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Section-A

1 How does language influence consumer behavior? Explain.
Ans:-  Mainly language influence consumer behavior because in recent years, there has been a wealth of research examining the relevance of culture to consumer behavior. This chapter reviews a particular line of work within this larger body of research: work investigating the unique relevance of language. Our review finds that both structural features of language (properties of grammar) and lexical-semantic and phonological features of language (related to writing systems) are important. More specifically, current work suggests that these language features affect how consumers perceive, and also respond to, various marketing stimuli (e.g. Advertisements and brand names). Our review summarizes and integrates a number of related findings, and highlights their practical significance. International marketing research has focused more and more heavily on the topic of cross-cultural consumer behavior. And this research has observed important cross-cultural differences in the processing, evaluation, and judgment of brand and product information. Much of this work suggests that cultural differences stem from pervasive socio-cultural or cognitive factors. For example, a good deal of research demonstrates that people have broad, culture-specific cognitive dispositions, like individualism or collectivism, which can guide consumer behavior.
2 What are the techniques of motivation research?    
Ans:-  The techniques of motivation research are:- 
(a) Non-disguised Structured Techniques
(b) Non-disguised, Non-structured Techniques.
(c) Disguised Non-structured Techniques.
(a) Non-disguised Structured Techniques:
This approach employs a standardized questionnaire to collect data on beliefs, feelings, and attitude from the respondent.
Single Question Method:

(I think it is a good product or I think it is a poor product).

Multiple Questions Method:

(Numbers of questionnaires asked about the attitude) and Physiological Tests (laboratory tests such as galvanic skin response, eye movement etc. measure attitudes of people towards products) are carried out under this approval.

(b) Non-disguised, Non-structured Techniques:

These techniques use a non standardized questionnaire. The techniques are also called depth interview, qualitative interviews, unstructured interviews, or focussed interviews. All these techniques are designed to gather information on various aspects of human behaviour including the “why” component.

(c) Disguised, Non-structured Techniques:

· In this approach, the purpose of study is not discussed to respondents unlike above two cases. A list of unstructured questions is used to collect data on consumer’s attitudes. This art of using disguised and unstructured method is referred to as “Projective Techniques”.
· The projective techniques include several tests given to the respondents. They may be asked to give their comments on cartoons, pictures, stories etc. The stimuli used for this purpose are capable of answering the respondent to a variety of reactions. A number of Projective Techniques are available to the market researchers for the purpose of analyzing “why” part of consumer behavior.
3 Write the genesis of consumerism in India.

Ans:-  The term Consumerism is of recent vintage. Consumerism is a social movement seeking to augment the rights and powers of buyers in relation to sellers. Consumerism has been defined as "the organized efforts of consumers seeking orders, restitution and remedy for dissatisfaction they have accumulated in the question of their standard of living".
Consumerism is of such a wide magnitude and importance that it force a conspicuous place in Encyclopedia Britannica, which defines consumerism as “widespread interest and concern about consumer protection and the growth of organizations whose objectives are to disseminate information about products and to persuade industry to provide better quality goods and services - both parts of a phenomenon usually described as consumerism". The term consumerism first came into currency in the last decade when it was supplied to a number of issues which had first attracted serious attention in the 1950s. Vence Packard was one of the first gentleman to use the expression "Consumerism".3

He discussed various problems of marketing such as planned obsolescence, declining quality and the absence of satisfaction after sales service, particularly in saturated mass consumption markets for convenience goods. 

According to Philip Kotler consumerism is "a social movement seeking to augment the rights and powers of the buyers in relation to sellers".
4. How Group Dynamics, Family and Reference Groups– Impact on Consumer Behavior?

Ans: Group dynamics means how individuals form groups, and how one person’s purchasing influ­ences the other individual’s actions. Now-a-days marketers use the concept of group dynamics or personal influence often as this exceeds the power of company’s promotional efforts. “A group may be defined as two or more people who interact to accomplish either individual or mutual goals”.

Primary Group and Secondary Group:

If a person interacts on regular basis with other individuals, then these individuals can be considered a primary group. Interaction can be with members of the family, with the colleagues, with neighbors etc., this means whose opinions are valued by that person, on the other hand, if a person interacts only occasionally with others, or whose opinions are not important, then this type of group is called secondary.

