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Section A: Multiple-Choice (0.5 point ea'cf— 5 points) 5

1. Marketing research primarily aimsto:
a) Increase sales directly
b) Provide information for decisicn-making
c) Replace managerial judgment
d) Reduce competition

2. The first step of the marketing research process Is:
a) Sampling design
b) Developing the questionnaire
¢) Defining the problem
d) Data analysis

3. The management decision problem is:
a) Action-oriented
b) Information-oriented
c) A statistical model
d) A sampling plan
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€) Hypotheses are being te
d) Accurate predictions are wﬂ*

5. Which of the following is
Primary data?
a) Internal sales records &

b) A government report

¢) Survey collected by the researcher
d) Industry statistics

6. The marketing research problem focuses on: :
a) What actions management should take
b) The information needed and how to obtain it
¢) Competitor strategies
d) Budget allocation

7. A hypothesis is:
a) A sampling method
b) A statement about expected relationships between variables

) A type of secondary data
d) A decision alternative

8. Descriptive research is used to:
a) Discover reasons behind behavior
b) Describe characteristics of a market
¢) Establish cause-and-effect
d) Explore vague problems

9. The environmental context of the problem includes:
a) Hypotheses
b) Management action
¢) Market trends and internal resources -
d) The final report -k

10. Secondary data are:
a) Collected specifically for this study
b) Always more accurate
¢) Collected for another purpose
d) Always quantitative
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Management wants to understand consumers’ perce
evaluate the potential of this idea.

Question 1 (3 points): Explain why a focus group is an appropriate research meth
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purpose. What adva ntages does it offer com pared to Qﬁh‘ﬁrmearchmﬂmﬂ is?

Question 2 (7 points): Describe the main considerations you would take into acce L4

-l e : ey ol ! =1 ":‘_; i':': ..' i
Planning a focus group study to explore this opportunity. Organize your answer usi
headers or subheaders.




