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JUNE 2012 EXAMINATION 

PHD  DGM 07 

RESEARCH METHODOLOGY 

 

Time: 3 hours                                                             Maximum Marks: 100 

 

NOTE: The paper is divided into two Sections. Section A and Section B. There are  five 

questions in section A. Students are required to attempt  three questions from Section A 

and Section B is compulsory.  Each question carries 20 marks  

SECTION – A 

1.  
(a). Describe a situation in which business research is not needed and one in which business 

research is needed.  What factors differentiate between the two situations? (5+5) 
 (b).   Discuss the stages in the research process. Why it is considered that the problem definition 

stage is the most important stage in the research process?    (5+5) 
2.  

(a).  What research design seems appropriate for each of the following studies? Give brief 

justification to your answer. 

 (i). Knowing the extent of job satisfaction in an organization. 

 (ii).Establishing the functional relationship between advertising and sales. 

 (iii). Investigating reactions to the idea of a new method of defense budgeting. 
(iv). A corporation wishes to evaluate the quality of its college graduate recruitment 

program. 
(v). The manufacturer and marketer of flight simulators and pilot training equipment 

wishes to forecast sales volume for the next five years.   (2*5=10) 
(b). What is the function of a focus group?  What are the advantages and disadvantages of 

a focus group interview?                                                                                 (4+3+3) 
3.  
(a).  From research perspective, evaluate the statement of the business problem in the 

following situations: 

(i). An employees’ credit union: Our problem is to determine the reasons why 
employees join the credit union. 

   (ii). The producer of a television show:  We have a problem that program’s ratings 
are low.  We need to learn how to improve our rating. 

(iii). A soft drink manufacturer:  The  problem is we don’t know if our bottlers are 

more satisfied with us than our competitor’s bottlers are with them. 
(iv). A woman’s magazine:  Our problem is to document the demographic changes 

that have occurred in recent decades in the lives of women and to put them in 
historic perspective. 

(v). The inventor of a tension headache remedy (a cooling pad that is placed on the 
forehead for up to 4 hours): The purpose of this research is (1) to identify the 
market potential for the product, (2) to identify what desirable features the product 
should possess, and  (3) to determine possible advertising strategies/channel 
strategies for the product.       (2*5=10) 

(b).  Distinguish between rating and ranking on measurement. What advantages do 
numerical scales have over semantic differential scales?   (5+5) 
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4.  
(a).  Outline the procedure you would utilize to select the following samples with name of 

the sampling technique: 

(i). A sample of 150 students at your university. 
   (ii). A quota of 50 light users and 50 heavy users of beer in a shopping mall 

intercept sample. 
(iii). A sample of 50 mechanical engineers, 40 electrical engineers, and 40 civil 

engineers from the subscriber list of an engineering journal. 
(iv). A sample of banks, savings and loans, and other financiers of home mortgage 

rates. 
(v). A sample of male and female workers to compare hourly wages of drill press 

operators in an industry.       (2*5=10) 
(b). How do multivariate statistical methods differ from univariate and bivariate methods? 

  Also draw distinction between dependence methods and interdependence methods. 

           (5+5) 

5.  

(a).  The linear regression analysis report between Aptitude Score(AS) and Productivity 

Index(PI) is given below. Answer the questions at the end of the report. 

 

Regression Statistics 

Multiple R 0.83 

R Square 0.7 

Adjusted R Square 0.66 

Standard Error 8.16 

Observations 10 

ANOVA      

  df SS MS F Significance F 

Regression 1 1219.2 1219.17 18.3 0.002693335 

Residual 8 532.83 66.604   

Total 9 1752       

  Coefficients Standard Error t Stat P-value 

Intercept -11 17.928 -0.6083 0.56 

Aptitude Score 1.17 0.2729 4.2784 0.003 

(i).  Find out degree and direction of linear relationship and comment on it.  

(ii). Write estimating equation with coefficients and estimate the value of PI when AS 

is 90. 

(iii). Comment on the significance of coefficients at 5% level of significance. 

(iv). Comment on the values of R square and adjusted R square. 

(v). Write the null and alternative hypothesis of ANOVA and comment on its 

significance at 5% level of significance.     (2*5=10) 

(b). Three variety of coal were tested for ash content by five different laboratories. The 

results are as under; 

  

 

 

 

 

Laboratory Variety of coal 

1 2 3 4 5 

A 9 7 6 5 8 

B 7 4 5 4 5 

C 6 5 6 7 6 
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(i). Which test you will recommend to the researcher who is interested to test the 

hypothesis that on an average all the variety of coals have equal ash content. 

