Y Mo133 S.Y.B.M.S. (CHOICE BASE) (SEMESTER 111) / M0287 GROUP B:

Time : 2.30 Hours
N.B. i) All questions are compulsory.

/ ii) Figures to the right indicate full marks.

Q.1. (A) Answer the following: (Any Eight)

1. Needs of customers are triggered BY....... ;B P

internal stimuli
external stimuli
both aand b

none of above

oo w»

2. Group which can exert mﬂuences on other because
called as............... 0 e

/ A. opinion leader -
/ B. leading adopters
‘ - influential .~
all ofaboVe

@)

3. A need that Is aroused up to sufﬂc:ent level is’ called as :

v}want f

/ \motlve or drlve
Both a and b
none of above »

f;.D_o‘.w_>
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S MsxMarksizs

08 £

of:speoia'liz‘ed knowledge and skills is

4 Customers keepmg suoh mformatlon that supports their attitudes towards brand is

*classtﬂed as .

'selebﬁve attéhti'oh DN
. selectlve dlstortlon
\fselectlve retentlon &
all of above
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5. Personal factors include

o w>

6. Ads affecting consumers subconscious minds are classified as .

/o B

OO0 w>

/ 8. Types of consumer buylng behavror are

/ A

9. nghly lnvolved consumer buymg behavror a
among brands |s called ; Fals

cows

A
. subliminal advertising

S*.o; o T w >

online communities

social class

personality and self concept
roles and status

online advertising

luminal advertising
both b and ¢

7. Tendency to which experiences of potentlal customers-,flts wnt

relative advantage
divisibility AN
communicability :
compatibility »

! gl.

two types ¥ ¢ ;
three types -~
fourtypes
flve types

complex buylng behawor o &

,varlety seeklng buylng behavxor ;

bellefs and attltudes
social class
occupation

roles and status
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Q.1 (B) Answer the following TRUE or False (Any 7) 5 (07)
1. If product performance exceeds customer expectations, customer 1s dehghted
2 That minor stimuli which determines when and how customer wrl_l respond_ in,cerjtain
way is called cues S F AN e SO
3. Less involved consumer buying behavior in whrch customers percerve few dlfferences .
between brands is called complex buoymg behav10r
4. According to brand personality traits, - Sophis‘tic,ativgn" s c0ncluded 4\a‘s«i brand \'b'eing
daring and imaginative NP O PSR : ]
S Social class who rely on relatives. for assrstance m trouble tlmes and economlc support
considered as working class ' P K RSl
6. Outlets, strategies, concept, and brand name are faCtors that havevbeen shown to affect
consumer behavior. B L B PN
7. A person's subculture consrst(s) of all the groups that have a dlrect (face to-face) or
indirect influence on hrs/her attitudes or behav1or e
8. Economic crrcumstance cannot greatly affect any product or, brand choice.
9. Consumers often choose and use brands that have a brand personahty consistent with
how they see themselves aIso known as the prohlbmve self—concept
10. Self—concept portrays the ”Whole person 1nteractmg wrth his or her environment.
Q.2.a. Define Consumer Behavior. Discuss the application of consumer behaviour
knowledge in marketing,. 07)
b. What are the different types of consumer behavior. (08)
OR
Q2 Explain the social and cultura] factors as determinants of buyer behaviour with suitable
examples. (15)
Q.3.a. Explain consumer decision making process. (07)
b. Define Motivation and its characteristics (08)
OR
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/ . Q.3 a. Explain the relationship between consumer needs and m‘Qt\ivatibri'.“j & 07X

g

b. What are the theories of motivation?

Q.4..a. State the influence of personality on consumer behavior.

N

b. Define reference groups and discuss variou?s‘i;"f't;{)‘%pes of fir\efere‘,l:lgéi grdﬁps% Aot
OrR

Q.4 a. What is meant by social class? State its rha’iﬁvfeaﬁjrgs’_;‘

/ b. What do you understand by groupdynamrc

Q.5.a. Discuss Nicosia model of consumer deuswnmakmg : ‘,‘?3"‘ Oeg (07)
b. Define diffusion. D(‘e‘\sé‘;iﬁb‘e‘ the processofdlffusmn : : : ¥ | 4 (08)

Q.5 Write short notes (Any three) (15)

a. family ‘d’ecisipnimaking.

c Atti‘t.ylcvit\a"cvlvf\.a'nge;' ‘

d «f‘Opi,vr?x{i;r_lvl:é‘:aders;_:‘ |

V, NG Adaption*‘ﬁlr(‘)é‘éxs‘s“ AL

fry Neéd‘f_o‘rv’i‘hn_o?\;ationw';

'*s{-*****************************
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