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Instructions to the candi
15 are compulsory

] haf; an internal option.

hls/her end-use is called a

1)  Customer

iii) Consumer Producer

b) develop on the b: Jo»f"y;;élth, skiel and power.

i)  Economical classs “ i)  Purchasing communities

i) Competitors iv) Social classes

c) Identify an economic circumstance that can greately affe&
any.product or brand chmce
i)\ Requirement : 1) Values ‘
iil). Lifestyle iv) borrowing pe er

d) is one of the most basic influences on ’s need,
wants and behaviour
1) Brand 1i)
i) Product v)

e) If a consumer describes a car as being most'economical car on the

market. then this is descriptor is an_= e
) Rule i) Attitude
ii)) Belief )

PTO.



A is a person’s pattern of living as expressed in his or her
activities, interests and opinions.

i) Role 11) Status
iiiy Position “" i) Lifestyle

g)  Customer who haveno rgyaity towards and brand are

1)  Switchers

iv)  shitting loyals
» tbrage of past happenings and thoughts
)  Motivation

iv)  Cognition

[10]

cofsegmentation and targeting
ing 6f the Consumer behaviour.

a)  Define consumer behaviour. Discuss the role

in increasing marketers understan

\noyf ge of motivation theories help
ss the.Maslow’s Hierarchy of need theory

b) Define Motivation. How ca
marketing managers? Dis
with example. l

¢) How do youmeasure Sogj;éii‘classes in India using Socio-Economic claséaﬁés
(SEC) in urban and Rural Market. f

03) a) Whatdo you underszféﬁd by extensive problem solvin
solving and routinized response behaviour? John wi
What kind of decision making process you sugge:

OR

b) What are the levels of consumer involveme

n the dimensions of
consumer involvement,
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Q4) What are the factors in buying situation that result in extended search for pre
purchase information by consumers? Based on factors identified by you,
what kind of information search behaviour can you expect in case to purchase
mobile phone by family. [10]

3 twa;ﬁ consumer decision making process and institutional
pro [10]
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