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PGDM 14-16
Consumer Behaviour
DM- 432
Trimester — IV End-Term Examination: September 2015

Time allowed: 2 hrs 30 min Max Marks: 50

Roll No:

Instruction: Students are required to write Roll No on every page of the question paper,
writing anything except the Roll No will be treated as Unfair Means. In case of rough work
please use answer sheet.

Sections | No. of Questions to attempt Marks Marks
A 3 out of 5 (Short Questions) 5 Marks each 3*5 =15
B 2 out of 3 (Long Questions) 10 Marks gach 2*10 =20
C Compulsory Case Study 15 Marks 15
Total Marks 50
Section A

Q1. How can marketers use consumer’s failure at achieving goals in developing promoticnal
appeals for specific product and services. Illustrate with two examples, one each from product
and services. '

Q2. Brand Manager of Protinex ( a health food brand) would like to segment its market on the
basis of self image. Describe how the marketer can use actual and ideal self image to do so.

Q3. Explain the role of extrinsic and intrinsic cues in the perceived quality of : (a) restaurants
and (b) mobile phones.

Q4. How can you apply knowledge of the differential threshold to packaging, pricing and
promotional claims during the period of rising ingredient and material costs of chocolate bars to
augment your marketing strategy?

Q5. A manufacturer of fat free granola bar is considering targeting school age children by
positioning its product as a healthy, nutritious snack food. How can the various forms of cultural
learnings be used in developing applicable marketing strategies?




Section B

Q1. Neutrogena, a company known for its ‘dermatologist recommended’ skin care products,
introduced a line of shaving products for men. How can the company use stimulus generalization
to market these products? Is instrumental conditioning applicable to this marketing condition? If
so, how?

Q2. How can the product manager of breakfast cereal change consumer attitudes toward the
company’s brand by : (a) changing belief about the brand, (b) changing belief about the

competing brand and (c) adding an attribute.

Q3. Which of the five stages of family life cycle constitute the most lucrative segment for each
of the following product and services: (a) Domino’s pizza (b) mutual fund. Explain your answer.

Section C

Answer the four questions at the end of the case.
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