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Q.1 a. Differentiate between consumer 4ni! ctrStomer. ,1fig.!,:;* 3 L2 co1
b. Explain the input-process-outplf' des of consumer behavlfug* ' 7 L2 co2
c. Briefly explain the rights un* {#po*ibilities of consumer.* 10 L2 co2

Q.2 a. What is E-CRM? 3 L1 col
b. Discuss

strategy.
Freudian thBq# of personality

q $u

and its
J
ffiXication in marketing 7 L3 co3

c. Elaborate on t{i&fift basic stages of the traditi&ral family life cycle. 10 L2 co2

Q.3 a. What are rfiar$et mavens?
,,,::::= 

,i 3 LI col
b. 7 L2 co2
c. influence conp behavior. 10 L3 co2

Q.4 a. What is Dogmatism 3 L1 COI

b. How do consumer handlp;{sk? Explain. j $r# 7 L2 co2
c. What do you mean by-Group? Explain the $)pe;"of reference groups with

examples. 
*,',

10 L2 co2

Q.s a. List out the Buyjitg role of consumers_. $ l',k;." 3 L1 co2
b. 7 L2 co3

c. With th.help of neat diagram,Explain Maslow's tlie-iarChy of Need theory
and its relevance to consumei behavior.

:: t:

10 L3 co4

Q.6 a. 3 L2 co2
b."' 7 L2 co2

"Marketers userd#dl$nrow the pre and post purchase behavior
consumer so th&#lBV can increase salesn'- Enumerate with example.

of the 10 L3 co4

Q.7 a. Identiff thel tqh" o f diffu sion prooeBsjii innovation. 3 L7 co2
b. What is'Sub_.,,Culture ? Describe_the type s of Sub- Culture. 7 L2 co2
c. Explain the online purghase decision process.

encountered by marketer and consumer.
Discuss the challenges 10 L3 co3
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Q.8 CaseStudy " * 
"
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Martin Incorp, was a company carrying on businq{ iifi d6smetics and

perfumes. Tliey were not following the marketinffincept and were

catering to a taiget malket which was using therqp-roducts. In other words
rherr nnlv nnnnenfrated on whaf thev would make]rdlld did not bother aboutthey only concentrated on what they would rngk,\
changes in preferences of their target market. 
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They were later joined by Mr.Ash a flg graduate who adviw$:{he
preferences and the cli[afescompany regarding the changing

that were necessary to be i
the income factors and social
great extent and invested aboffi*6kl
months of these changes bqSkffiSout
to have a proportionate incrffr.ffein sale

the product. He Emptl4sized uPon
r. He modernized the*pr,AHucts to a
on new packing. Eto. Even after 6

by him. The conrpanydid not seem

a. duct managers, an#-- #Y? 10 L4 co4
b. WflfrWhei factors, if any, coul@16 been considered?ffirate in detail. 10 L4 co3
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