Facto) Research Design 

o Purpose: To determine the cause of differences or relationships between 
variables. 

o Characteristics: Observes pre-existing differences without 
manipulating variables. 

o Examples: 

1. Impact of education level on salary: Analyzing existing data to 
compare the earnings of graduates and non-graduates. 

2. Technology usage and productivity: Examining how 
companies with advanced tools outperform those with basic 
ones. 
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Q.3) Explain the role of sampling method in business research. 
Differentiate between probability and non-probability 
sampling techniques along with the suitable examples under 
each method. 

Answer :- Sampling is the process of selecting a subset of individuals, events, or 
objects from a larger population to study and draw conclusions about the entire group. 
In business research, sampling plays a crucial role by allowing researchers to gather 
insights efficiently and cost-effectively without studying the entire population. 

Key benefits include: 

1. Time and Cost Efficiency: It is faster and less expensive than analyzing the 
whole population. 

2. Accuracy: A well-chosen sample can provide results that closely represent the 
population. 

3. Feasibility: In large populations, sampling makes data collection manageable. 

4. Focus: Enables researchers to concentrate resources on specific groups or 
trends. 

For example, instead of surveying all smartphone users globally, a company 
can sample 1,000 users across different regions to identify trends in product 
preferences. 

Probability vs. Non-Probability Sampling Techniques 

Sampling methods are broadly classified into probability and non-probability 
techniques. 

1. Probability Sampling 

In probability sampling, each member of the population has a known and 
equal chance of being selected, ensuring objectivity and generalizability. 

Techniques and Examples: 

1. Simple Random Sampling: 

o Every individual has an equal chance of selection. 

o Example: A company draws 500 employees' names randomly from a 
database to evaluate job satisfaction. 

2. Stratified Sampling: 

o Population is divided into subgroups (strata), and random samples are 
taken from each. 

o Example: A bank surveys 100 customers each from high-income, 
middle-income, and low-income groups to assess service quality. 

Advantages: 

 Reduces bias. 

 Allows generalization of findings to the entire population. 

Disadvantages: 
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 Can be time-consuming and expensive. 

2. Non-Probability Sampling 

In non-probability sampling, not all members have an equal chance of being 
selected. This method is easier and often used for exploratory research. 

Techniques and Examples: 

1. Convenience Sampling: 

o Selection is based on ease of access. 

o Example: A cafe interviews 50 customers who visit on a particular day 
to get feedback on a new menu. 

2. Judgmental (Purposive) Sampling: 

o Participants are selected based on the researcher’s judgment. 

o Example: A luxury car brand surveys wealthy individuals in an upscale 
neighborhood about their preferences. 

Advantages: 

 Quicker and less expensive. 

 Useful for pilot studies or niche populations. 

Disadvantages: 

 Results may not be generalizable. 

 Higher potential for bias. 
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Q.4) Discuss the different situations in which primary and 
secondary methods of data collection will be used. Explain the 
different methods of collecting primary data with suitable 
examples. 

Answer:-  Situations for Using Primary and Secondary Data Collection 
Methods 
1. Primary Data Collection 
Primary data is original and collected directly from the source for a specific 
purpose. It is used in situations where: 

 Existing data is insufficient or irrelevant. 
 Customized, detailed information is required. 
 Real-time insights are essential. 

Example Situations: 
 A company launching a new product conducts surveys to understand customer 

preferences. 
 A researcher studying employee satisfaction gathers feedback through 

interviews. 
2. Secondary Data Collection 
Secondary data is already collected and published by others. It is used when: 

 Existing information is adequate and relevant. 
 The budget or time for primary research is limited. 
 Broad, historical, or trend analysis is required. 

Example Situations: 
 A startup analyzing government statistics for market potential. 
 An investor studying industry reports to understand financial trends. 

Methods of Collecting Primary Data 
1. Surveys and Questionnaires 

o Definition: Structured forms with questions to gather data from a large 
group. 

o Example: An e-commerce company conducts an online survey to 
understand customer satisfaction. 

o Advantages: Cost-effective for large-scale data collection; can include 
open and closed-ended questions. 

o Disadvantages: May suffer from non-response bias. 
2. Interviews 

o Definition: One-on-one discussions to collect detailed information. 
o Example: A recruiter interviews candidates to assess their skills and 

attitudes. 
o Advantages: Provides in-depth insights; allows clarification of 

responses. 
o Disadvantages: Time-consuming and resource-intensive. 

3. Focus Groups 
o Definition: A moderated discussion with a small group of people to 

explore ideas and opinions. 
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o Example: A car manufacturer holds a focus group to test reactions to a 
new vehicle design. 

o Advantages: Encourages diverse perspectives; generates qualitative 
insights. 

o Disadvantages: May not represent the larger population. 
4. Observation 

o Definition: Monitoring subjects without direct interaction to study 
behaviors. 

o Example: A retailer observes customer movements in a store to optimize 
shelf placement. 

o Advantages: Eliminates response bias; captures actual behavior. 
o Disadvantages: Limited to observable phenomena. 

