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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.
What cultural, social, personal and psychological factors have the most influence on consumer buying mobile phones?

2.
Identify and describe the three stages of perception explain using relevant examples.

3.
(a)
What is the major difference between behavioural and cognitive theories of  learning.
(b)
How might classical conditioning operate for a consumer who visits a new tutoring website and is greeted by the website avatar who resembles Albert Einstein?           (3+7)
4.
What is meant by the following statement “each stage in the family life cycle pose a series of opportunity for marketer”. Discuss in of family as a consumption unit. 
5.
Describe the ABC model of attitude.  How can an attitude play as ego defence mechanism?

6.
(a)
What is self-concept?  What are the four types of self-concept?

(b)
What ethical issues arise in using the self-concept in marketing? 


     (5+5)
7.
(a)
When does information search occurred?  What is the difference between internal and 
external information search? 

(b)
What   role do   the evoked set, inert   set   and   inept   set play in consumer information 

search?

SECTION-B (15 Marks each)
8. 
Why are consumer lifestyle key to many marketing strategies?

9.
(a)
What types of group influence exist?  Why must a marketing manager be aware of these 
separate type of groups?

(b)  
What   is   aspiration reference group?  How   can   aspiration   reference group influence 

consumer behviour?

10.
(a)
In what ways does the elaboration likelihood model help marketers? 

(b)
Would a consumer be more likely to follow a central route or peripheral route to persuasion when deciding what brand of passenger car to buy?  Justify Why?

11.
Write Short notes on any three of the following:

(a) Cognitive dissonance theory

(b) Stimulus generalization

(c) Multi attribute attitude model

(d) Attitude change strategies 

12.
(a)
Distinguish between conjunctive and dis conjunctive decision rule.
(b)
How can knowledge of consumer evaluation criteria and criteria importance be useful in developing marketing strategy?

SECTION-C (15 Marks)

Case Study (Compulsory)

Indian tradition of sweets

Sweets popularly known as Mithai were considered an integral part of Indian rituals, celebrations and festivals. Every celebration began and ended with sweets. Thus, sweets were important in a variety of occasions like birthdays, marriages, and festivals like Deepawali and a small number of day-to-day celebrations. In Indian tradition, sweets signified love, happiness, care and respect for each other. Indian sweets were famous for their traditional essence, variety and irresistible taste. Sweets varied according to seasonal ingredients. For instance, Rewri and Gajjak, famous north Indian sweet, were generally consumed in winter season. Interestingly, the same sweet had different names across different cultures in India. For example, Gajjak was a popular name in Northern India but the same sweet was popularly known as ‘Tilkut’ in Eastern India. Indian sweets were also a popular gift item. Indian cuisine, globally famous for sweets and desserts, had sweet manufacturers continuously experiment with new and improved taste to serve better.

Changing consumers’ preferences for sweets

With the buzz of ‘healthy snacking,’ consumers started shifting towards snacks which were low in carbohydrates and fats i.e. having low sugar and oil content A report released in 2014 by Euromonitor International indicated that the backlash against processed sugar had changed consumers’ attitude towards desserts. This changing consumer demographic profiles, lifestyle and increased awareness resulted in health conscious behaviour of consumers. Also, studies indicated that intake of sugar products or sweets might have severe effect on health increasing chances of various health diseases like diabetes or heart problems. This resulted in increasing preference for natural sweeteners instead of products made with processed sugar. Nielsen conducted an online survey of nearly 30,000 consumers across 60 nations to gauge the healthy eating trends. Results demonstrated consumers increasing preferences for fresh, natural and minimally processed foods. Also, it showed that consumers were conscious and read the ingredients carefully at back of packaging before purchasing. Thus, sweet and snack manufacturers needed to search for healthy alternatives to sustain in their business.

13. 
Case Questions:

(a) What is consumer attitude? What is the basis on which consumer forms attitude? Discuss with reference to above case situation. 




          

          (7)
(b) Suggest, how a sweet manufacturer can  change the emerging consumer attitude towards sweets.







         

          (4)
(c) Thus, sweet and snack manufacturers needed to search for healthy alternatives to sustain in their business”, suggest the healthy alternatives for a typical Indian sweet shop.

          (4)
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