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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 is Consumer Behaviour ? Consumers have both 

innate and acquired needs. Give examples of each kind 

of needs. 

miHkksDrk O;ogkj D;k gS \ miHkksDrkvksa dh nksuksa lgt ,oa 

vfHkx`ghr vko’;drk,¡ gksrh gSaA izR;sd izdkj dh 

vko’;drkvksa ds fy, mnkgj.k nhft,A 

2. What do you mean by dynamic nature of consumer 

motivation ? Explain Maslow‟s hierarchy of needs. 

miHkksDrk vfHkiszj.kk dh xfr’khy izd`fr ls vkidk D;k 

vfHkizk; gS \ eSLyks ds inlksiku dh vko’;drk dks 

le>kb,A 

3. What do you understand by Organizational buying 

behaviour ? Explain different steps of organisational 

buying process. 

laxBu lEcU/kh Ø; O;ogkj ls vki D;k le>rs gSa \  

laxBu lEcU/kh Ø; izfØ;k ds fofHké pj.kksa dks le>kb,A 

4. What do you understand by Perception ? What are the 

factors which change the sensitivity of consumer ? 

vocks/ku ls vki D;k le>rs gSa \ miHkksDrk ds 

laosnu’khyrk dks ifjofrZr djus okys dkjd D;k gksrs gSa \ 
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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. Discuss “Marketers don‟t create needs, needs create 

the marketers.” 

ppkZ dhft, ßfoi.kd t:jrksa dk l`tu ugha djrs] t:jrsa 

foi.kdksas dk l̀tu djrh gSaAÞ 

2. Can attitude be changed and if so, how ? 

D;k izo`fŸk dks ifjofrZr fd;k tk ldrk gS vkSj ;fn gk¡] rks 

dSls \ 

3. Describe primary and secondary informal and formal 

groups. 

izkFkfed ,oa f}rh;d vukSipkfjd vkSj vkSipkfjd lewgksa dk 

o.kZu dhft,A 

4. Describe adoption process. 

vaxhdj.k izfØ;k dk o.kZu dhft,A 

5. How does interaction between different sub-cultures 

influence each other ? 

ikjLifjd izHkko fofHké milaLd`fr;ksa ds e/; ,d&nwljs dks 

dSls izHkkfor djrs gSa \ 
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6. Describe in brief the different factors affecting 

consumer behaviour. 

miHkksDrk O;ogkj dks izHkkfor djus okys fofHké dkjdksa dk 

la{ksi esa o.kZu dhft,A 

7. What do you understand by consumer satisfaction ? 

miHkksDrk larqf”V ls vki D;k le>rs gSa \ 

8. Describe model of consumer involvement in decision- 

making. 

fu.kZ;&fu/kkZj.k esa miHkksDrk lgHkkfxrk ds izfr:i dk o.kZu 

dhft,A 

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 statements are True or False : 

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

1. Consumer behaviour only includes the actual 

purchasing of products. (True/False) 

miHkksDrk O;ogkj esa dsoy mRiknksa dh okLrfod [kjhn 

‘kkfey gksrh gSA   ¼lR;@vlR;½ 
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2. The purchaser and consumer of a product is not 

necessarily the same person. (True/False) 

;g vko’;d ugha gS fd fdlh mRikn dk [kjhnnkj vkSj 

miHkksDrk ,d gh O;fDr gksA   ¼lR;@vlR;½ 

3. The person  playing the role of initiatior in a family‟s 

decision process must also play the role of purchaser. 

(True/False) 

ifjokj dh fu.kZ; izfØ;k esa vkjEHkdrkZ dh Hkwfedk fuHkkus 

okys O;fDr dks Hkh [kjhnnkj dh Hkwfedk fuHkkuh pkfg,A 

    ¼lR;@vlR;½ 

4. A brand extension is an example of a dynamically 

continuous innovation. (True/False) 

czk.M izlkj ,d xfr’khy :i ls fujUrj uokpkj dk ,d 

mnkgj.k gSA   ¼lR;@vlR;½ 

5. The first stage of the decision-making process is need 

recognition.  (True/False) 

fu.kZ; fu/kkZj.k izfØ;k dk izFke pj.k vko’;drk va’khdkj 

gksrk gSA   ¼lR;@vlR;½ 

6. A consumer who feels discomfort because of 

conflicting attitudes in experiencing is called cognitive 

dissonance.  (True/False) 

,d miHkksDrk tks ijLij fojks/kh n`f”Vdks.k ds dkj.k vlqfo/kk 

eglwl djrk gS] mls laKkukRed vlarks”k dgk tkrk gSA 

    ¼lR;@vlR;½ 



 [ 6 ] S–681 

 A-64 

7. Personality is often used in marketing strategy 

formation because it is so easy to measure. (True/False) 

O;fDrRo izk;% foi.ku j.kuhfr fu:i.k esa iz;ksx fd;k tkrk 

gS] D;ksafd ;g ekiu esa ljy gksrk gSA ¼lR;@vlR;½ 

8. The predisposed way a person approaches his or her 

environment in referred to as personality. (True/False) 

O;fDr dks mlds@mldh ifje.My ds fy, iwoZO;kih igq¡p 

O;fDrRo ds :i esa tkuk tkrk gSA  ¼lR;@vlR;½ 

9. Purchasing the same brand over and over again is 

called brand loyality. (True/False) 

ckj&ckj ,d czk.M dh [kjhnnkjh dks czk.M fu”Bk dgk tkrk 

gSA    ¼lR;@vlR;½ 

10. The first activity in any Act of consumer behaviour is 

Recognizing needs. (True/False) 

miHkksDrk O;ogkj ds fdlh vf/kfu;e esa igyh fof/k 

vko’;drk vaxhdj.k gksrh gSA   ¼lR;@vlR;½ 
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