5. Experiments 
o Definition: Controlled testing of variables to establish cause-and-effect 

relationships. 
o Example: A fast-food chain tests two promotional offers in different 

locations to see which increases sales. 
o Advantages: Provides precise, actionable results. 
o Disadvantages: Can be complex and expensive. 

Q.5) What do you mean by a Questionnaire? Discuss the detailed process 
of designing a questionnaire of on assessing customer satisfaction of any 
product. 

 

Answer :-  A questionnaire is a structured set of questions designed to gather 
information from respondents about specific topics. It is a primary data collection tool, 
often used in surveys, that can include open-ended, closed-ended, or a mix of question 
types. A well-designed questionnaire ensures clarity, relevance, and accuracy, enabling 
researchers to extract valuable insights. 

For example, a company can use a questionnaire to assess customer satisfaction with a 
product, gathering feedback on aspects such as quality, pricing, and customer service. 

Process of Designing a Questionnaire to Assess Customer Satisfaction 

Designing a questionnaire requires careful planning to ensure the questions are relevant, 
easy to understand, and aligned with the research objectives. Below is a step-by-step 
guide: 

1. Define Objectives 

 Clearly state the purpose of the survey. 

 Example Objective: To measure customer satisfaction with a smartphone, 
focusing on features, usability, and customer service. 

2. Identify Target Audience 

 Determine the group of respondents to whom the questionnaire will be 
distributed. 

 Example: Customers who purchased the smartphone within the last six months. 
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3. Choose the Questionnaire Format 

 Decide between structured (fixed response options) or unstructured (open-
ended questions) formats. 

 For customer satisfaction, a mix of rating scales, multiple-choice questions, and 
open-ended feedback is suitable. 

4. Develop Questions 

 Types of Questions: 

1. Demographic Questions: Gather basic information about respondents. 

 Example: What is your age group? (18-25, 26-35, etc.) 

2. Satisfaction Ratings: Use scales like Likert (1 to 5) to measure 
satisfaction. 

 Example: Rate your satisfaction with the smartphone's battery 
life (1 = Very Dissatisfied, 5 = Very Satisfied). 

3. Open-Ended Questions: Allow respondents to express their opinions 
freely. 

 Example: What improvements would you suggest for the 
product? 

5. Organize the Questionnaire 

 Start with easy and engaging questions. 

 Group similar topics together (e.g., product features, pricing, customer service). 

 Place demographic questions at the end to avoid discouraging participation 
early on. 

6. Test the Questionnaire 

 Conduct a pilot test with a small group to identify issues with question clarity, 
flow, or technical errors. 

7. Revise and Finalize 

 Modify the questionnaire based on feedback from the pilot test to ensure it is 
error-free and effective. 

8. Administer the Questionnaire 

 Distribute through online platforms, email, in-store kiosks, or phone interviews. 

9. Collect and Analyze Data 

 Compile responses and analyze trends to assess customer satisfaction. 
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Q.6.a)Hypothesis and its types  .   

Answer :  A hypothesis is a tentative statement or assumption about a relationship 
between two or more variables that can be tested through research. It serves as the 
foundation for conducting experiments or analyzing data to prove or disprove the 
assumption. A good hypothesis is specific, testable, and based on prior knowledge 
or theory. 

Types of Hypotheses 

1. Null Hypothesis (H₀) 

o It states that there is no relationship or difference between variables. 

o Example: There is no significant effect of online advertising on 
consumer purchasing behavior. 

o Used as a default or baseline for testing. 

2. Alternative Hypothesis (H₁) 

o It states that there is a relationship or difference between variables. 

o Example: Online advertising significantly influences consumer 
purchasing behavior. 

o Tested against the null hypothesis. 

3. Directional Hypothesis 

o Specifies the direction of the relationship. 

o Example: Increased study time leads to higher exam scores. 

4. Non-Directional Hypothesis 

o Indicates a relationship but does not specify the direction. 

o Example: There is a relationship between study time and exam scores. 

5. Research Hypothesis 

o Reflects the actual prediction or expected outcome of the study. 

o Example: Consistent exercise reduces stress levels. 
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Q.6.b) Structure of a research report writing.  

Answer :  A research report presents the findings of a study or investigation in 
a clear and systematic manner. The typical structure of a research report includes 
the following sections: 

1. Title Page 

o Includes the title of the research, author’s name, institution, and date of 
submission. 

2. Abstract 

o A concise summary of the research, including the objectives, methods, 
findings, and conclusions (usually 150-250 words). 

3. Introduction 

o Introduces the research problem, objectives, scope, and significance of 
the study. It often includes background information and the research 
question or hypothesis. 

4. Literature Review 

o A review of existing research on the topic to provide context and 
highlight gaps that the current study seeks to address. 

5. Methodology 

o Describes the research design, data collection methods, sampling 
techniques, and analysis procedures used to conduct the study. 

6. Results 

o Presents the findings of the research, often with the help of tables, charts, 
and figures. 

7. Discussion 

o Interprets the results, discussing their implications, limitations, and how 
they relate to previous studies. 

8. Conclusion 

o Summarizes the key findings, highlights their significance, and suggests 
areas for further research. 

9. References 

o A list of all sources cited in the report, following a specified citation 
style. 


