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Note : This paper is of eighty (80) marks containing three 

(03) Sections A, B and C. Learners are required to 

attempt the questions contained in these Sections 

according to the detailed instructions given therein. 

uksV % ;g iz’u i= vLlh ¼80½ vadksa dk gS tks rhu ¼03½ [k.Mksa 

^d*] ^[k* rFkk ^x* esa foHkkftr gSA f’k{kkfFkZ;ksa dks bu 

[k.Mksa esa fn, x, foLr`r funsZ’kksa ds vuqlkj gh iz’uksa ds 

mŸkj nsus gSaA 

Section–A / [k.M&d 

(Long Answer Type Questions) / ¼nh?kZ mŸkjh; iz’u½ 

Note : Section ‗A‘ contains four (04) long answer type 

questions of nineteen (19) marks each. Learners are 

required to answer two (02) questions only. 
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uksV % [k.M ^d* esa pkj ¼04½ nh?kZ mŸkjh; iz’u fn;s x;s gSaA 

izR;sd iz’u ds fy, méhl ¼19½ vad fu/kkZfjr gSaA 

f’k{kkfFkZ;ksa dks buesa ls dsoy nks ¼02½ iz’uksa ds mŸkj nsus 

gSaA 

1. What do you mean by product image and self images ? 

How do they influence consumer behaviour ? 

mRiknu izfrfcEc ,oa Lo&izfrfcEc ls vkidk D;k vFkZ gS \ 

;s miHkksDrk O;ogkj dks dSls izHkkfor djrs gaS \ 

2. What do you understand by group dynamics ? What 

are the different types of group and what is their role in 

consumer behaviour ? 

lewg xfr’khyrk ls vki D;k le>rs gSa \ fofHké izdkj ds 

lewg D;k gksrs gSa vkSj miHkksDrk O;ogkj esa bldh Hkwfedk 

D;k gksrh gS \ 

3. What do you understand by consumer decision- 

making ? Describe decision-making process with the 

help of diagram. 

miHkksDrk fu.kZ; fu/kkZj.k ls vki D;k le>rs gSa \ vkjs[k dh 

lgk;rk ls fu.kZ; ysus dh izfØ;k dk o.kZu dhft,A  

4. ―Integrated marketing communication is a way of looking 

at the whole marketing process from the view point of the 

receiver.‖ Discuss. 

ß,dhd`r foi.ku lEizs”k.k lEiw.kZ foi.ku izfØ;k dks izkIrdrkZ 

ds n`f”Vdks.k ls ns[kus dk ,d rjhdk gSAÞ ppkZ dhft,A 
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Section–B / [k.M&[k 

(Short Answer Type Questions) / ¼y?kq mŸkjh; iz’u½ 

Note : Section ‗B‘ contains eight (08) short answer type 

questions of eight (08) marks each. Learners are 

required to answer four (04) questions only.  

uksV % [k.M ^[k* esa vkB ¼08½ y?kq mŸkjh; iz’u fn;s x;s gaSA 

izR;sd iz’u ds fy, vkB ¼08½ vad fu/kkZfjr gSaA 

f’k{kkfFkZ;ksa dks buesa ls dsoy pkj ¼04½ iz’uksa ds mŸkj nsus 

gSaA  

1. What is dynamics of perceptional experience ? 

Kku lEcU/kh vuqHko dh xfr’khyrk D;k gksrh gS \ 

2. What do you understand by consumer socialization ? 

miHkksDrk lekthdj.k ls vki D;k le>rs gSa \  

3. What is the meaning of diffusion ? 

QSyko dk D;k vFkZ gksrk gS \ 

4. Explain unplanned purchase behaviour. 

vfopkfjr [kjhn O;ogkj dks le>kb,A 

5. What is the role of family in buying decision-making ? 

Ø; fu.kZ; fu/kkZj.k esa ifjokj dh Hkwfedk D;k gksrh gS \ 

6. What is market segmentation ? 

cktkj [k.Mhdj.k D;k gksrk gS \ 
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7. What are the components of consumer attitudes and 

how are they studied ? 

miHkksDrk izo`fŸk ds ?kVd D;k gksrs gSa vkSj mudk v/;;u 

dSls fd;k tkrk gS \ 

8. What is research process and how does it work ? 

ijh{k.k izfØ;k D;k gksrh gS vkSj ;g dSls dk;Z djrh gS \ 

Section–C / [k.M&x 

(Objective Type Questions) / ¼oLrqfu”B iz’u½ 

Note : Section ‗C‘ contains ten (10) objective type 

questions of one (01) mark each. All the questions 

of this section are compulsory. 

uksV % [k.M ^x* esa nl ¼10½ oLrqfu”B iz’u fn;s x;s gSaA izR;sd 

iz’u ds fy, ,d ¼01½ vad fu/kkZfjr gSA bl [k.M ds 

lHkh iz’u vfuok;Z gSaA 

Indicate whether the following are True or False. 

bafxr dhft, fd fuEufyf[kr lR; gSa ;k vlR;A 

1. Stimuli directly influences consumer behaviour. 

izksRlkgu Hkkouk izR;{kr% miHkksDrk ds O;ogkj dks izHkkfor 

djrh gSA 

2. Relationship Marketing refers to identifying needs and 

culture of customers and retaining them. 

?kfu”Brk mRié lanfHkZr djrk gSA xzkgdksa dh vko;’;drk 

rFkk laLd`fr dks igpkuuk rFkk xzkgdksa dks viuk cuk;s 

j[kuk pkfg,A 
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3. Deregulation does not influence pricing strategies. 

vfofu;fefrdj.k ewY;u j.kuhfr dks izHkkfor ugha djrh gSA 

4. Grapevine communication is a form of formal 

communication. 

vaxwjyrk lEizs”k.k vkSipkfjd lEizs”k.k dk gh ,d :i gSA 

5. In AIDA model of marketing D stand for desire. 

foi.ku ds AIDA ekWMy esa Mh rhoz bPNk dk izfrfuf/kRo 

djrk gSA 

6. Noise can disrupt communication at receiver level. 

vojks/k lEizs”k.k dks izkIrdrkZ ds Lrj ij ckf/kr djrk gSA 

7. Repeat purchase is a post-purchase response. 

iqujko`fŸk [kjhnnkjh ,d iksLV [kjhn izfrfØ;k gSA 

8. In the modern concept of marketing customer is 

considered to be at the top of hierarchy. 

foi.ku ds vk/kqfud fopkj ds vuqlkj xzkgd dks vf/keku 

Øe esa loksZPPk LFkku izkIr gSA 

9. Flow of order is upward. 

vkns’k dk izokg Åij dh vksj gksrk gSA 

10. Marketing mix is a blend of product, price, place and 

promotion. 

foi.ku&lfEeJ mRikn] ewY;] LFkku rFkk lEo)Zu dks 

feykdj curk gSA 
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