Paper / Subject Code: 27307 / Advertising : Consumer Behaviour

Time: 2Hrs. 30 Mins Marks :75

N.B. 1) Question No.1 is compulsory
2) Figures to the right indicate full marks

1. (a) Explain the following concepts. (5)
(i) Self image.

(ii) Adoption.
(iii) Social class.
(iv) Acculturation
(v) Dogmatism

1. (b) CASE STUDY:

Godrej a well-known company wants to launch its garment’ s retail business .Based on this

information answer the following question:
(i) What type of appeals they should use in their advertisement to capture the market? Explain(3)
(if) What message structure should be used? Explain in detail. (3)

(iii) Who would you recommend as the brand ambassador to endorse the brand and why?  (4)

Q2. (a) What is subculture? Explain the different subcultures in brief. (7)

Q2. (b) Analyse one advertisement at each level of Maslow’s Need Hierarchy. (8)
OR

Q 2. (c) Explain the factors that influence in formation of attitudes. @)

Q 2. (d) Which would be most appropriate Family Life Cycle market segment to be targeted for the
following and why? (8)

() Housing

(i) Insurance
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Q3. (a). Write an explanatory note on the Tri-component attitude theory. Explain how you used the

model while choosing your current smart phone. (15)
OR

Q3. (b) Explain the basic model of consumer decision making. (15)

Q4. (a) Explain the classification of SRI VALS Il market segmentation in details @)

Q 4.(b) State any two existing advertising messages and analyze how the marketer has tried (8)
to reduce cognitive dissonance.
OR
Q4 (c). Explain how the concept of classical conditioning can be useful to marketers. (7)
Q4 (d) Explain Diffusion process in detail. (8)

Q5) Write short notes on any three : (15)

a) Freudian theory.

b) Subliminal perception
c) ELM Model

d) Opinion Leader

e) Indian Core Values
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(FRTSY TR
de : - 2.30 A TRUT I[0T @ 75
SSEUE
1. |9 99T AR 3.
2. 3SdIhiSer 37 qOT 90T gefadd.
3. 3MaeTs Ay 3eTeRoT MU JTehdl FIaT.
9. 1 "leldl Ghodell TISC I 3
1. TgfaAr
2. TGUT YishaAT
3. WA 91
4. HERTA-HhAT]
5. TAAAIE
9.2.9) eIt AT ATHTDT HETAT TN FHusdiedl faihle [ahear caaamar geard

FOIA AR AT ATRAIGT RS @reltel 9T 3cay 3.

1. STSIRYS HISTel FIUATATST AT YR JTdTge] JHTIT SERTATA FTel ? FISC
T . 3

2.9I0TcT H6 2l gcahrar (Structure & order effect) FU«T draT FUMR HTTOT FI ? 3

3. IOl JEEr YA 30T Jaerdl Fg0l fAas arer 3nfor &1 ? ¥

9. 2 37) 3UEEh FUS S ? IUHEhA fAfder gehr Toee & b

) #A¥ell a1 AT (Hierarchy) IR fAgid Icdsh Irdlaiel Tl SIRITdd 361801

3o TISE A ¢
fohar
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9.2 &) 3HAIcch AfANR v811a AISUIR Tesh Tave A t

8) Wellel 3cUTEIATS  Higiaeh SiaeTdshred ol coArl T fAds e ? &

? TUSC . %

1. ;W
2. faar

7. 3 31) FREaly gedh #fAgedt Fgid [AEgauor Fuse #. el TAIE B TET e

IGATAT ITRT AT a9 shell § TISE . 29
faar
9. 3 ) Agh AU gfshdd Feas[d AlseT TS T 29

9o 4 I 3) SRI VALS Il #HeT 30T Sliaardel SeiR9s Feany el b

ST hT

§)HIUTAET alel SR Hel HE SeNIdGR NUlcHeS fagdre & HHT H& Ahdld §
i, ¢

forar

) TSI ATRHUTATH HehoUsT I ol SGUAGRIEATST T 39 g5 o T

. b
g) JifArrgor ufshar (Diffusion process) fa&daaor Fse . ¢
g. 5 fear fergr ( oreamer 3 ) 23

1. hissar fAgid

2. ﬁ'b_cl' 3Teheled

3. ELM Model

4. HAATIh

5. URURS AR Hed
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