Paper / Subject Code: 27307 / Advertising : Consumer Behaviour

Dat Duration: -2.30 Hrs  Total marks : 75

Note:- All Question are compulsory.
Draw Diagrams and give examples wherever necessary.
Figures to the right indicate full marks.

Q1 (a) Explain the following concepts. 5marks
1. Self Image
2. Subliminal perception.
3. Observational learning.
4. Subculture.
5. Ethnocentrism.
Q1(b)Explain how a marketer will use SRI VALS 1l segmentation to promote a newly opened
fitness center offering wide variety of fitness programs. What will be the targeting and positioning

strategy used by the company? 10marks.

Q2.(a) Explain cognitive dissonance and discuss the various ways of reducing cognitive
dissonance . 7 marks.

Q2.(b) Cite 2 examples of how you applied the Tri-component model of attitude while making
any recent purchase. 8 marks.
OR
Q2 c) Explain different message factors (structure and order effect) of communication
process. 7 marks

Q2 d) Giving suitable examples explain the central and peripheral route to persuasion used by
advertisers. 8marks

Q3(a)What is culture? Give examples of advertisements that represent Indian core values. Justify
your examples.

OR 15marks
Q3b)Explain the different stages of Family Life Cycle. Discuss the changing demand for products
& services a newly married couple would make as they process in the next two stages of Family
Life cycle. 15marks
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Q4.(a)Write a note on Freudian theory of personality. 7 marks.

Q4b) Identify five advertisements on the basis of Maslow’s theory of Needs Hierarchy. 8marks.
OR

Q4.(c)Explain the basic model of consumer decision making. 7 marks.

Q4.(d) Explain the characteristics of opinion leader. Describe any one situation in which you
sought purchase and consumption related advice from an opinion leader. 8 marks.

Q5. Write Short Notes on any 3. 15 marks.
Reference group.

Adoption Process.
Types of appeal.

Demographic segmentation.

A A

Changing trends in consumer behaviour.

\56846 Page 2 of 4

2A54EATF4A5EC1BBD90B6885F 7C90DF54



Paper / Subject Code: 27307 / Advertising : Consumer Behaviour

(FATST HTER)
dos : - 2.30 dE TSHOT 0T : 75
T
1.99 9T 3ard 3ed.
2.3Td1ehfSel 3k qUT IOT gefadrd.
3.37maRTeh Y 3eTexor JUT 3MTehell .
q. 1 Telld HhoUsdT TISC ] s
IR=LIGE
2.9ed HThele
3. fAeTUTcHS T
4 398ERd
5.9RraTeT Jecll

Q19) AdlT IUSTeTT FTARLT haldT YA HRAT IoRISd SRI VALS- |1 gaffemomar
ST 39T glsel o HiGE [T, HUell el SAf&Id 30T JRAET ATET HIUTAT I0TeAT
34T 3H0Tell SO ? go

Q2.37) SYTcAS [addlG #FgUTel T § TISC II.IARIAGR SIS addiG Hd hAT

$& hdld g I, b

Q2.9) &I TR RV WG Fd IFAAT FERNT "geah AT giarar war

I el g 2 3eeIondigd Tase & ¢
forar

Q2 &) Tdg Ufshddiel gceh (order and code effect) TIsT . b

\56846 Page 3 of 4

2A54EATFA5EC1BBD90B6885F7C90DF54



Paper / Subject Code: 27307 / Advertising : Consumer Behaviour

Q2 3) GIITY 3CTEIUNHE SeIIdid Hel dduard Hegacl 3707 Sredddi Hel FIse
T ¢

Q337) FERhll FUTS HT ?

URUTRE AR Hed Tidfeiticca H0ARAT SRl JaTe0 a3el AT FISERI0T
cdr. 2y

~

fShar

Q3 &) FIETh SliaeTashrd daTdINS T TISE HT. FAdlel ofdel SHleledT SNSTITAT e

HISATT YUIAT Y&eaT 2 TOAHEY Sculeardl foids Hefl seoid e AT 3areor

&, 2y

Q4.37) hissTAT ATFdHccaredr Agiaax fegur fogr b

Q4 ¥) #FEar a1 AT (Hierarchy) IReT fAgiday 3mamid ¢ Sferdr 3iedr.¢
fohar

Q4. %) Fgeh AT Tfhd Helsd HISel TISC ©

Q4.3) A Fehdia Helell THIET WA AdAIHHS F FoTfacT Srell A 3ereor

U3 AdATIRrdl AfASCY TISE . ¢
Q5. feur felgr ( Siuredmer 3) 23
1. ey T
2. 31T&Ergor gfehar

3. AAEA™ YR
4, AN FeTardy

5. Mg ddelldlel deold 9dTg

\56846 Page 4 of 4

2A54EATFA5EC1BBD90B6885F7C90DF54



