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M. Com. EXAMINATION
(For Batch 2014 & Onwards)
| ~ (Third Semester)
- CONSUMER BEHAVIOUR
MCHM-303

Time : Three Hours | - Maximum Marks : 80
Section A
Note : Attempt all the questions. Each question

carries 2 marks.

T Maie i e e following :
(a) Emotional Motiveé
(b) e-CRM
I(c) - Indian Family Syst.em'

"(d) Reference Group Influence
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(¢) Sub-culture

() Influence of self-concept on buying
- behaviour

(g) Cognitive dissonance_

(h) Consumer beha‘z?iour audit. 8x2=16
Section B

_ Note : Attempt any five questlons Each question
\
carries 8 marks.

2. Describe the interrelationship between the
consumer behaviour and the marketing strategy.

3. Explain the process of consumer decision-
making with suitable example.

4. Define Attitude. Explain the process of attitude

formation in the light of modern consumption
patterns,

5. Describe personality trait theory. Give three
examples of how personality tralts can be used
in Consumer Research. |
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6. Describe the influence of culture on consumer

behaviour and evaluate the core values of
Indians. -

T. Why is an opinion leader a more credible source
of product information than an advertisement
for the same product ?

8. Critically examine various issues of consumer / ‘
. behaviour in Indian context. -

9. Develop a decision making matrix for purchase
of paint by a middle class urban consumer.

S5x8=40
Section C

Note : Attempt any wo questions. Each question
carries 12 marks. -

10. Discuss, in detail, the Nicosia and Howard-Sheth
models of consumer decision making and its
application.

I1. Elaboratc on the implications of studying
consumders in the area of marketing, finance
and production.
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12. What are the challenges that .a marketing
manager faces with regard to predicting -
behaviour of consumers 2 How the study
‘of online consumers is more difficult 2

Discuss.

13. Discuss about various strategies 'adopted by
\ marketers to bring attitudional change among
consumers. What is the linkage -among

consumer's belief, attitude and purchase
intentions. ~ | 2x12=24
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