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CONSUMER BEHAVIOUR & MARKETING
COMM{.JNICATION

Time : 3 Flours Tbtal A4qrks : 100

Note :- (i) Attempt all questions.

(ii) 'Ihe figure on the right indicates the marks.

1. Attempt any four of the fbllor.ving :- (5x4=20)

(a) "Marketing ofany product requires knorvledge of consumer

belraviour"* Explain with suitable example.

(b) Dil'ferentiate between 'Personal Consumer' and
' Organisational Consuner'.

(c) Describe lifestyle segmentation.

(d) Discuss the situational tbctors in buying.

(e) Explain the role of E-Commerce in marke,ting
communication.

(fl What is the importance of creativiti, in copyrvriting'/

2. Atternpt any two of the following :- (2xl0=20)

(a) Describe the relevance of different stages of family life
c),cle itr consumer behaviour.
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(b)

(c)

What is consumer leaming ? Discuss its role in consumer

decision making process.

Discuss the various implications ofperception on Consumer

Behaviow.

Attempt any two ofthe following : (2x 10=20)

(a) Explain the factors contributing to integrated Marketing

Communication (IMC) and the challenges in IMC with

suitable example.

(b) "Consumer feels satisf.ied rvhen value is more than cost."

Explain with example.

(c) What is information processing ? Distinguish between the

various activities that comprise the infonnation processing

function.

Atlempt any tno ofthe following (2 x I 0=20)

(a) Explain the Howard Sheth model of Consumer behaviour.

(b) What are the factors that a marketer shouid consider while

setting the Advertising Budget ? I)iscuss the various

methods r"rsed in setting adverlising budget.

(c) Awareness advertising is done in Inroduction stage ofPLC.

Explain.

Attempt any two ofthe tbllowing :

(a) Testing ofadvertising effectiveness

(b) STP strategy for advertising

(c) Objectives ofmedia planning.

(2 x I 0=20)'
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