1. Look at the response to the following survey items from a respondent that describe how stressful consumers believed a Christmas shopping trip was using a ten-point scale ranging from 1 (= no stress at all) to 10 (= extremely stressful): (10 points).

a. How stressful was finding a place to park? 7 
b. How stressful was the checkout procedure? 5 
c. How stressful was trying to find exactly the right product? 8 
d. How stressful was finding a store employee? 6

i. What would be the stress score for this respondent based on a summated scale score?
ii. What would be the stress score for this respondent based on an average composite scale score? 
iii. Do any items need to be reverse coded? Why or why not?
No because all the items are focusing on the one parameter, Stress. Stress is measured in different scenarios but in a way that will be inline only and in same manner. So, no need to reverse code any of the item.
2. Explain the typical process for developing questionnaires for markets where consumers speak a language other than English? (10 points).

3. Develop a checklist of things to consider in questionnaire construction. (10 points).

4. Explain how can a researcher assess the reliability and validity of a multi-item composite scale? (10 points).
5. What are the components of construct validity? Explain each in detail (20 points).
6. Explain in detail the different levels of scale measurement with appropriate examples as applied to business research. (Note: Do not use the same examples as that in the textbook. Points will be deducted if the same examples are used). (20 points
7. Define each of the following concepts, and then operationally define each one by providing correspondence rules between the definition and the scale: (20 points).

A. good bowler
B. The television audience for The Tonight Show: 
C. Purchasing intention for an iPhone 
D. Consumer involvement with cars 
E. [bookmark: _GoBack]A workaholic 
F. Outstanding supervisory skills
G. A risk averse investor

