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Q1. A FMCG company notices a decline in sales of its flagship shampoo brand. They

want to understand whether the fall is due to pricing, packaging, perceived quality, or
competitor actions. They plan to conduct research before redesigning the product.

a) Identify and formulate the marketing research problem. (6)
b) Suggest a suitable research design and justify it. (6)
c) Recommend appropriate data collection tools for this problem. (6)
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a) TR R woreaT T ggane ¥ 3R 38 T F (6)
b) ek UG & (3315 g 3 SHeH! AT T (6)
c)www%mﬁaéammﬁﬁtﬁrﬁaraﬁl (6)
Q2. a)- 2. Discuss the analytical process for market segmentation research. Provide an
illustration showing how clusters can simplify consumer data. (9)
o) e QTR eI & FaReIoTTeHR Tfshar T AT TS 3ET8I0T & foh S clusters
SUHIFAT ST Y Tl FoTT FFH 8 | (9)
b) Explain how Perceptual Maps help identify market gaps. Discuss this with a hypothetical
example from the smart phone industry. (9)
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Using a hypothetical dataset, explain how segmentation, targeting, and positioning (STP)
techniques can be integrated to form a complete marketing strategy.
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Q3. Explain Adaptive Conjoint Analysis (ACA)and how is it different from Traditional Conjoint
Analysis. Describe the step-by-step procedure for conducting conjoint analysis with example
related to marketing. (9+9)
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Or

Define Correspondence Analysis. Explain its key concepts and analytical usefulness in
exploring relationships between categorical variables. (5+9)

b) wiwedtgw frsgwor (Correspondence Analysis) =i ufenfia it so TET gt iR Jvftag =1
(Categorical Variables) % s weizit & @ist # goeft Rys3yomens ST 21 TRy (9+9)

Q4. a) Describe the different text processing techniques in qualitative research data. (9)
(a) IOTeHR QMTer ST 3 TAfR== Text mining Ter=lit & gois AT (9)
b) Define Sentiment Analysis. Explain various techniques used for sentiment classification.
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c) Discuss the concept of Predictive Text Analysis. Explain how predictive models are built
using text data and illustrate their applications in marketing. ®
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d) How does Opinion Mining help brands improve customer experience? Provide examples

from airline and restaurant industry. (9)
. . . /
d) Opinion Mining & SITSH &l g 3HeI$Td YR 3 Heg FNAT &7 IETER0T E: Airlines and
Restaurants. (9)
Q5. Write any 3 short-note from the following. (6x3=18)

a) Qualitative and Quantitative Data in Marketing Research
b) K-Means clustering
c) Web Analytics in Marketing Research

d) Stop -word removal
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b) K-Means FAECIET

c) AThTET NG 7 Web Analytics
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(@) TF I9gFA sieruTe 3fAHeT (Research Design) & o e o 3%

T &1 AR Tave fifawl (6 37%)
(1) 58 gHEA F QU 3ugFd T WIAE STFIVI (Data Collection Tools) 1 FwIRer
A (6 37%F)
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qﬁmmﬁﬁmmﬁ—sﬁmsqmﬂ%u*mm%m
LEEIER (9 37%R)
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wee 3 : (F) w3ftea Fieailge TaAAAT (Adaptive Conjoint Analysis — ACA) &l
WI%W Ficalise ARAYT (Traditional Conjoint Analysis) & T 9FR
et SrArEReT & G 3N & WA Fleoiise ARAYO FIE H ARG
QRRAT T goT HIfoT | (9 + 9 37F)
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(W) FRTUTST TASAAT (Correspondence Analysis) & IRenRT FIaT|
U AT Rgial gur doftag o=i (Categorical Variables) & s\ Heeit #T @)er F

ST TaReyoneAs sTRar A s Hifs) (9 +9 37eF)
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(@) e Ry (Sentiment Analysis) I IRFIRT Hifow|dRFe CRICTL)
(Sentiment Classification) & Y faffiest Ferelient o sarear HifdTl (9 37F)
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