AS WORKSHEET ON SAMPLING THEORY.

Missing Words.

When using questionnaires to collect quantitative market research it is not​​​​​​​​​​​​​​​__________-----ket research it is not __________________________________________________________________________________________
to interview every individual that makes up the population. To attempt to interview 

every individual would cost too much and it would be too time __________. Instead 

market researchers collect information by taking a _________ that will hopefully 

replicate the views in the population that is being investigated. Consequently, the 

accuracy of market research findings depends upon whether the sample chosen was 

____________.

Maths.

You have been asked to interview 500 Tesco consumers by taking a quota sample. From previous research it is believed that Tesco’s target market can be broken up as follows

	Socio-economic class group
	A
	B
	C1
	C2
	D
	E 

	Male
	   2%


	   10%
	15%
	 5%
	 1%
	1%

	Female
	   4%


	  25%
	20%
	 11%
	  3%
	 2%


(a) Calculate how many of each group should be interviewed.

(b) Why is it vital to know the nature of the consumer profile when drawing up a quota sample?

Theory

You are have just received market research findings that indicate that in a sample of 250 consumers 52% of those interviewed preferred advertisement X over advertisement Y. The response rate on the questionnaire was 40%. 

(a) Discuss whether the survey proves that you should go ahead with advert X.

(b) Outline 5 reasons why market research findings can be inaccurate.

(c) Does it matter that firms can never have 100% confidence in the accuracy of a sample finding?

AS LEVEL BUSINESS STUDIES TEST ON MARKET RESEARCH.

Answer all questions in 60 minutes.

1. Define the following terms

(a) Desk research







(2 marks)

(b) Field research







(2 marks)

(c) Quantitative research






(2 marks)

(d) Qualitative research






(2 marks)

(e) Consumer panel






(2 marks)

2. Sampling is an important way of collecting market research information.

(a) When collecting market research why do firms take samples?
(2 marks)

(b) What is a random sample?





(2 marks)

(c) What is a targeted sample?





(2 marks)

(d) BDQ sell a product called Urika. This product has the following target market 

20% C2 men

40% C2 women 

30% D men

10% D women

BDQ want to construct a quota sample of 200 Urika consumers. How many men in social class D should they interview?



(2 marks)

3. Market research consumers design questionnaires. Questionnaires are then used to collect information from samples of consumers that have been carefully selected.

(a) What are open questions and what type of information is likely to be collected if open questions are asked?





(4 marks)

(b) Explain two other types of question that might be included in a questionnaire

(4 marks)

(c) Some companies post out their questionnaires to their consumers who are asked to fill them in. What are the advantages and disadvantages of this strategy?







(4 marks)

(d) What is a questionnaire response rate and what tactics could a firm adopt in order to improve a questionnaire response rate?


(4 marks)

(e) Explain why a low response rate might lead to an inaccurate market research finding








(2 marks)

(f) Give three other reasons for inaccurate market research findings 
(3 marks)

4. Kimi Raikonnen worked for a Spanish Tapas bar in Croydon. The bar was very profitable. Kimi decided that he could make more money if he worked for himself rather than for someone else. His idea was to set up a similar restaurant in Manchester. To set the business up Kimi needed a bank loan. After a long struggle Kimi eventually found a bank that was willing to lend him the money needed to start up the business. The only problem was that the bank insisted that Kimi had to offer his house in Croydon as collateral just in case the business failed.

Kimi decided to carry out some market research on his plan. Mika wrote a questionnaire and interviewed 20 of his friends who lived in Croydon. 16 of his friends said that they would definitely visit his restaurant. This research finding gave Kimi a great deal of encouragement to set the restaurant up. However, some of Kimi’s friends are not so sure about the accuracy of his research. Mika thinks that Kimi should do some additional research using focus groups before opening his restaurant   

(a) Using Kimi as an example explain why it is important to conduct market research before setting up a new business



(8 marks)

(b) What was wrong with the research that Kimi did?


(4 marks)

(c) What is a focus group






(2 marks)

(d) Explain what type of information focus groups are designed to collect and how this type of research might help Kimi




(4 marks)

(e) What sorts of desk research might Kimi carry out to investigate the market for Spanish food







(8 marks)

