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Answer all 6 (six) questions. All questions carry equal marks. Marks of each question and
corresponding CO and PO are written in the right margin within brackets.

1. a) Identify the four domains of consumer behaviour that affect acquisition, usage, and 12 (COI)
disposition decisions. Explain how companies apply consumer behaviour concepts (POI)

when making marketing decisions.

b) Why are marketers concerned about consumers’ exposure to marketing stimuli and 13 (COI)

what tactics they use to enhance exposure" Discuss how marketers can attract and (POI )
sustain consumers' attention in regard to products and marketing messages.

2. a) Describe how associative networks, schemata, and scripts affect consumers’ 12 (C02)
knowledge content, and explain how and why the content and structure of (POI)

knowledge are relevant to marketers.

b) Explain the key flmctions and characteristics of attitudes. How do different 13 (c02)
elements of marketing mix affect the affective or cognitive components of (POI)
attitudes?

3. a) Describe the factors that influence judgment and decision-making processes of the 13 (c03)
consumers. How do consumers use compensatory and non-compensatory decision- (p03)

making models?

b) Define attribution theory and equity theory. Describe the various sources of 12 (c02)
influence and the type of influences they exert. (POI )

4. a) What are the six fUndamental principles of persuasion and how can executives 13 (c02)
successfully use them in their own organization? Describe the CEO’s guide to (POI)
customer experIence.

b) How can you crack digital shopper’s genome? Describe the factors that influence a 12 (C02)
particular customer to shop . pOI )

5. a) How can you analyze consumer perception? What does it take today to understand 15 (COI)
consumer behaviour? “No other elements can make up for a significant shortfall on (POI)

quality, which has the greatest effect on consumer advocacy.”- Describe the
statement
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b) Apple Stores

h=;enected its ethos of innovation and customer-centricitY

Requir=== :: your learning from „ Apple Stores”? Can you implement these
insights for Walton stores? WhY or whY not?

10 (C02)
(PO 1 )

25 (C03)
(P03)6 a) Searching for a Search Englne _ . , ,

p,,.)ble„, with their current search englne
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movie showtimes.

For its pan. (JOogle is pouring on the warm feelings in its ads to engage consumers
emotionally and retain their loyalty. Ads portray Google as the place to search for
long_lost fdendsp for example9 among other search stories with affective appeal' IT
ess ince. (,JOogle is reminding consumers: 'Remember how it felt when you did

those successfu1 searches through our site? Use Google when you’re searching for

something you care about, whether it’s videos. lmages, news9 maps or more

Google also wants to be sure that mobile users continue to choose its seaFch slte

when using their phones to locate information about goods and services. CurrentIY:
(.JOogle is responsible hr more than 90 per cent of mobile searches in the United
States. However! that may change as many search sites gear UP in earnest for this
fast_growing segment. Other search engines have captured considerable mark?t
shat.: outside the United States by optimizing their searches and the look of their
sites and results to meet local needs and preferences. baidu, for example9 is the

market leader in Chinese-language searches and Yandex is the leader in Russlan-

language searches.

In addition, various niche search sites want consumers to choose them for
specialised searches. VideoSurf9 now owned by Microsoft, enables consumers. to

search for specific content among 50 million online video cliPs' it is being
marketed in connection with Microsoft’s Xbox SYstem as a waY for consumers to

l01,'ate sports or music videos to stream to their TVs. FindmYpast, used to search foT
names of ancestors. is marketed through mentions on genealogY blogs and

websites. WolframAlpha calls itself a 'computational knowledge engine’ that can
help us„, s,a„h f., d,t, ,b,ut m,th,matlcs. statistics, erlgineering, 111=its and
measures and more. InfoMine searches academic resource collections available

ordine. FindSounds enables consumers to locate and listen to sound effects posted
on the web. Mle Spezify emphasises colowRrl and intuitive visual display rather

than a simple text listing of results. No matter what kind of search consumeFS want
to conduct online. there's a site to help them locate exactIY what theY want

Requirements:
i. Why is achieving a significant level of brand familiaritY imNnant for

(,Joigle9s competitors? Which of the two processes is likely to favor
specialized search sites: search by brand or search by attributes when
comparing search sites? Why?
Given the role of prototypicality in the recall of search engine brands, what

do you think niche search sites should do to get into the consideration set?

11 .
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