(ii). Write the Null and Alternative hypothesis of the applicable test. 

(iii).In case the researcher is interested test the hypothesis in part (i) along with 

another hypothesis that on an average all laboratories show similar results. What 

change you will recommend and why? 

(iv). Suggest the data requirements, in case researcher is interested in testing the 

hypotheses in part (iii), along with testing the interaction effect between variety 

of coals and laboratories. 

(v). Which test you will recommend in case the values in the matrix are frequencies 

and the researcher is interested in testing the independence of laboratories with 

variety of coal.           (2*5=10) 

 

SECTION – B 

(Compulsory) 
FLYAWAY AIRWAYS 

Wesley Shocker, research analyst for FlyAway Airways, has been asked by the director of 

research to make recommendations regarding the best approach for monitoring the quality of 

service provided by the airline. FlyAway Airways is a national air carrier that has a 

comprehensive route structure consisting of long-haul, coast-to-coast routes and direct, 

nonstop routes between short-haul metropolitan areas. Current competitors include Midway 

and Alaska Airlines. 

 

FlyAway Airways is poised to surpass the billion dollar revenue level required to be 

designated as a major airline. This change in status brings a new set of competitors. To 

prepare for this move up in competitive status, Shocker has been asked to review the options 

available for monitoring the quality of FlyAway Airways service and the service of its 

competitors. Such monitoring would involve better understanding the nature of service 

quality and the ways in which quality can be tracked for airlines. 

 

After some investigation, Shocker discovered two basic approaches to measuring quality of 

airline service that can produce similar ranking results. His report must outline the important 

aspects to consider in measuring quality as well as the critical points of difference and 

similarities between the two approaches to measuring quality. 

 
SOME BACKGROUND ON QUALITY 
In today's competitive airline industry, it's crucial that an airline do all it can to attract and 

retain customers. One of the best ways to do this is by offering quality service to consumers. 

Perceptions of service quality vary from person to person, but an enduring element of service 

quality is the consistent achievement of customer satisfaction. For customers to perceive an 

airline as a valued, quality service, they must be satisfied, and that usually means receiving a 

service outcome that is equal to or greater than what they expected. 

 

An airline consumer usually is concerned most with issues of schedule, destination, and price 

when choosing an airline. Given that most airlines have competition in each of these areas, 

other factors that relate to quality become important to the customer when making a choice 

between airlines. Both subjective aspects of quality (i.e., food, pleasant employees) and 

objective aspects (i.e., on-time performance, safety, lost baggage) have real meaning to 
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consumers. These secondary factors may not be as critical as schedule, destination, and price, 

but they do affect a customer's quality judgments. 

 

There are many possible combinations of subjective and objective aspects that could 

influence a customer's perception of quality at different times. Fortunately, since 1988 

consumers of airline services have had access to objective information from the Department 

of Transportation regarding service performance in some basic categories. Unfortunately, the 

average consumer is most likely unaware of or uninterested in these data on performance; 

instead, consumers rely on personal experience and subjective opinion to judge quality of 

service. Periodic surveys of subjective consumer opinion regarding airline service experience 

are available through several sources. These efforts rely on contact with a sample of 

consumers who may or may not have an informed opinion regarding the quality of airline 

service for all airlines being compared. 

 
CONSUMER SURVEYS 
In his research, Shocker discovered a large study conducted to identify favorite airlines of 

frequent flyers. This study is typical of the survey-based, infrequent (usually only annually), 

subjective research efforts conducted to assess airline quality. A New York firm, Research & 

Forecasts, Inc., published results of a consumer survey of frequent flyers that used several 

criteria to rate domestic and international airlines. Criteria included comfort, service, 

reliability, quality of food, cost, delays, routes served, safety, and frequent flyer plans. The 

survey was sent to 25,000 frequent flyers. 

 

The 4,462 people who responded were characterized as predominantly male (59 percent) 

professional managers (66 percent) whose average age was 45 and who travelled an average 

of at least 43 nights a year for both business and pleasure. This group indicated that the most 

important factors in choosing an airline were: 

(1) route structure (46 percent);   (2) price (42 percent); 

(3) reliability (41 percent);    (4) service (33 percent); 

(5) safety (33 percent);    (6) frequent-flyer plans (33 percent); and  

(7) food (12 percent).  

