Marketing Research

Dec 2025 Examination

Q1. Vulkanwerk is a British multinational neobank and financial services firm that offers banking services for individuals and businesses. It was founded in July 2015 by British-Austrian businessman Werner Pfund and British-Ukrainian software engineer Vlad Drakul. Vukanwerk has recently launched a new mobile app to provide personalized investment advice. After three months, user downloads are high, but engagement and conversion rates are lower than expected. The research team is tasked with evaluating the campaign’s effectiveness and identifying areas for improvement. They have access to app analytics, customer feedback, and social media interactions.

Given the scenario, how should the research team apply both qualitative and quantitative marketing research methods to evaluate the effectiveness of a new mobile app campaign and recommend improvements? (10 Marks) 
Ans 1.

Introduction 

Marketing research plays a pivotal role in evaluating the performance and effectiveness of digital campaigns, especially in competitive industries like financial technology. In the case of Vulkanwerk, despite impressive app downloads, the low engagement and conversion rates highlight a disconnect between acquisition efforts and sustained customer interest. Understanding the reasons behind this gap requires a balanced application of qualitative and 
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Q2. Hansini is an Indian multinational conglomerate with a significant presence in the FMCG (Fast-Moving Consumer Goods) sector, particularly in personal care and healthcare products. Lately, Hansini has noticed a decline in the effectiveness of its traditional advertising campaigns. After reviewing market research, the management decides to allocate a larger portion of its budget to social media marketing, attracted by its lower costs and broader reach. The company uses metrics such as website traffic and social media engagement to assess campaign performance but struggles to link these metrics directly to sales growth. The leadership team is debating whether this shift is justified and how to better evaluate advertising ROI.

Evaluate the decision of a consumer goods company to shift its advertising budget from traditional media to social media platforms, considering the cost-effectiveness and reach of each channel. Critique the company’s approach to measuring campaign effectiveness and suggest improvements for data-driven decision-making.  (10 Marks)

Ans 2.

Introduction 
Consumer goods companies are quickly reassessing their advertising strategies in the ever-changing marketing landscape of today in order to adjust to shifting audience behavior and media consumption patterns. Hansini, a major FMCG conglomerate, has shifted its focus from traditional 

Q3(A). Ganith is an Indian EduTech startup firm offering online math learning programs designed for students from Kindergarten to 12th grade. It aims to help students learn math in a way that fosters understanding of concepts and develops problem-solving skills, rather than rote memorization. Ganith is preparing to launch a new product and wants to ensure its advertising campaign resonates with its target audience. The company plans to use a mix of online, mobile, and social media channels. The marketing manager seeks a research strategy that can pre-test and post-test ads, assess creative effectiveness, and provide actionable insights for campaign optimization.

Design a comprehensive advertising research strategy for a EduTech startup aiming to test and optimize its new product launch campaign across multiple digital platforms. How would you ensure the strategy effectively measures both the creative impact and the return on investment of the campaign? (5 Marks) 
Ans 3a.

Introduction 

For an EduTech startup like Ganith, launching a new product demands a data-driven and creative advertising research strategy that ensures maximum resonance with students and parents. As the company plans to leverage online, mobile, and social media platforms, the goal is to measure both the creative effectiveness and return on investment (ROI) of campaigns. Through a 
Q3(B) Aamras Hotels is an Indian hotel chain & hospitality company. It owns and operates 100+ hotels with a total of 9700 rooms in 64 cities across India.  Aamras has recently launched two new resort brands but is unsure about their market positioning and customer awareness. The company wants to segment its customer base, validate findings through expert focus groups, and assess the impact of recent advertising efforts. They require a research plan that uses both qualitative and quantitative data to inform strategic marketing decisions and improve brand awareness. Create a multi-phase marketing research plan that combines qualitative and quantitative methods to identify new market segments and develop tailored marketing strategies for a hospitality business. (5 Marks)

Ans 3b.

Introduction 
As Aamras Hotels expands its portfolio with two new resort brands, understanding market perception and segment behavior becomes crucial for successful positioning. With over 100 hotels across 64 cities, Aamras operates in a highly competitive hospitality market where differentiation and emotional branding drive customer loyalty. To address its objectives, a multi-phase marketing research plan combining qualitative and quantitative methods will enable the company to 








