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INSTRUCTIONS TO CANDIDATES:

1. SECTION-Ais COMPULSORY consisting of EIGHT questions carrying TWO marks
each.
2. SECTION-B consists of FOUR subsectlons Units-1, 11, III & IV Each subsection
contains TWO questlons, each question carrying EIGHT marks and student has to
’ attempt any ONE question from each subsection.
- 3. SECTION-Cis COMPULSORY and consists of ONE Case Study carrying TWELVE

marks.
- Q. No. Question ‘ Course | Bloom’s
' . Outcome | Level
SECTION-A ‘
1 Answer briefly: .
a Recall consumer research. =~ : CO-1 L1
b. Illustrate the impact of IT in'consumer profiling. -1 CO-2 L2
C. What do you mean by market segmentation? - CO-2 L1
d. - | Explain tri-component attitude model. ’ 1 CO-3 L2
e Define marketing communication and persuasion in the | CO-4. L1
context of consumer behaviour. :
f. Summarise the meaning of opinion leadership. - CO-5 L2
g State the: interrelationship of business functions in CO-5 L1
- consumer behaviour in the context of consumer behaviour. |
h. | Outline the relationship between opinion leadershlp and CO-6 L2
firm’s promotional strategy.
SECTION-B
UNIT-I
2. Apply the concept of consumer research to design a survey CO-1 L3
for online shopping behaviour.
3. Analyze the role of Al in enhancing consumer engagement CO-1 L4
strategles '
_ : UNIT-11
4. | ldentify perceived risk. Make use of the role of perceived | CO-2 L3
: risk in online shopping. , '
5. Explain cognitive dissonance theory Recommend a CO-3 L5
promotional campaign based on cogmtlve dissonance ‘ : '
theory
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UNIT-III

6. Apply how marketers use consumer perception in CO-4 L3
advertising with examples -
7. Classify the types of consumer attitudes. Analyse the role CO-4 L4
of consumer attitudes in message crafting. '
_ ' ' __ UNIT-IV . :
N 8. [Evaluate the Engel-Blackwell-Kollat model to explain the CO-5 L4
' | decision-making process for 'purchasiﬁg ~a high- :
involvement product. _ »
9. ‘Companies create opinion leaders to talk about their CO-6 L5.

| brands in public’. Justify: the statement by giving few
examples of this and infer its effectiveness. :

_ ___SECTION-C : ‘
10. ' _ o ‘ ) ’ CO-6 L5
An ethnic fast food joint ‘YUMPY? is witnessing a steady ' '
decline in sales over the past year. Despite offering.
authentic regional snacks and a convenient location, the |
outlet has been losing its regular customers, particularly
| among the younger age group Management suspects
changing food preferences, rising health consciousness,
and competition from app-based delivery brands as
possible reasons. The company now wants to monitor
changes in consumer behavior over a period of time and
wishes to hire you as a consultant to help revive its
'| performance and reposmon its brand.
Questions: :
a) Assess suitable bases for segmen’ung the consumer for |
the fast food joint. '_
b) Estimate relative advantages and dlsadvantages of
opinion leadership and reference groups in marketing the
fast food joint offerings. .
¢) Propose the methods how can technology be used i 1n
consumer engagement by the fast food joint?

Note: Dlsclosure of ldentlty by writing moblle number or makmg of passing request on any
paper of Answer Sheet will lead to UMC agamst the student.
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