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CONSUMER BEIIAVIi
Totul Marks: 100

Time: 3 Houts

Note: 1. Attempt all sections. If require any missing data; then choose suitabry.

sEcrIoN A 
2x1o=20

l. Attempt o// questions in trrief'

a. Define coosumer Behavior'

: llm*['Ji:[',i:i::1?l*ar ractors innuencing consumer behaviour

d. List out the exrcmal factors influencing consumer behaviour

i. i'n'" 
'"ntator 

lole in consumer decision making^

f. Explain what integrated marketirg communicadon?

" Wllat a'c the objectives 01 adver(ising?

i. f*pruin [nteraclive marl(cting

li i..:ni;i; in" ,,eihods of measuring brand'iq:altv'

; Name five Adv€ftisement Agencles -
J. -'-

SECTION B

h" r,rno,ii'iig, 
1o x 3:30

a. Discuss Horvard - slr: 
- 

m:le:o-f 
.::j1":,::HtJ,Tllfls"o.o"iot status or prestisc

h How is Social Class deti neq 
" 

r-,E!v' 
' 
vw rr'" ' " ' ' -iable'l

' '"ri 1',.","" which is a more us(ful scFmentatron vlilllii"" 
"" \uggc5t some ways to

' Fxolain the concept of inlegraled marketing commur''-----

" i,,i,iu; t; #;;;. 
' 

-"rria jrnd discuss rhe tacrors al'Ie(ting rnedia

d. Explain various types of advertising media an{ 'di 
'

" 
ill;"1':Jt*its and demerits of advefiisins o! Tv'

SECTION C 
10x1:10

3. Attempt any one part of the followqrgl' 
, . rh€ marketing concept'. Elucidate.

{c) ..Thc discipline oI consunrer bchavi?t'l itto:i:l,I,,"inrerdrsciplinary.naY't.-*-,-"

Discus) lhe n".J to ,rudy consumcr behavrout-:".t-,i; ';;; ;;*' ol srirable examples'

(b) "oi'i'c.i'h 
i"ff::.:S:*:',;:i ::5:T:: 'l''l'i'10"""i" '"'*ttnet 

behaviour

Dis(uss the rml- 
lox'=lu

-Tl''1il:J::[il:u..ffili*ff#JrT.]J:1*:,ili:.1'i;T::::nHXt"J*

:ll1i'"iXXt;:rt"iu#r'".'"iJ;.;ilt",,Hllil'*. pcrcepruar derenser \\ h,t are

(b) yn3,': 1T-ljJ':f..".'rJi';;r;i;;
basic PrtnctPtt

L
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(a) Explain briefly the needs for power. afflliation, aod achievement ldentify tfuee

advertisementi for different p.oducts that are designed to appeal to these nceds

(b) What are reference groups l What are the various reference group appeals being used

by marketers? Erplain with suirable exarnple'.

10x1=10

6.

7,

Roll No:

Attempt any on e part of the following:

Attempt any ,/re part of the following:

(a) How is busine,ss advertising different from consumet advertising?

(b) Discuss the role ofmemory in consumer response to adverlising

Attempt rny one part of the following:

l0x1=10

10x1=10

(a) What are t}re factors we should consider while selecting an adveftising agency?

(b) Explain Virat Marketiug and Buzz Marketing in India