Reference groups affect consumers through a variety of means: through norms, through information, and through influencing the value expressive needs of consumers. They influence consumers through bringing about attitude changes been couraging the expression of certain values and attitudes expressed through the group. Because an individual wants t be a part of a group, he or she will be influenced by the values and

Attitudes of the group. Furthermore, groups whose members exhibit similar social characteristics are more susceptible to attitude change than groups whose members are less homogeneous. Thus people frequently buy products that others in their group buy.

All members of a group must adhere to the norms established for that group. To enforce normative systems, groups tend to exert conformity pressure, direct or indirect, on their members. For example, teenager peer groups exert pressure on members' choice of clothing. Conformity pressure is common in everyone's personal experience. Of course, it is possible that the pressure to conform can produce the opposite effect.
5 What are the learning experiences we can gain from Consumer Research?
Ans:- The learning experiences we can gain from Consumer Research are:- 
Market research is often needed to ensure that we produce what customers really want and not what we think they want. 

Primary vs. secondary research methods.  There are two main approaches to marketing.  Secondary research involves using information that others have already put together.  For example, if you are thinking about starting a business making clothes for tall people, you don’t need to question people about how tall they are to find out how many tall people exist—that information has already been published by the U.S. Government.  Primary research, in contrast, is research that you design and conduct yourself.  For example, you may need to find out whether consumers would prefer that your soft drinks be sweater or tarter.
Research will often help us reduce risks associated with a new product, but it cannot take the risk away entirely.  It is also important to ascertain whether the research has been complete.  For example, Coca Cola did a great deal of research prior to releasing the New Coke, and consumers seemed to prefer the taste.  However, consumers were not prepared to have this drink replace traditional Coke.
6 Briefly explain the applications of consumer behavior.

Ans:- The most obvious is for marketing strategy—i.e., for making better marketing campaigns. For example, by understanding that consumers are more receptive to food advertising when they are hungry, we learn to schedule snack advertisements late in the afternoon. By understanding that new products are usually initially adopted by a few consumers and only spread later, and then only gradually, to the rest of the population, we learn that 
(1) companies that introduce new products must be well financed so that they can stay afloat until their products become a commercial success and 
(2) it is important to please initial customers, since they will in turn influence many subsequent customers’ brand choices.
A second application is public policy. In the 1980s, Accutane, a near miracle cure for acne, was introduced. Unfortunately, Accutane resulted in severe birth defects if taken by pregnant women. Although physicians were instructed to warn their female patients of this, a number still became pregnant while taking the drug. To get consumers’ attention, the Federal Drug Administration (FDA) took the step of requiring that very graphic pictures of deformed babies be shown on the medicine containers.

Social marketing involves getting ideas across to consumers rather than selling something. Marty Fishbein, a marketing professor, went on sabbatical to work for the Centers for Disease Control trying to reduce the incidence of transmission of diseases through illegal drug use. The best solution, obviously, would be if we could get illegal drug users to stop. This, however, was deemed to be infeasible. It was also determined that the practice of sharing needles was too ingrained in the drug culture to be stopped. As a result, using knowledge of consumer attitudes, Dr. Fishbein created a campaign that encouraged the cleaning of needles in bleach before sharing them, a goal that was believed to be more realistic.

As a final benefit, studying consumer behavior should make us better consumers. Common sense suggests, for example, that if you buy a 64 liquid ounce bottle of laundry detergent, you should pay less per ounce than if you bought two 32 ounce bottles. In practice, however, you often pay a size premium by buying the larger quantity. In other words, in this case, knowing this fact will sensitize you to the need to check the unit cost labels to determine if you are really getting a bargain.

Section-B

1 “Consumerism in India is a best tool for a promotion of a Market and Consumer utility of a product /service” – Discuss.
Ans:- Consumerism is a term that has undergone variety of changes in its meanings. There are a lot of overlapping and contradictions in its usage and interaction with innovation. The aim of the article is to explore consumerism as a source of innovation by doing a literature review. The diversity of meanings as well as the common features and the differences in their manifestation in the various parts of the world is the basis for exploring consumerism as a reason for innovation and product development from three major aspects: 
(i) consumerism as a driver of economic growth; 
(ii) consumerism as protection of consumer rights; and 
(iii) consumerism as customers’ empowerment. The diverse concepts of consumerism determine a variety of effects on innovation and new product development in the companies. They can be summarized as a constant search for co-created sustainable and shared value innovations.’

