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'MB. A DEGREE EXAMINATION APRIL/MAY 2020
| . FOURTH SEMESTER |
Paper X — CONSUMER BEHAVIOUR AND CUSTOMER RELATIONSHIP MANAGEMENT

Tlmta Three hours ST N S Maximum : 70 marke

: (No_ addiﬁonal sheet wzll be eu'pp-lied)l- o

PART A — (5 x 3 = 15 marks)
. Answer ALL the 'eluestions.
Each qu‘estion. carries 3 marks.

‘Each answer should not exceed 1 page.

1. Writea -shert note on the EKB Model.

2. Explain Social Stratiﬁcatidn with some examiples.

3 Deﬁne Communication. .

X 4. What is meant by CRM?

5. Dmcuss bneﬂy about Custcmer Partnersth
' PART B— (5 X 8= 40 marks)
- Answer ALL the questmne
Each questmn carries 8 marks

P . Each answer should not exceed ) pagee

6.  Define Consumer Behavmur and explam the evolutlon of Consumer Behawour

Or

B 'l 'Highlight the importance of market eegmentatmn W'hat are the various basee of market. L

' segmentatmn" Explam with examples.

8., How are perceptione fo‘rmed? Elaborate with examples.

Or

9. Write detailed noteson: .- o o .

- (|) Elements of perceptlon

(b) Att1tude Forrnatlon



10,

11,

Co12

13.

14,

15,

16,

" Explain the consumer decision making process, by citing illustrations.

Or

What are the components in designing a persuasive Communication process?

-Explain the_ Qualitative and Quantitative meaéur'éﬁ_leht methods in CRM. : _

Or ._ -

Describe about Quantitative measurement methods.

‘ D(_escﬁbe briefly about thé-Relatio_riship gelling concept. -~ .

Or
What 18 relétionship xﬁanaéemeﬁt? Ekﬁlain e.ﬁeirnal relgtionshipé‘.
| | PART'_C — (1% 15 = 15 marks)
o L~ Cdmpulsoi'j'
Case Analysis.

Needs and goals are constantly growing and changing in re_éponse to an individual's physical

“condition, environment, interactions with others, and experiences. As individuals attain their
_goals, they develop new ones. If they do not attain their goals, they continue to strive for old

goals, or they develop substitute goals. Marketers do not create needs, though in some
instances they may make consumers more keenly aware of unfelt needs. The fact that many

“new products take illustrates that marketers often do not recognize or understand consumer )

needs and that they cannot create a need for products. On the other hand, there are
countless examples of products that have succeeded in the marketplace because they fulfill -

- consumer needs. Marketing efforts are generally not designed to change consumer needs but

to create or trigger “wants” for products/services that consumers would then purchase to
satisfy needs that already exist. Market-oriented companies use consumer research to

uncover relevant needs, translate them into “wants” by designing appropriate products and

services, and position their offerings as satisfying needs and wants better than competitors’
products/services. o . : , , :

Questions :’

(8) Why are consumers’ needs and goals con_stantly' changing? ‘What factors influence the
formation of new goals? . : _ . : o

(b)  “Marketers dor’t create needs; needs pre-exist marketers.” Discuss this statement. .

: (p) ~ Can marketing-eﬁ'orts change consumers’ needs? Why or why not?
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