 

When asked to rate twenty airlines, respondents provided the following rankings: 

1. American  2. United  3. Delta  4.TWA  

5. Swiss Air  6. Singapore  7. British Airways 8. Continental 

9. Air France  10. PanAm  11. Lufrhansa  12. USAir 

13. KLM  14. America West 15. JAL  16. Alaska 

17. Qantas  18. Midway  19. Southwest  20. SAS 

 
WEIGHTED-AVERAGE RANKINGS 
Besides the survey, Shocker also discovered a newer, more objective approach to measuring 

airline quality in a study recently published by the National Institute for Aviation Research at 

the Wichita State University in Wichita, Kansas. The Airline Quality Rating (AQR) is a 

weighted average of 19 factors that have relevance when judging the quality of airline 

services (see Case Exhibit 1). The AQR is based on data that are readily obtainable (most of 

the data are updated monthly) from published sources for each major airline operating in the 

United States. Regularly published data on such factors as consumer complaints, on-time 

performance, accidents, number of aircraft, and financial performance are available from the 

Department of Transportation, the National Transportation Safety Board, Moody's Bond 

Record, industry trade publications, and annual reports of individual airlines. 
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To establish the 19 weighted factors, an opinion survey was conducted with a group of 65 

experts in the aviation field. These experts included representatives of most major airlines, air 

travel experts, FAA representatives, academic researchers, airline manufacturing and support 

firrns, and individual consumers. Each expert was asked to rate the importance that each 

individual factor might have to a consumer of airline services, using a scale of 0 (no 

importance) to 10 (great importance). 

 

The average importance ratings for each of the 19 factors was then used as the weight for that 

factor in the AQR. Case Exhibit 1 shows the factors included in the Airline Quality Rating, 

the weight associated with each factor and whether the factor has a positive or negative 

impact on quality from the consumer's perspective. 
 

Using the Airline Quality Rating formula and recent data gives the following AQR scores and 

rankings for the ten major U.S. airlines: 

Rank Score Airline AQR 
1 American +0.328 
2 Southwest  +0.254 
3 Delta +0.209 
4 United +0.119 
5 USAir +0.054 
6 Pan Am +0.003 

7 Northwest -0.063 
8 Continental -0.346 
9 America West -0.377 
10 TWA -0.439 

 
 
 
WHAT COURSE TO CHART? 
Shocker has discovered what appear to be two different approaches to measuring quality of 

airlines. One relies on direct consumer opinion and is mostly subjective In its approach to 

quality and the elements considered. 

 

The other relies on performance data that are available through public sources and appear to 

be more objective. Both approaches incorporate pertinent elements that could be used by 

consumers to judge the quality of an airline. Shocker's recommendation must consider the 

comprehensiveness and usefulness of the approach for FlyAway Airways as the firm moves 

into a more competitive environment. What course of action should he recommend? 
 

Questions 
1. How comparable are the two methods? In what ways are they similar? In what ways 

are they different? 

2. What positive and negative aspects of each approach should Shocker consider before 

recommending a course of action for FlyAway Airways? 

3. What aspects of service quality does each approach address well and not so well? 

4. Considering the two methods outlined, what types of validity would you consider to 

be demonstrated by the two approaches to measuring quality? Defend your position. 

5. Which of the methods should Shocker recommend? Why?   (8*5=40) 
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Case Exhibit 1 
Factors included in the Airline Quality 

Rating (AQR)* 
S.No. Factor Weight 

1 Average age of fleet -5.85 

2 Number of aircraft +4.54 
3 On-time performance +8.63 
4 Load factor -6.98 
5 Pilot deviations -8.03 
6 Number of accidents -8.38 
7 Frequent flyer awards -7.35 
8 Flight problems# -8.05 
9 Denied boardings# -8.03 
10 Mishandled baggage # -7.92 
11 Fares# -7.60 
12 Customer Service# -7.20 
13 Refunds# -7.32 
14 Ticketing/ boarding# -7.08 
15 Advertising# -6.82 
16 Credit# -5.94 
17 Other# -7.34 
18 Financial stability +6.52 
19 Average seat-mile cost -4.49 

 

*The 19-item rating has a reliability coefficient (Cronbach’s Alpha) of 0.87  
#Data for these factors come from consumer complaints registered with the 

Department of Transportation 
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