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Q-1 Describe the interrelationship between consumer behaviour and the
marketing concept. Why do marketers have to reposition their brands?

Illustrate with examples. 14
OR

Q-1 Discuss the advantages and disadvaritages of using demographics as a

basis for segmentation. Why is it important to study consumer ethics?

Q-2 Describe personality trait theory. Give five examples of how personality
traits can be used in consumer research. Exolain how situational factors

influence the degree of consistency between att.tudes and behaviour. 14
OR

Q-2 What is the relationship between brand loyalty and brand equity? What
role do both concepts play in the developraent of marketing strategies? Why
are both attitudinal and behavioral measures Important in measuring brand

loyalty?
Q-3 Explain Any two of the following 14

1) Why must marketers use fear appeals in advertising cautiously? How
can they do so?

2) Discuss the strategic differences between traditional media channels and
new media.

3) List and describe four advantages of social .redia over traditional media.

4) How can marketers use social ne tworks, brand communities, and

weblogs to locate new customers and target them?

Q-4 How does the family influence the consumer socialization of children?

What role does television advertising play in ccnisumer socialization? 14

OR
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Q-4 How do consumers reduce post-purchase dissonance? How can
marketers provide positive reinforcement to consumers after the purchase to

reduce dissonance?
Q-5 Attmept Any Seven from the Following 14

1. Disneyland has been positioned as the largest theme park in the
world. It has been positioned on which cf the following?

Attribute positioning

Benefit positioning

Application positioning

. User positioning
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Which among the following is a process of arranging a product to
create a unique impression in the customers’ mind?
. Market segmentation
. Target marketing
. Positioning
. Global Marketing
Consumer research take(s) place at this stage

. Before purchase

. After purchase
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. During the purchase

. All of these

o

4. ---- is a measurement of how often consumers buy a brand.
A. Brand popularity
B. Brand loyalty
C. Brand equity
D. None of the above
S. __ is contractually allowing a well-<nowr brand name to be affixed to
the products of another manufacturer.

A. Licensing
B. Trademark
C. Copyright
D. Patent
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6. The credibility of the source begins to fade away after a period of time;

This has been termed as the:
A. Sleeper effect

B. Levelling

C. Amplification

D. None of the above.

7. Consumers are more likely to seek information in which of the following

cases:

A. when the product is expensive, tecanicelly complex, risky and not

purchased

B. frequently.

C. when the product is related to lifestyle, image and social class.
D. both (a) and (b)

8. Which is not a part of adoption process?

A. Awareness

B. Trial

C. Feedback

D. Evaluation

G occurs when consumers try to reassure themselves that they

made wise choices.

A. Post-decisional dissonance
B. Cognitive dissonance

C. Pre-decisional dissonance

D. Affective dissonance
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Q-1 AlSSell dedol wa GogRell vle qAell WidRoite] delel 521, Hibel 2l U
dusfl GlleSs] Uil wWedd uS 87 GeleWll Ul8 Huedl. Q'ﬁ)

OR

Q-1 [Aeiloel HI2ell AIHR dld dd]l (NSl GULL Salell §lel vial AR§lAE el
YU 521, Ales «flldaliBlell HeAl 54 UL HI2 Hecaysl 8 |

Q-2 Ul&dcd el Riggide] daulel 50, Alss AN HAHD cUlSdcdell daiRlleil Gurllal
3] 2ld 53] AsIA dell Uiy GelsQN ). dal wa ddigs a2 YRidlddledl (Sl
URR(Go1d uReiol 3dl 31d etlfdd 53 9 A aHend). (1)

OR

Q-2 Gllss qlUed] ua ulles §(5ctd] d gf ol D UIE[EIl YsWetlell [AsIUHI
ol vlE) 9f ey(HsL eord B? GileSedl dsleld] Hiudl HI2 dd8l e ddet tiad yaldi
2l HI2 Hecayrl 8 ?
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1) il M2 b2l enddui saell idlae) Gualal idslellyds s2dl «Alga? Al
1Y 5] Ad 530 ade

2) uuRdLd HU[SuUL Aetd) w4 elctl HISUL d2edl slets dslddlell AUl 520,

3) uduldld Hl(Sul sdi AllRAe Hl(SUlAl AR sl ALE] vlelld] el def
dglel 53,

4) B2y oldl ALsSA Aldl 4 AHA de eilddl HI2 AMLEsS A2dsd, olles
MY Ao QL] GUALdL 5] 3ld s3] 21y 82

Q-4 5301 WlASlel Alss AHISWAA Jdll Ad Uelllad 52 8? 2(aldnet séid
ALSS UUIYSAAUL Q] 415l wd B? Qq)
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Q-4 AleS| WLl ugletl (Aidlledlal 3d) 3d geld 82 udded telsdl Hi2 Hided
wilel ugl Alesla esiRiats Hoodlsl 3dl d veled 31 23 82

o5 vl T st @A DA 2a14) ()

1. [S»elldesel (dsdeil Alefl Hlel eld uls dild @let wudiHi w1y 8. d
o{l A 1ol sUl U Red 8?7

A, 48l Rald

B.  dleisl Reuld

C. Alde Reld
D. duRlelsdl Rald

2. AlsSell Hoidi Welluil 91U Gle{l 54l HiZ Gauleeda dlsddlell ulsul «{lAe1Hiell
58 87

A, WBIRe] [deiloel

B.  dg&l HI5(3al

C. Ul

D. dlzis ui5Ral

3. Guellsdl el L duisse1q 8
A Wil uédi

B.  wilelugl

C. WilEl el

D.  ¥luwyl

4. —--- Yles) B2l dIR 6iles WX 8 do HIU B.
A. 6lleS dls[udlL

B. &lleS d§lel)
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C. aileS p(sae)

D. GURsdHiel] 516 «18]

Y WY Gallesel Gaulestl Ulel wfldl Glles «llHal 5AUe, Id H1Scled]
Hog?l (U B,

A dlpdlRia

B.  2SHLS

C. shdluge

D. Uede

6. llctel [Asddoflaudl St AHAANLL UL &2 &ld: €I B; w1l dild laundiHi
214 &:

Ao lUR AR

B. dqlday

C. dndl[sk9ld

D. Gullsduidl 516 el

7. o{lAeiMiell su1 B[ ALsS) Hiledl Aaddiel dy 2sudl Hd B:
A, %RIR Gaules Hlg, dse{lsl 3ld a(2d, o luH] wa alRdR

B. UWileldd o sy

C. IR Balltel e, ©90il uial AHL[ss cof 218 Hoildd S,
D. U (a) 4 (b)

8. 84 x5 Qdledl Ulslell e{1ol «1el?

A adyfd

B, AWHIRL



N gog -7

C. uldle
D. H&Yise
O, QAUR YUY 8 2R3 GUeSAL Uldld Widil 2udle) udld 53 8 %

dula yHweR uedlall 531 8.
A (el yglel (Qdalledl
B.  Sllellads [aidlfedl

C.  yd-[AeiHs [Gdlledl

D.  ¥{SIRS [dudlfedl