Consumer Behavior It is broadly the study of individuals, or organizations and the processes consumers use to search, select, use and dispose of products, services, experience, or ideas to satisfy needs and its impact on the consumer and society. Customers versus Consumers the term customer is specific in terms of brand, company, or shop. It refers to person who customarily or regularly purchases particular brand, purchases particular company‘s product, or purchases from particular shop. Thus a person who shops at Bata Stores or who uses Raymond’s clothing is a customer of these firms. Whereas the consumer is a person who generally engages in the activities - search, select, use and dispose of products, services, experience, or ideas. Consumer Motives Consumer has a motive for purchasing a particular product. Motive is a strong feeling, urge, instinct, desire or emotion that makes the buyer to make a decision to buy. Buying motives thus are defined as ‗those influences or considerations which provide the impulse to buy, induce action or determine choice in the purchase of goods or service. These motives are generally controlled by economic, social, psychological influences etc. Motives which Influence Purchase Decision The buying motives may be classified into two: 
i. Product Motives 
ii. ii Patronage Motives
The obvious difference between industrial or institutional markets and consumer markets is that, instead of purchases being made for individual consumption industrial markets are made for business use. There are several factors that differentiate consumer markets and their buying behaviour from organizational market and their buying behaviour. The key factors of differentiation are: 
i Market Structure and Demand
ii. Buyer Characteristics 
iii. Decision Process and Buying Patterns.
2 Describe the Howard-Seth model of consumer behavior.

Ans:- Howard-Sheth model is one of models that represent consumer behavior on the market. It attempts to explain the rationality of choice of the product by the consumer under conditions of incomplete information and reduced processing capability. It analyses the external symptoms of behavior, reactions and thought processes that cannot be subject to direct observation.

Howard and Sheth model of consumer behavior variables

Howard-Sheth model (fig. 1) is based on the assumption that the consumer behaves rationally during purchase, process is repeatable and is result of incentives which have their source in the environment (input variables). It consists of four main groups of variables:

I. Input variables, i.e. stimuli arising from the marketing activities and social environment of the consumer. Include three different types of stimuli, which are:

· significant incentives - physical characteristics and the attributes of a product, such as price, quality, originality and accessibility, brand characteristics,

· symbolic incentives - verbal or visual characteristics of the product, form of product perceived by buyer/customer, effect of advertising and promotion messages used by seller,

· social stimuli - whose source is the social consumer environment, family, reference groups, and society in general.
II. Hypothetical constructs, including the psychological variables influencing consumer behavior during the decision-making process. It is regarded by the authors as abstract, not defined and not intended directly. They distinguished two main constructs:

· perceptual constructs - describe obtaining and processing information, attention to stimulus, sensitivity to messages, receptivity, blocking information, prejudice, etc.,

· Learning constructs - how buyer forms attitudes, opinions, and knowledge influencing his buying decisions, evaluation after purchase, brand comprehension, etc.

III. Output variables: purchase intention, attitude, brand perception and attention. They are noticeable effects of internal processes, for example: decision to implement the purchase, disclosure of customer view and interest, as well as the declaration of other activities. The most important output variable from the point of view of marketing is actual purchase, because it involves carrying out activity based on consumer preferences. Hierarchy of output variables include:

· attention - scope of information accepted after exposing buyer to stimulus,

· comprehension - amount of information actually processed and stored in buyer mind,

· cognition - forming attitude towards products,

· intention - to buy or not to buy particular product,

· purchase behavior.

IV. External variables that have not been presented in the Howard and Sheth model and are not direct part of the decision-making process, however, have a significant impact on consumer decisions and are used in marketing activities as a criterion for segmentation. These include such variables as: value of purchase for the buyer, the character traits of the consumer, membership of a social group, the financial status of a consumer, the pressure of time.

