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INSTRUCTIONS 

ANSWER SECTION A AND ANY THREE (3) QUESTIONS FROM SECTION B. 

SECTION A: (COMPULSORy) 
QUESTION 1: CESSNA AIRCRAFT 

Cessna Aircrafts is one of the largest mannfadarers of small, private business 
airplanes in the United States. It is ahvays looking for new marketing opportnnities, 
which may involve cnltivating existing segPlents and exploiting new ones. Recent 
research by Cessna nncovered that a very smaD percentage of the total adult 
population enrols in private pilot training programs. However, the number of 
people with pilot's licenses is increasing. 
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About half of the individuals who enter the training program complete it. 
Eventually abont one out of five people with a private pilot's license will own a 
private airplane. So pilot training is an important part of the total market for 
Cessna and its competitors. 

A smaD percentage of pilots are women. Similarly, a small percentage of the 
students in trainings programs are wom,en. This ftgUre has shown only a slight 
increase in recent years. Moreover, there are very few women instructors in pilot 
training programs. A substantial number of women have the necessary skills, time 
and income to enroll and complete the basic training program. 

Cessna would like to know why more women do not enter the program and how the 
program or promotional material could appeal to and motivate more women to 
consider or inquire about such programs •. 

Several specific market segments may be worthy of examination. These include 
wives of pilots, businesswomen, women who could benefit from the use of business 
aircrafts, women who have the income and desire to travel for pleasure, and young 
women who seek future employment as corporate aircraft pilots. 

Cessna realizes that the limiting factor may be low levels interest or motivation and 
perhaps attitudes towards the desirability of women pilots. But opportnnities for 
women are increasing in many different fields. Cessna, therefore, believes that a 
vital market may exist that is not being fully exploited. 

QUESTIONS 

1. 	 Should Cessna begin with exploratory research? What are the possible 
research questions? (10) 

2. 	 Suggest a researeh methodology that might be used to answer Cessna's 
questions. (IS) 

TOTAL: 25 MARKS 



SECTIONB 

ANSWER ANY THREE (3) QUESTIONS FROM THIS SECTION 

OUESTION2 
a. 	 Discuss five methods that a researcher can use to coUect primary data. In 

your answer, mention one advantage and one disadvantage of using each 
method. (15) 

b. 	 What is the main reason for probing in field work? How can the field worker 
probe the respondent? (10) 

TOTAL: 2SMARKS 

OUEST ION 3 
a. 	 DiStuss'thethree requirements ofagood measurement instrument. (15) 
b. 	 Discuss the advantages and disadvantages of using personal interviews in 

conducting a survey. (10) 

TOTAL: 2SMARKS 

QUESTION 4 
a. 	 Define a closed - ended question. Discuss five types of closed - ended 

questions. (IS) 
b. 	 Discuss five major elements of sampling, indicating the significance of each of 

the elements. (10) 

TOTAL: 2SMARKS 

QUESTIONS 
a. 	 Define an experiment. Discuss how sample selection error can be minimized 

in an experiment. (IS) 
b. 	 Discuss five kinds ofcontent that a marketing researcher can observe. (10) 

TOTAL: 2SMARKS 

OUESTION6 
a. Discuss the {'lVe steps that are involved in data analysis. (15) 
b. Discuss the ten characteristics of a focus group. (10) 

TOTAL: 25 MARKS 


