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SECTION A

Question One

a. Define the following terms as they relate to marketing research:
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i.  marketing research (1 mark)
ii.  marketing management problem (2 marks)

iii. marketing research problem (2marks)
b. What are the main objectives of marketing research research?(5 marks)
c. After being assigned to do a marketing research, you finally decide 

marketing research was not necessary. Explain four instances in which 
marketing research will not be needed by an organization (5 marks)

d. The problem definition process comprises of 8 steps. Outline these steps 
(5 marks)

SECTION B

Question Two

a. In what situations would marketing research be necessary and helpful to 
an organization? (5 marks)

b. Briefly explain the following research designs as they apply to marketing 
research:

i. Exploratory research (3 marks)
ii. Descriptive research (3 marks)
iii. Causal research (2 marks)

c. Outline the seven steps of sampling in marketing research (7 marks)

Question Three

a. With the aid of the appropriate notation briefly explain the following 
concepts :

i. After-Only Design (2 marks)
ii. One-Group Before-After Design (2 marks)
iii. Before-After With Control Group (2 marks)
iv. After-Only with Control Group (3 marks)

b. There are two forms of validity that are used to assess the validity of 
marketing experiments. Distinguish between internal and external 
validity. List and explain the internal validity concerns of marketing 
experimentation (12 marks)

Question Four
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a. Explain any two advantages of the following data collection methods:
i. Direct observation (2 marks)

ii. Interviews (2 marks)
iii. Focus groups (2 marks)
iv. Survey method (2 marks)

b. Outline the steps in questionnaire development process (10 marks)
c. Distinguish between quantitative and qualitative data (2 marks)

Question Five

a. Briefly explain the following concepts
i. Sample (2 marks)

ii. Sample unit (2 marks)
iii. Census (2 marks)
iv. Sampling error (2 marks)
v. Sample frame (2 marks)

b. Sources of information for marketing research can be classified into 
primary and secondary sources. Explain these terms and give the 
advantages and disadvantages of these sources of information for the 
researcher ( 10 marks)

END OF PAPER
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