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Note: 

1. The paper is divided into three sections: SECTION-A, SECTION-B and SECTION-C. 

2. There are seven questions in SECTION-A, attempt ANY FOUR. 

3. SECTION-B has five questions, attempt ANY THREE. 

4. All the questions of SECTION-C (Case Study) are compulsory.

SECTION-A (10 Marks each)
1. Define Role conflict and Role ambiguity.
2. Define Non Verbal and Verbal Communication.
3. Define cohesiveness, its advantage and disadvantages.
4. Define Quality Circles and its relevance in organization.
5. Define Managerial Grid.
6. Define Organizational Change and its objectives.
SECTION-B (15 Marks each)
8. 
“Human behavior is caused, motivated and goal directed.” Examine this statement and describe a conceptual framework of understanding individual behavior as an input-output system. 
9.
What is Herzberg’s theory of motivation? How is it different from Maslow’s Need Hierarchy theory?

10. 
What is meant by perceptual selectivity and organization?  Briefly describe the factors which play significant part in perceptual organization. 

11. 
What are the functions performed by groups? How can groups be used as means of effectiveness in organizations?

12.  
“The effectiveness of  leadership does not depend upon a single factor alone but it is a product of several factors including personal characteristics of the leader, behavioral styles, the group of followers and situational requirements operating at a particular time in leadership situation.” Elucidate.
SECTION-C (15 Marks)

 Case Study (Compulsory)
Mahender Singh loves what he does. He is just isn’t crazy about how others see him. Singh is the owner

of J&J Automotive Sales, a used car dealership in Karol Bagh, West Delhi, with about 30 cars on his lot at any time.  

“Used car dealers deal with a pretty bad reputation,” says Singh. Just why, he isn’t sure. He didn’t realize there was such a stigma attached to used car dealers until he opened his dealership in 1997. 
Regardless of the public’s impression of used car dealers, Singh loves his business. He likes being the sole salesman on his lot. He relishes the diversity his work- he does everything from buying the vehicles, to fixing them up to sell, to helping buyers arrange financing. And, very importantly, Singh likes the opportunity to work with customers. “There are thousand guys out there selling cars who are better at selling than I am,” Singh says, “I am more interested in having a relationship.”

One of Singh’s strength is that he loves cars. It’s in his blood-his father worked for a new car dealer and frequently traded the family’s cars. Singh believes the intimate knowledge of cars makes it easier for him to sell them. “I can tell you whether the car has 75% of its brake pad left or if the brake pads are new, because I did it.”

To build a meaningful relationship with a customer, Singh has to overcome the stereotype of a used car salesman. He thinks this might be coming from the hard-sell techniques used by some in his business. “I don’t think it would take a customer long to get jaded if they are out shopping for a car. That is a hard thing to overcome.”

It’s frustrating to Singh when potential customers see him as another shady salesman. Because he works hard to build customer’s trust, it hurts him when he realizes he is failed. “If they (customers) question my integrity, which is the hardest thing.”

13.
Case Questions:

i.  
Explain how you think the stereotype of the used-car dealers developed?

ii.
What, if anything different, can Singh do to counter the stereotype?

iii.
In what ways might this stereotype be beneficial to Singh?  To potential customers? 
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