
JAIPURIA INSTITlJTI~ or MANAGEMENT, NOIDA
PGDM/PGDM (SM)/20J6-J8; Term III
THIRD TRIMESTER (2016-18 Batch)

END TERM EXAMINATIONS

---
Course Name Research Methods in Management (RMM) IRMSM Course Code GM301

Max. Time 2 hours Max. Marks 40

Note: Attempt all questions.

1. Critically examine and suggest the appropriate Research Design. Justify your answer (1.5*4)

•
a) A study to determine the change in the consumer's requirement and the likeness with

respect to consumer-durable products.
b) A cigar manufacturer puts the same brand of cigars into two differently labeled packages

(wrappers).Each subject in two different groups is given a cigar in a labeled package and
asked about the cigar's taste. Subjects in the third group are given unlabeled cigars and
asked the same question.

c) A national chain store wants to determine the shopping behaviour of customers who have its
store charge card.

d) To know which of the several promotional techniques is most effective in increasing the
market reach of a FMCG product.

2. Suggest the appropriate SCALE to be used in the following situations/questions. Also justify
your answer. (1.5*4)

1. A series of value judgments ranging from zero to ten, indicating zeros as the poorest and ten
as the best.

2. How did the training affected y.ours productivity?
a. Very much increased
b. Somewhat increased
c. Can't Say
d. Somewhat decreased
e. Very much decreased

3. On an average week day, how much time do you spend doing studies
a. Less than 2 Hours
b. 2 to 4 Hours
c. 5 to 7 Hours
d. 8 to 10 Hours
e. More than 10 Hours

4. A question in the survey-form, asking age of the respondents as:
Age: a) 18-25 b) 26-35 c) 35-50

d) 50 and Above

3. Read the case study given below and answer the questions:
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Background: Dettol Antiseptic Cream (DAC) was launched in India by Reckitt & Colman (India)
Ltd. DAC was introduced a part of a line extension strategy. l);\C was to be a complementary
product to Dettol Liquid, which presently was the market leader with almost 80-85 % share of the
antiseptic liquid market.
Intended positioning. "DAC offers Dettol protection in cream from. It was effective against minor
cuts, burns wounds insect bites, shaving nick, boils and rashes."
Competition:Boroline has the lion's share of the antiseptic cream market, especially in Northern
India. The other well-known brands in the market arc Savlon, Boro-Plus and Boro-Calendula. In
addition to these, there are a few products/brands with very specific usage areas like:
Burns : Burnol
Dry Skin/chapped lips : Various cold creams and vaseline
Pimples and Complexion : Various cosmetic creams likeClearsil, Fair &Lovely etc.
Shaving nicks : Various after shave lotions (ASLs)
One aspect of the competition which was not anticipated earlier was that DAC might face
competition from 'Dettol Liquid' itself.

Recognizing the Problem Area: over the last few years, the performance ofDAC has been a matter
or concern, as the sales did not reach the expected level with time. This rises the basic question,'
why are sales not picking up and what should be done to rectify the position?'
So the following three problem areas are examined. •
(i) Distribution: This does not seem to be the problem area since the extensive distribution
network for other products of Reckitt &colman Ltd, is being used for DAC.
(ii) Potential Market: There are a number of brands in the antiseptic cream market and some of
them; especially Boroline is doing very well. It is indicative enough that there is a market for
antiseptic cream. So the objective would be find out what people see in Boroline which they find
lacking in DAC.

On taking a closer look, it would seem that DAC is perceived as an antiseptic cream to be
used specially for cuts and wounds may be because of the brand name 'Dettol'. In case of cuts and
wounds, people may prefer to use established antiseptic liquids e.g. Dettol or Savlon, which they
might already have at home and are currently using. In that case, it would appear that there is not
enough market potential for a cream like DAC, given the way it is being currently perceived by the
people.
On the other hand, it seems Boroline is perceived as a general purpose cream, which can be used
for cosmetic purposes like dry shin, chapped lips, pimples etc, as well as for medicinal uses like
cuts and wounds. Hence Boroline would be handy all purpose cream to have at home. This should
be verified objectively.

(iii) Media Support: Media support for DAC has been restricted to insertion in newspapers and
magazines, hoardings and points of purchase displays. These media have also not been extensively
used. Thus, the problem could be that the media support is insufficient. Insufficient media support
would mean:

People may be aware of DAC.
People may be aware ofDAC but may not be convinced enough to buy it.

On the other hand, the media support may be sufficient but the message might not have got across
to the consumer. This would mean that the intended positioning might not have been achieved.
You are the manager of a Business Research Agency whom entrusted with jobs to study the
problem areas ofDAC and to give necessary suggestions.

Answer the following questions:

a) Define the management decision problem.
b) Define the research problem corresponding to the above problem.
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c) Please list out all the variables that you can Jim] ill this scenario. (2)
d) What type of sampling scheme do you think the company should use and why? (2)
e) Design a suitable closed questionnaire for the survey. (12)

l§I In this increasingly competitive diaper market, Procter & Gamble's marketing department
-"Ianted to formulate new approaches to the construct ion and marketing of Pampers to position them
effectively against its competitors. .
They surveyed 300 mothers of infants. Each was gi veil a random Iy selected brand of diaper and
asked to rate that diaper on four attributes (price of the box, count per box, absorbency and
comfort) and also to rate her overall purchase preference for the brand. Purchase-preferences and
diaper ratings on four attributes were obtained on a 7-[Joint Liken-type scale.

Analyze the data and 'suggest the appropriate production and marketing strategy to Procter &
Gamble's marketing department so that Procter & Gamble would have an edge over its
competitors vis-a-vis other competitors. (8)

SUMMARY OUTPUT I
Regression Statistics
Multiple R 0.8508
R Square 0.7239
Adjusted R Square 0.7202
Standard Error 1.0382
Observations 300

•

ANaYA
df SS MS F SiZ. F-

Regression 4 833.9022 208.4756 193.4107 3.788E-81
Residual 295 317.9777 1.0778
Total 299 1151.88

Coefficients St. Error t Stat Pivalue Lower 95% Upper 95%-~

Intercept -3.3297 0.3058 -10.8874 1.983E-23 -3.9316 -2.7278
Price

~
0.5232 0.1167 4.4805 1.066£-05 0.2934 0.7530

Count 0.1035 0.1195 0.8665 0.3869 -0.1316 0.3388
Absorbency 0.4338 0.0494 8.7756 1.396E-16 0.3365 0.5310
Comfort ---' 0.6547 0.0608 10.7545 5.605E-23 0.5349 0.7745
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