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k|Q“p : / Instructions

(1) 

“uQ¡ v$ip®h¡g  r“ip“uhpmu rhNsp¡ DÑfhlu ‘f Ahíe gMhu.
Fill up strictly the details of  signs on your answer book
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Seat No.:

Student’s Signature

â.1.   k„rnàsdp„ S>hpb Ap‘p¡: (10)

1. â¡fZpÐdL$ k„ip¡^“Üpfp sdpfp¡ dsgb iy„ R>¡?

2. hgZ ‘qfhs®““p¡ A’® iy„ R>¡?

3. kpdprS>L$ õsfuL$fZ Üpfp sdpfp¡ dsgb iy„ R>¡?

4. D‘ k„õL©$rs Üpfp sdpfp¡ dsgb iy„ R>¡?

5. k„v$c® S|>’ A‘ug Üpfp sdpfp¡ dsgb iy„ R>¡?

â.2.   ¾$p¡k k„põL©$rsL$ dpL£$qV„$N rhíg¡jZ kdÅhp¡. D‘cp¡¼sp hs®“ ‘f kpdprS>L$ 
âcph“u Akf kdÅhp¡?  (13)

A’hp

â.2.   k„v$c® S|>’p¡ k„v$rc®s kd|lp¡ kp’¡ k„b„r^s ‘qfbmp¡ kdÅhp¡. k„v$c® S|>’ 
A‘ug“p apev$p iy„ R>¡?  (13) 

â.3.   l¡syAp¡’u sd¡ iy„ dp“p¡ R>p¡? kdÅhhp“u S>ê$f R>¡ A¡ga®k®“¡ r’efu“u S>ê$f 
R>¡?      (13)

A’hp

â.3.   hgZ“p rhrh^ dp¡X¡$g kdÅhp¡.  (13)
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â.4.   V|„$Lu “p¢^p¡ gMp¡. (L$p¡B‘Z b¡) (14)

1. kpdprS>L$ hN® âcphp¡“u Ly$v$fs

2. N°plL$ hgZ“u âL©$rs

3. k„v$c® S|>’p¡“p âL$pf

4. ‘f„‘fpNs A“¡ bv$gpsu cpfsue qL„$dsp¡

ENGLISH VERSION

Ql.  Answer in Brief:   (10)

1. What do you mean by motivational research?

2. What do you mean by attitude change?

3. What do you mean by social stratification?

4. What do you mean by sub culture?

5. What do you mean by reference group appeal ?

Q2.   Explain cross cultural marketing analysis? Explain the effect of social 
influence on consumer behavior?  (13)

Or
Q2.   Explain the factors relevant to reference groups exerting influence? 

What are benefits of reference group appeal?  (13) 

Q3.   What do you mean by motives? Explain ALDERFERS need theory?  (13)
Or

Q3.   Explain various models of attitude?  (13)

Q4.   Write Short notes. ( Any two) (14)

1. Nature of social class influences.

2. Nature of consumer attitude.

3. Types of reference groups.

4. Traditional and changing Indian values.
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